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Executive Summary
Marriott's total revenue for the year ending 2022 was $19.2 billion, with an upward trend over the past couple of years. The revenue was over $20 billion in 2019 before the impact of COVID-19. Hilton's total revenue for 2022 was $8.16 billion, representing a 41% increase from 2021. Both hotels have yet to reach the pre-pandemic revenue levels but so far, they are both heading in the right trajectory in terms of total revenue.
Marriott International Inc. is the top hotel and resort chain in terms of sales, generating $13.8 billion in revenue in 2021. The Hilton hotel ranked fourth, with a revenue of $5.8 billion. This significant difference can be attributed to Marriott's diverse portfolio of hotel brands. Additionally, as a larger company with more hotels, Marriott has an advantage in tapping into more customers worldwide.
The Hilton is smaller in size, and revenue compared to the Marriott, but it is the top leading hotel based on brand value worldwide. The Hilton's success can be attributed to "The Hilton Performance Advantage," a comprehensive system of interrelated services and cutting-edge technologies to promote its business.
Loyalty programs are an essential factor in retaining customers in the hotel industry. Marriott leads the loyalty program with 160 million users, while Hilton has over 120 million users. Hospitality companies can expand their market share and growth by building a base of loyal customers who identify with their brand.
Marriott International plans to open over half of its new hotels in Greater China over the next two years. Marriott International Inc exceeded the industry average with revenue growth of 34.64% YoY, reaching $5,313 million, but ranked 804th in terms of revenue. Hilton achieved a net unit growth of 6.6% and expanded in 119 countries and territories. Despite the pandemic, the company's global development efforts remained strong, and by the end of 2021, Hilton operated over 6,800 hotels across six continents with a net unit growth rate of 5.6%. The company's development pipeline includes nearly 2,670 hotels. In the fourth quarter of 2022, Hilton had exceptional revenue growth, with an increase of 123.6% YoY, surpassing the average for the company. Among Hotels & Tourism industry companies, Hilton achieved the highest revenue growth in the fourth quarter of 2022 and was ranked 22nd overall in terms of revenue growth during that period.
Marriott International's CSR program is called Serve360, and the company has committed up to $50 million to support historically disadvantaged groups in owning and operating hotels. Marriott's goal of having 3,000 hotels owned by diverse individuals by 2025. Marriott's CSR initiatives also benefit the company by reducing food waste and using renewable energy, ultimately leading to cost savings. Hilton's "Travel with Purpose" initiative targets creating a positive impact on the environment, society, and communities through its operations and supply chain. Hilton has invested over $3.2 million in disaster relief and resiliency efforts and aims to reduce its environmental footprint by 50%. Hilton is also saving money through water reduction and food waste initiatives in its CSR program, which will benefit the hotel's profits.

Marriott and Hilton are prominent players in the hotel industry, and expansion to new locations is crucial for growth. Hilton has an advantage in branding, while Marriott needs to improve in that area. Both companies can use promotions and loyalty schemes to encourage customers to stay at their hotels. Despite the pandemic, both companies have been able to generate profits, with Hilton showing higher year-on-year growth. Both companies are committed to financing CSR initiatives, which in turn will also help them save money in the long run.
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Introduction


This report will compare two hospitality organisations and will compare their approach to financial management. The area of concern will be the total revenue of both hotels, market position, growth potential and financial commitment to CSR. This report aims to find out how well they have operated and find out if they have room to improve in the future.

The chosen hotels are Marriott and Hilton hotels. Marriott International is a leading global hospitality company that offers a broad portfolio of lodging. Marriott International operates more than 7,500 properties in over 131 countries and territories, under a portfolio of 30 hotel brands. It was founded in 1927 by J. Willard Marriott and is headquartered in Bethesda, Maryland, USA.

Hilton Hotels & Resorts is one of the world's largest and most well-known hotel chains. It is a highly respected and recognized brand in the hospitality industry, offering travellers a wide range of options. Founded in 1919 by Conrad Hilton, the company is headquartered in McLean, Virginia and operates more than 6,000 properties in 117 countries and territories.
















Total Revenue

The main objective of financial reporting is to effectively communicate financial statements that accurately reflect a company's profitability and financial situation (Fridson, 2011). Total revenue refers to the amount of money a hotel generates from its operations over a given period, typically a quarter or a year. Total revenue is the sum of all the revenue streams of a hotel. Total revenue is a key metric for the hotel industry and is used by hotel owners, operators, and investors to measure the financial performance of a hotel. By tracking total revenue over time, hotel operators can identify trends and make decisions to improve their operations and drive revenue growth. In general, total revenue is calculated by adding up all the revenue from a company's various business units, products, or services. It is important to note that total revenue is different from gross profit, which is the total revenue minus the cost of goods sold. Total revenue is also different from net income, which is the total revenue minus the company's expenses, including operating expenses, taxes, and interest payments.

Marriott International:
[image: ]
[bookmark: _Hlk127484394]Figure 1                                                                             (Companiesmarketcap, Marriott. 2022)

Hilton:
[image: ]
Figure 2                                                                    (Companiesmarketcap, Hilton. 2022)

Marriott has a total revenue of 19.2 billion in the year ending 2022. And from the chart in figure 1, we can see an increase in the last couple of years. From the chart, we can see the total revenue was over 20 billion in 2019 before covid. And during covid in 2020 we can see the revenue was decimated to half of the 2019 total revenue. After covid, we can see an uptick in revenue to over 13 billion and to its current revenue total for 2022, although it has not hit the pre covid revenue but is heading in the right direction.

As for the Hilton, we can see the total revenue in figure 2, for 2022 was 8.16 billion an increase of 41% from 2021. We can also see that it has not gained the pre covid total revenue and in a similar case to Marriott, the total revenue was half of what it had made in 2019 compared to when covid hit in 2020. From 2020 to 2022 we can also see that it is heading in an upward trajectory.
Market Position

[image: ]
[bookmark: _Hlk127484516]Figure 3                                                                                                Statista. (2022)

According to Murphy and Contreras (2022) in the Forbes' "Global 2000" list of the largest companies worldwide, Marriott International Inc. is ranked as the top hotel and resort chain in terms of sales. In 2021, the hotel chain generated a staggering 13.8 billion US dollars in revenue. The Hilton hotel came in 4th place with a revenue of 5.8 billion. This shows that Marriott is taking in over double the amount of revenue in comparison to the Hilton hotels. This can be attributed to Marriott International providing a vast and diverse portfolio of hotel brands, giving guests the ability to choose the brand that meets their travel requirements. The brands are classified into two tiers: Classic and Distinctive. Classic brands offer classic hospitality experiences with a contemporary twist, while Distinctive brands provide one-of-a-kind, lifestyle-oriented experiences with a unique perspective. By embracing the individuality of each brand, Marriott International offers an unparalleled variety of travel experiences that cater to the needs of guests, regardless of their mood, travel goals or purpose of the trip (Marriott, 2023). Also, in comparison to the Hilton, the Marriott is a bigger company with more hotels and that is an advantage to tapping into more customers worldwide.
[image: ]
Figure 4                                                                                                         Statista. (2022)


The Hilton is smaller in size, and revenue compared to the Marriott, it is however the top leading hotel based on brand value worldwide, as can be seen in figure 4. While the Hilton sits in first place the Marriott is way below in 5th. This can be attributed to ‘The Hilton Performance Advantage’, which is a comprehensive system of interrelated services and cutting-edge technologies aimed at boosting business and controlling costs while maintaining a high level of quality. This system, comprising seven services, provides access to state-of-the-art tools, advanced technologies, innovative strategies, and key industry leaders, creating a distinctive competitive advantage that cannot be matched (Hilton, 2023).
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Figure 5                                                                                                                (Skift, 2022)



Loyalty programs are a key factor in retaining customers. The hotel industry has the desire to build lasting relationships between consumers and businesses with specific goals and Long-term benefits for both partners (Rylander et al.1997). The profitability of a product or service is closely tied to its quality, as customers are more likely to return if they have had a positive experience and their expectations were met. Repeat business is key to success, as satisfied customers are more likely to come back for more enjoyable experiences (Martin, 2019). And by providing loyalty programmes to its customers the hotel tries to give something back for the loyalty of the consumer. The consumers earn points per dollar spent in the hotel or its partners like airways and after accumulating a certain number of points, they can then be used to purchase a room in the hotel or other items that are on offer by the hotel, such as spa and gym entry. As can be seen on the graph in figure 5, Marriot leads the loyalty programme with 160 million users, while Hilton has over 120 million users. Both try to use that to their advantage in gaining more sales for the services they offer and adding to the revenue of the companies. Hospitality companies can expand their market share and growth by building a base of loyal customers who identify with their brand (Tepecie, 1999).

Growth Potential

The hospitality industry is highly competitive, and hotels need to keep up with their competitors by expanding their presence and offerings. Growth allows hotels to differentiate themselves from their competitors and maintain their position in the market. Growth allows hotels to increase their revenue and profitability by reaching new customers and markets. This can lead to higher profits and better financial performance, which is essential for the long-term success of the company. By expanding their presence and offerings, hotels can increase their market share and capture a larger portion of the market. This can help them to better compete with other hotels and gain a competitive advantage. By expanding their scale of operations, hotels can achieve economies of scale, which can help them to reduce their costs and improve their profitability. Growth allows hotels to diversify their revenue streams and reduce their dependence on a single market or customer base. This can help them to withstand economic downturns and reduce their risk.


Marriott:

Over the next two years, more than half of Marriott International's new hotels are expected to open in Greater China. The company's select-service brand portfolio is fuelling growth and contributing to its expansion. According to Gavin Yu, Chief Development Officer of Greater China for Marriott International, their development strategy, which focuses on offering affordable options in growing destinations, has significant growth potential (Marriott, 2022). The domestic market in China is robust, driven in part by a growing segment of young luxury hotel guests. Marriott has a positive outlook for the future and sees long-term growth opportunities with the increasing number of young and affluent Chinese travellers (Qubein, 2022).

[image: ]
Figure 6                                                                                               (Csimarket. 2023)

[bookmark: _Hlk127278929]As can be seen in figure 6, in Q3 2022, Marriott International Inc exceeded the industry average with a revenue growth of 34.64% YoY, reaching $5,313 million. Although there were 18 other companies in the Hotels & Tourism industry that saw higher revenue growth during this period, Marriott International Inc ranked 804th in terms of revenue growth for Q3 2022 (Csimarket, 2023).


Hilton:

In 2019 the company was able to open more than one hotel per day, achieved a net unit growth of 6.6%, and expanded to 6,110 properties in 119 countries and territories (Hospitalitynet, 2020). Despite the challenges posed by the pandemic, Hilton's global development efforts remained strong. By the end of 2021, the company operated over 6,800 hotels across 18 brands on six continents, with a strong net unit growth rate of 5.6%. Hilton's development pipeline includes nearly 2,670 hotels, and about half of these projects are currently under construction (Hilton, 2022).

[image: ]
Figure 7                                                                                                         (Csimarket. 2023)

As can be seen of figure 7, Hilton Worldwide Holdings Inc showed exceptional revenue growth in the fourth quarter of 2022, with an increase of 123.6% YoY to reach $2,444 million, which surpasses the average for the company. Among companies in the Hotels & Tourism industry, Hilton achieved the highest revenue growth in the fourth quarter of 2022 and was ranked 22nd overall in terms of revenue growth during that period (Csimarket, 2023).

















Financial Commitment to CSR

Companies understand their obligation to society and engage in actions that promote positive social outcomes, beyond what is legally mandated or aimed at maximizing profit (McWilliams et al, 2019). It is projected that by 2030, the hotel industry will contribute to 5.3% of total CO2 emissions globally, according to the United Nations World Tourism Organization (UNWTO in 2019). CSR can help improve a company's image and build customer trust, leading to increased customer loyalty and the ability to charge higher prices. This can result in higher profit margins and opportunities for growth and product innovation (Amyx, 2020). Different hotel companies have their own unique corporate social responsibility programs. 
Marriott:
The Marriott calls their CSR program, Serve360. Marriott International has pledged an investment of up to $50 million to aid historically disadvantaged groups in owning and operating hotels in North America. The initiative, called "Marriott's Bridging the Gap," is aimed at breaking down barriers and helping these groups to thrive in the hotel industry. It also aligns with Marriott's goal of having 3,000 hotels owned by diverse individuals by 2025 (Marriott, 2022)
[image: ]
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Figure 8                                                                                               (Serve360, 2021)

As we can see from figure 8, all though money is poured into CSR. There are tangible benefit for the company as in reducing food waste and having renewable energy. These will reduce the cost of operation of the hotel in the long run, therefore saving money for the company (Serve360, 2021).

Hilton:

Hilton's strategy for promoting responsible travel and tourism on a global scale is called "Travel with Purpose". This Environmental, Social and Governance (ESG) approach aims to create a positive impact on the environment and society through its operations, supply chain, and communities (Hilton CSR, 2023). Hilton has invested over $3.2 million in disaster relief and resiliency efforts since 2014 and aims to reduce their environmental footprint by 50% through responsible hospitality across their value chain to make a social impact (Hilton, 2019)


[image: ]
Figure 9                                                                                                        (Hilton, 2021)

As we can see from figure 9, the Hilton is also starting to save money with the water reduction initiative and the food waste initiative as part of their CSR programme (Hilton, 2021). Reducing spending will benefit the hotel and its profits.


During times of crisis, top executives tend to give less attention to corporate social responsibility (CSR), particularly when it comes to social and governance matters, indicating that CSR is not deeply ingrained in business strategy and that other factors become a higher priority for management during such times (Fehre and Weber, 2016).

Recommendations & Conclusion

We can see from the report that both companies are big in the hotel industry. For both to grow they need to expand their hotel business to new untapped locations. With people looking for exotic and different locations for going on holiday, it would be best to tap into that demographic. The more the company expands the more likelihood of gaining more profits. In terms of branding Hilton has a lead over Marriott and for Marriott to grow it will need to improve its branding to gain more traction than its competitors. As for Hilton, they need to be doing what they are doing in the branding scene and continue to push their brands into new territories to gain more traction in gaining new customers for growth. Since both companies have not seen profit at the pre-pandemic level, there is customers out there who still need to be encouraged to stay in their hotels, both companies can try to influence customers’ buying habits by use of promotions and loyalty schemes to entice customers to grow their business.

In conclusion, both companies are doing well since the pandemic and gaining profit year after year. In terms of numbers, Hilton has gained over 123% year on year compared to Marriott’s 53% year on year. They are both looking at expanding their business to gain new business. Both businesses are committed to financing their CSR programmes and by doing that they are helping themselves by saving money in the long run.
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Loyalty Members and Contribution for Largest Hotel Companies
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2025 Sustainability and Social Impact Goals
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Continued to expand Digital Key and transition hotels to bulk amenities, reducing plastic waste from
key cards and miniature tolletry bottles

55001 hotels partnered with soap recycling organizations to donate soap to those In need
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Revenue history for Marriott International from 2001 to 2022
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Revenue history for Hilton Worldwide from 2013 to 2022
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