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Introduction 
	The proposed assignment aims to analyse financial management approaches applied by two of the renowned hotel chains in the United Kingdom (UK). Financial management is considered the most important pillar for the long-term survival, growth, and profitability of any business, and particularly the hotel sector has been adversely affected by the recent COVID-19 pandemic in the UK. Therefore, it is important to analyse how hospitality organisations applied financial management approaches to enhance their total revenue, market position, growth potential, and financial commitment to CSR pre-pandemic period and during the pandemic period. 
[bookmark: _Hlk127530496] 	The hotel organisation selected for the report is Hilton Hotels and Best Western.  Hilton Hotels & Resorts is an international brand of full-service resorts and hotels and the flagship brand of the American international hospitality organisation Hilton (Hilton Hotels, 2022). The original organisation was founded by Conrad Hilton. The hotels have been successful to revive their revenue to pre-pandemic levels and increased by 51.57% in FY2022 from a 34% increase in FY2021 (Hilton Hotels, 2022). For comparison, Best Western hotels have been selected. The hotel operates from its headquarters in Phoenix, Arizona with 2000 hotels in North America and operates 4700 hotels worldwide under licenses. The hotel’s annual revenue touched its peak in FY2021 despite COVID-19 uncertainties and lockdown measures and reached 6.0 Billion (Zippia, 2021). 
Approaches used by firms for financial management
Total Revenue
	One of the finest techniques maximize revenue or efficient financial management is the diversification of revenue streams and increasing ways to generate revenues from other traditional sources (Şener and Cobanoglu, 2022). Gheribi and Bonadonna, (2019) argues that these techniques include reinvesting surplus funds in fixed-income securities such as government bonds, and investing in securities with high returns with risk involvements such as corporate bonds, shares, and stocks (Dumoulin and Giacomel, 2020). It allows the companies to diversify their reliance on more than one income source and is likely to increase revenue even in a time of crisis (Minazzi and Panno, 2019). Similar strategies are found to be applied by Hilton hotels. For instance, Hilton Hotels have given licenses for franchises and earn fixed fees in terms of profit sharing globally. It has strengthened its revenue growth and sustainability which is proven by its consistent revenue growth in FY2021 during peak COVID1-19 times and strong growth in FY2022 of 51.57% (Reuters, 2023). Furthermore, another revenue source includes incentive management fees, the incentive and base revenues that Hilton generates through hotel management services signify base fees, which are characteristically a fraction of the hotel’s gross revenue, and an incentive fee, which is grounded on the hotel profit of the hotel and typically subject to a specific rate of return for the hotel owner which guarantees sustainable revenue maximisation (Levy, 2022). 
 	On the other hand, Best Western has also remained successful in sustaining its revenue growth even during the pandemic crisis. The approaches behind this revenue stability are investments in small hotel chains worldwide and franchising to increase its global presence so that revenue decline from others in one specific region can be offset by revenue increase from another region where the hotel operates (Bourke et al., 2020). Hilton ESG, (2022) also supports this approach, that traveling preferences of tourists differentiate across regions, thus operating from multiple locations can allow hotels to ensure sustained revenue generation which is found in the case of Best Western and Hilton hotels. 
Market Position
	The most significant marketing positioning approaches include price and product quality considerations that firms ensure while offering their products and services to the target market. In the case of hospitality sector, MAINA, (2022) argues that the most important market positioning strategy is market competitive prices and justified value with high service quality. This is because, Minazzi and Panno, (2019) states that, the hospitality industry is highly saturated, and dynamic and operates with an intense rivalry. Therefore, in order to enhance market position, retain customer base, and grow market share companies are required to offer justified value against cheaper prices. In the case of Hilton hotels, it offered Hilton hour membership to customers which allowed customers to enjoy discounted prices during the time of COVID-19 with mandatory travel requirements due to job nature (Bourke et al., 2020). The hotel has also offered online booking platforms which allow consumers the convenience to book rooms adjacent to their family members while traveling in groups. It is a massive perceived value generated by Hilton Hotels for its customers (Minazzi and Panno, 2019). 
 	Similarly, Best Western Hotel has applied different strategies to Hilton hotels, which seems to be strengthening their market position. For instance, Best Western Hotel used to engage the moment strategy to enhance customer value and guest satisfaction rates. Unlike, Hilton Hotels, Best Western while applying this approach used Medallia’s voice-of-the-customer solutions for over 10 years (Digital travel, 2022). When the pandemic started, the corporation did what it was always doing and used feedback and precise comments in transcript analytics to benefit and understand guest sentiment about safety and cleanliness protocols. It allowed the firm consider customers’ reservations and feedback and travel preferences while also promoting safety protocols during the pandemic that built its image as a socially responsible brand (Digital travel, 2022). The prices were kept reduced which ensured that enhanced customer value was provided at cheaper room rates.  
Growth Potential
	The most important approach to ensure growth in the hotel sector is the maximisation of EBIDTA (Earnings before interest and taxes which is increasing operating profit. For this, Gheribi and Bonadonna, (2019) argues that revenue maximisation is again an important pillar, on which, Hilton hotels have significantly worked. For example, Hilton (i) currently accomplished the Hilton Garden Inn in Argentina, partnered with Resorts World on a $4.3 billion Las Vegas resort, and is affiliating with Country Garden, one of the biggest developers in China (Minazzi and Panno, 2019). Other than this approach, Hilton Hotel has introduced dry deals under which, Hilton hotel has reduced its capital contribution and took investment risks from investors’ money while allowing them to give advice on financial and risk management (MAINA, 2022). It allowed raising capital for the above expansion projects while reducing investment risks. 
 	Whereas Best Western hotels have also applied efficient growth strategies like Hilton hotels, but the approach is different. In line with the arguments of Şener and Cobanoglu, (2022) among hotel growth strategies, giving customers an innovative experience, and improving customer journey from hotel booking to checkout allows hotels to grow customer bases and ensure long-term growth. Thus, Best Western hotels have introduced Alexa devices powered by Google and use Artificial Intelligence technology (Dumoulin and Giacomel, 2020). It acts as a tourist assistant to give ideas to tourists about local attractions and restaurant recommendations without the need calling to information desks. Other than that use of big allows to identify the most loyal customers to offer them customized services at discounted prices (Zippia, 2021). It has increased the loyalty of customers for Best Western hotels and made it stand out in comparison to customer services offered by Hilton hotels. 


Financial Commitment to CSR
Corporate Social Responsibility (CSR) strategies such as primary consideration on Environmental Sustainability Governance (ESG) is an important approach that hospitality sectors apply in order to enhance corporate image (Şener and Cobanoglu, 2022). For instance, promoting waste disposal and waste reduction during traveling and staying at hotels or protecting the green environment develops hotels as a responsible brand which in turn leads to increased customer traffic and loyalty as ESG considerations of the target market are increasing (Dumoulin and Giacomel, 2020). In this regard, Hilton Hotels appears as efficient. For example, Hilton hotels opting for reducing energy consumption and shifting to renewable energy for operations allowed the firm to reduce its carbon footprint by 3.5% in FY2021 and it plans to further reduce it by 61% by 2030 (Hilton ESG, 2022). Further, Levy, (2022) argues that financial commitment to CSR in terms of the betterment of society is also significant to raise brand awareness, in line with this argument Hilton hotels have granted USD2 million in 2021 to organisations leading resilience and recovery projects for the planet.
	Likewise, Best Western hotels have also applied CSR and ESG approaches in order to enhance their corporate image. Unlike, Hilton Hotels, Best Western Hotels have emphasised works for Sustainable Hospitality Alliance with the hospitality sector to evaluate the primary global challenges impacting the planet and its priorities and individual activity to deliver influence through cooperative action (Best Western, 2022). This year, they have launched their Pathway to Net Positive Hospitality against heavy investment to tackle ecological problems comprising biodiversity loss, climate change, and waste, further working on risks related to human rights and inclusive employment (Zippia, 2021). The association also has goals to upsurge joined-up action on sustainability across all parts of the hospitality value chain, carrying together owners, financiers, and other strategic associates to promote collaboration. This has allowed the hotel to strengthen its position as a responsible brand in the market, due to which customer traffic has also increased which is evidenced by the hotel's last year revenue growth of 6 billion. 


Recommendations
Apart from the above evaluation where both of the hotels are found to compete with each other effectively and during their revenue growth, several recommendations can be made to both Hilton and Best Western hotels. At first, it can be recommended that they must strengthen their revenue management model and ensure that instead of charging high rates, during peak season, become price competitive (Zippia, 2021). This is due to several reasons first, travelers are now becoming price-sensitive and also prefers low-cost model despite looking for highly advanced services in hotels rooms, secondly, they now prefer sight-seeing, visiting tourist attractions, and spending minimum time in hotels, thus, advanced services have become a low priority for customers, particularly millennial travelers (Zippia, 2021). Therefore, a low-cost pricing strategy should be adopted even during the peak season to ensure increased customer inflow and maximised revenue streams. Further, it can also be recommended hotels are needed to know where their business currently stands: from the revenue streams to marketing efforts and online appraisal scores. Identifying the fixed cost of an accessible room is vital to estimate the right rates plans, dates for promotions and bundle offers, and if to invest time and effort on OTA channels (Dumoulin and Giacomel, 2020). With this information, they can produce an accurate and tailored road map that could be helpful to guide their sales strategy in the right direction which can further lead to enhanced revenue streams and net income for the hotels.
Conclusion
 	From the above, arguments analysis, and discussion, it can be concluded that both the hotels Hilton and Best Western have remained successful in ensuring growth, marketing positioning, and revenue in the last few years while managing uncertainties of COVID-19 effects. Both the hotels were found to invest in developing partnerships and alliances with investors, and shareholders and offering franchises and licenses to enhance their global presence and diversify revenue streams. Though, it appears that Best Western hotel has invested in technology for instance introduce of Alexa and data analytics have been assisting its management to revolutionize customer experience and customizing offers for loyal customers. However, Hilton Hotels won the competition by investing in franchising and raising capital by adopting dry deals strategy. 
 	


 	Lastly, it can also be concluded that both of the hotels have significantly focused on improving their financial commitment to CSR and adopting effective ESG strategies. For instance, investments in waste management, waste disposal, and renewable energy to save natural resources and energy consumption have allowed hotels to develop their image as socially and environmentally responsible brands, as well as a considerable amount in operating expenses.   
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