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[bookmark: _Toc125853521]Introduction
Many of Marriott International's Senior Living Services Communities and Marriott Distribution Services were spun off in 2002 as part of a major restructuring that allowed the company to refocus on its core hotel ownership and management business (Smith, 2020). On the other hand, the Hilton ranks as the 38th largest private firm in the United States, per Forbes. Hilton Hotels Corporation has been an industry leader for 93 years, making it the hotel of choice for builders, vacationers, business associates, and conference attendees alike (Wharton, 2014). This report is focused on these two market leaders’ financial positions and management. There is a thorough comparison of these to hotel chains and concluded with recommendations based on the finding from the comparison.
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[bookmark: _Toc125853523]Marriott International
Fee income, owned revenue, lease revenue, and other types of revenue, in addition to money from expense reimbursement, all contribute to Marriott's total revenue. The money generated from fees is comprised of franchise fees, company management costs, and incentive management fees. Marriott's revenue can come from either locally conducted or internationally conducted business. Both the United States and Canada made contributions for a combined 74.8 per cent of the total revenue. 5.8 per cent of total revenue was produced by activities carried out in the Asia Pacific region (Fox, 2020). 
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Figure 1: Percentage of Total Revenue (Fox, 2020)
From 2016 to 2019, Marriott's revenue increased. The revenue growth between 2016 and 2017 was primarily due to a 39% growth in fee revenues (Harris, 2020). As a result of Legacy-Starwood reimbursements, customer loyalty participation, and system-wide development, cost-reimbursement revenue grew by $4,219 million (Darsin, 2019). Revenue from cost-reimbursement sources will meet expenditures in 2020. Income for Marriott declined by 49.6 per cent from 2019 to 2020. Several factors associated with COVID-19 will contribute to the precipitous decline in earnings in 2020 (Hormby, 2022). As a result of these factors, the total amount in all revenue accounts was significantly smaller in 2020 compared to previous years. In 2020, Marriott will temporarily close 27% of its owned and leased hotels due to a dramatic drop in demand.
[bookmark: _Toc125853524]Hilton International
[image: Hilton Worldwide Operating Revenue]Hilton International has been in business for over a century, and throughout that time it has changed hands and organisational structures several times. But it still holds a place among the world's leading hospitality giants. It shows resilience by continuing to thrive in the face of the pandemic.





Figure 2: Operating Revenue of Hilton International (Toma, 2021)
[image: Hilton Worldwide Operating Margin]With $1.73 billion in operating revenue, the company has grown significantly from the $881 million it made the year before (Toma, 2021). The first month of each quarter typically performs poorly due to seasonal factors. European geopolitical tensions and Omicron-related concerns also hurt its performance. However, in March, it picked up speed as pent-up demand and loosening restrictions encouraged business and vacation travel (Quek, 2021). The progress is obvious in individual, social, and professional settings. Rising occupancy rates are currently fueling its revival.






Figure 3: Operating Margin of Hilton International (Blanar, 2021)
As can be seen, the whole thing is way better than expected. The increase in RevPAR is 80.5%. Demand and occupancy levels are on the rise once more. The growth of fees, a key income driver, was 79% year over year. They have not yet recovered to their pre-pandemic levels. Its lead is shrinking, suggesting a resurgence (Harris, 2020). The 2019 RevPAR has already surpassed the 80% mark (Chhabra, 2019). A lot more than double the level seen just two years ago. As a result of Omicron and the European conflict, 1Q was put under intense strain. Its costs and revenues are being eaten away by inflation. Its flawlessness is, thus, indicative of a large clientele and successful business strategies. The hotel and timeshare industry has seen a surge in business as a result of the recession of 2020 and 2021 (Gehrels, 2021). The company is more optimistic as a result.
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Political factors: The two companies, both of which are based in the United States, are subject to a political environment that is analogous to one another (Fox, 2020). However, in contrast to Hilton, Marriott has a significantly bigger regional footprint, which allows them to better diversify the risks that are associated with certain political situations. 
Economic Factors: The two companies have made considerable expenditures in growing their operations abroad, diversifying their capacity to deal with the economic issues that are present in other nations (Homes, 2018).  On the other hand, thanks to its more widespread presence, Marriott triumphs over Hilton in this regard.
Social Factors: Organizations might anticipate both positive and negative repercussions from the social characteristics of the global population (Pujol Melis, 2016). An expanding global consumer base is expected to Marriot has a huge footprint in many different countries' economies and consumer marketplaces.
Technological Factors: Because of its strong online presence and concentration on e-commerce, Marriott appears to be benefiting from the technological advancements made possible by the internet (Applegate, 2018).
Legal Factors: Both the United States and Europe provide the two companies with the same general legal environment in which to conduct business (Hormby, 2022). However, some international marketplaces are different because of the geographical differences between such countries.
Environmental Factors: Both establishments experience comparable economic repercussions as a direct result of their operations because their locations and procedures are very similar (Chhabra, 2019).
The analysis shows that the two companies will continue to improve in the future. However, it seems like Marriott has a lot more going for it than Hilton does, therefore its future is brighter.
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Marriott International already had over 880 accommodation options under its belt, and it has long-term management and franchise agreements for more than 136,000 guestrooms (Darsin, 2019). In addition to that, the expansion is picking up speed as if the previous point weren't enough. To reach its full potential by the year 2023, Marriott is concentrating on the following significant avenues of growth:
Accelerating Starwood: According to Tony Capuano, Executive Vice President and Global Chief Development Officer of Marriott, the three tiers of brands that make up Starwood's portfolio are The Luxury Collection, Autograph Collection Hotels, and Premium Portfolio (Smith, 2020). These three brands make up Starwood's portfolio. He pointed out in particular that the Autograph Collection and the Premium Portfolio will have the opportunity to launch fifty new properties over the course of the next two years. 
Established Brand Growth: Capuano elaborated on this potential by discussing the growth of eight other well-known brands that are owned by Marriott. These brands account for more than 70% of the company's international presence and 55% of its global pipeline (Hormby, 2020). Capuano also discussed the expansion of the Marriott Vacation Club. According to Capuano, even if the growth of these enterprises has accelerated over the course of the previous three years, there is still a lot of work to be done.
Mergers & Acquisitions: In 2015, 243 hotels under Marriott's international select-service brands were either operational or in the development stages across 56 nations and territories (Fox, 2020). After only six years, Marriott has expanded to include 912 hotels in 91 different countries and territories, with a further 129 hotels in the pipeline (Quek, 2021). Developer interest is rising around the world due to "excellent operating margins," as stated by Capuano, who is speaking from the perspective of both owners and franchisees. Soon, their pipeline capacity will increase by a factor of four.
[bookmark: _Toc125853529]Hilton International
Hilton has stated that it will focus on its worldwide operations to offset the deterioration in the US, where capacity is expected to "modestly" surpass demand this year. The company claimed that 150 hotels had closed in China. The business expected a 0.5-point impact on net unit growth in China and a $25-$50 million impact on full-year adjusted Ebitda, CEO Christopher Nassetta told investors on the company's full-year earnings call (Homes, 2018). The impact was estimated using a time frame of three to six months for escalation, followed by another three to six months for recovery. Some major potentials of Hilton International are,
Social Media Marketing: The advent of new technologies has prompted firms to rethink their approaches to advertising. To increase awareness of the Hilton name on social media platforms like Facebook, Twitter, Instagram, and others, the hotel chain can hire dedicated social media managers. As a result of Hilton's advertising efforts, the hotel chain will be able to reach a wider audience and, perhaps, boost its bottom line (Gehrels, 2021).
Expansion to Developing Countries: As a result of the high demand for their goods and the low cost of labour, many companies look forward to establishing or expanding their operations in the area. Both of these are tremendous boons to any business (Applegate, 2018). Entering new markets is an excellent strategy for growth. As such, Hilton has to increase its presence in developing nations in Asia and Latin America. They might bring in a lot of money for the company and have great potential for expansion.
Mergers & Acquisitions: Every company aims to increase their market share and a number of customers. However, one of the simplest methods to do so is to form a merger or purchase an already-existing brand. Hilton, being a market leader, can expand its customer base and profit margins by acquiring or merging with other businesses (Wharton, 2014). Hilton may use mergers to take use of the expertise of multiple brands operating in different sectors. In addition, Hilton's customer base will expand thanks to these buyouts.
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[bookmark: _Toc125853531]Marriott International
To provide the best possible service to its guests, Marriott Hotels invests a significant amount of resources into its Serve360 initiative (Quek, 2021). The current directions of operation for Marriott hotels are as follows:
Nurture The World: Providing customers with trustworthy options and information is not enough for Marriott Hotels. One of the best things about the hotel's CSR initiative is the way it values the neighbourhood (Darsin, 2019). When people in a community have a say in its development, they have a deeper understanding of how to create environments that are more conducive to their needs and skills.
Sustain Responsible Operations: The next stage for the selected programme is to maintain its focus on good business practices that contribute to the improvement of the natural world. To that end, Marriott Hotels are constantly on the lookout for innovative solutions to lessen their negative effects on the environment (Smith, 2020).
Empower Through Opportunity: Opportunities for youth empowerment through participation in Marriott Hotels' activities are quite likely for those who enrol for education and free training (Hormby, 2022). Managers at hotels value inclusivity and diversity since it's crucial to consider guests from a wide range of backgrounds and cultures.
[bookmark: _Toc125853532]Hilton International
With its strong commitment to corporate social responsibility, Hilton Worldwide has become an industry leader. Hilton brings together a number of preexisting programmes and organizational resources from all over the world in order to connect, inspire, and empower young people.
Youth in Hospitality Month: Awareness campaign lasting one month in which hotels host activities such as career fairs, counselling workshops, and career training for young people interested in learning more about careers in the hospitality industry (Homes, 2018).
Apprenticeship Programs: Education and training courses offered at universities and colleges in the UK, Europe, Asia, and beyond (Peršić-Živadinov, 2009).
Professional Development Programs: Courses that help train the next generation of hospitality leaders and place a premium on hands-on experience and quick completion (Chhabra, 2019).
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[bookmark: _Toc125853534]Recommendation for Marriott
Marriott should improve their technological services with technology toolbox modification. Software like Property Management Systems (PMS) is a common tool used in the hotel industry. This software helps with a smooth check-in and check-out of the customers to reduce the wait time for the guests in the lobby to provide them with a more efficient experience when they arrive (Toma, 2021). This also provides the employees to utilise their time to further enhance the consumer experience for the guests in the Marriott.
[bookmark: _Toc125853535]Recommendation for Hilton International
Hilton International should focus on the improvement of the employee satisfaction. According to a research over 31% employees in the UK have been dissatisfied (Blanar, 2021). Creating a positive start for the employees is important as it helps with increasing productivity of the employees which in turn provides the hotel with the opportunity to perform better and achieve further customer satisfaction.
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The hotel industry of today is more varied than ever before. Changes made in the past to the hospitality industry "based on insatiable internationalization and ever-rising customer requirements." The hospitality industry has its roots in "home or institutionally based offering" in a variety of countries. The development of commerce paved the way for a wide range of for-profit and non-profit forms of hospitality to flourish over time.
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