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The hotel industry has experienced different challenges in recent years, specifically because of the unprecedented disruptions due to the global pandemic (Hao et al. 2020). As travel resumes and the world recovers gradually, it becomes important to assess how hotel organisations have navigated such tough times and positioned themselves for their success in future. Financial management enables organisations to adapt, grow, and create value for stakeholders (Nair, 2019). So, analysing the financial performance of Marriott International and Hilton will demonstrate their resilience, recovery, and ability to capitalise on emerging opportunities.This report aims to critically analyse and compare financial management's principles and the approach to corporate social responsibility (CSR) of two prominent international organisations in the hotel industry: Marriott International and Hilton. 

[bookmark: _Toc135434129]Total Revenue
In 2022, Marriott International has remarkably recovered and achieved record-breaking financial results. By June, the organisation reported total global revenue per available room (RevPAR) recovery to pre-pandemic levels, indicating a robust rebound in demand for their hotel properties. The fourth-quarter global RevPAR rose by 5 per cent compared to 2019, with a minor decline of only 5 percentage points in occupancy and an impressive 13% increase in average daily rate (ADR) (Neves, 2022).In 2022, Marriott International experienced substantial growth in total revenue (Poretti et al., 2023). Gross fee revenues reached $4.1 billion, reflecting an increase of over 50% compared to the previous year. This growth can be attributed to higher RevPAR, room additions, and significant expansion in non-RevPAR-related franchise fees, primarily driven by co-branded credit card fees. Additionally, incentive management fees witnessed an impressive rise, reaching $529 million. Adjusted EBITDA also saw a substantial increase, nearing $3.9 billion, indicating improved operational efficiency and profitability (Ertuna et al. 2022).
Marriott International's growth strategy was focused on expanding its global presence. The company added over 65,000 rooms in 2022, achieving a net room growth of 3.1% yearly. Conversion of existing properties played a significant role in this growth, accounting for 27% of room additions. With nearly 8,300 properties and 1.5 million rooms across 138 countries and territories, Marriott International showcased its ability to attract owners and franchisees, resulting in a strong development pipeline of over 3,000 properties at the end of the year (Demirçiftçi, 2022).
On the other hand, Hilton also demonstrated notable performance in terms of total revenue in 2022. The company reported generating approximately $8.77 billion, a substantial increase from the previous year's total of $5.79 billion. This growth can be attributed to the recovery in global travel and hospitality and Hilton's market presence and brand strength (Singh et al., 2023).Hilton's global footprint includes 7,165 properties and over 1.1 million rooms, positioning the company as a leading player in the industry (Mekhruza et al., 2022).
In Europe, the Middle East, and Africa, Hilton expanded its presence by opening more than one hotel per week. Introducing two new brands, Motto by Hilton and Embassy Suites by Hilton, contributed to the company's growth and diversification. The Asia Pacific region also witnessed significant developments, surpassing 600 hotels with Hilton Garden Inn Kyoto Shijo Karasuma's opening, marking the brand's debut in Japan. Hilton's commitment to luxury offerings in the region was evident through the announcement of over 10 luxury signings, including Waldorf Astoria properties in Sydney, Kuala Lumpur, and Hanoi (Abardeh, 2022).

[bookmark: _Toc135434130]Market position
Marriott International has established a strong market position over the years. Marriott International boasts an extensive global footprint with nearly 8,300 properties and approximately 1.5 million rooms in 138 countries and territories (Jiang, 2023). The company's diverse portfolio of brands, including Marriott, The Ritz-Carlton, Sheraton, and Westin, caters to a wide range of customers, from budget-conscious travellers to luxury seekers.
Regarding market strategies, Marriott International focuses on organic growth and strategic partnerships. The company achieved net room growth of 3.1% year over year, with a significant portion attributed to conversions of existing properties (Correia, 2022). Marriott's strong development pipeline, with over 3,000 properties, reflects its ability to attract owners and franchisees globally (ZXhang et al., 2023). Furthermore, the company expands its offerings through strategic acquisitions, as seen in the planned acquisition of the City Express brand portfolio and the introduction of new brands like Apartments by Marriott Bonvoy.
Hilton, with over 5,895 properties and approximately 845,518 rooms in the Americas, demonstrates a robust market presence in the region. The company's diverse brand portfolio, including Hilton, Conrad, Waldorf Astoria, and Embassy Suites, allows it to cater to various customer segments and market demands. Hilton has surpassed 200 hotels in the Caribbean and Latin America region, indicating its commitment to expanding its footprint in key destinations (Banyeva et al., 2023).
In Europe, the Middle East, and Africa, Hilton operates 643 properties with around 137,880 rooms. The company's focus on organic growth is evident through its consistent opening of new hotels, including the milestone achievement of 500 hotels in Europe. Hilton has also introduced new brands like Motto by Hilton and Embassy Suites by Hilton, expanding its offerings and capturing diverse market segments (Rocha, 2022).
The 627 properties mark Hilton's presence in Asia, with approximately 144,032 rooms. The company's expansion in this region includes significant developments such as the debut of Hilton Garden Inn Kyoto Shijo Karasuma in Japan and the announcement of luxury signings, including Waldorf Astoria properties in Sydney, Kuala Lumpur, and Hanoi. These programmes demonstrate Hilton's dedication to meeting the region's expanding need for top-notch hospitality experiences (Cardoso, 2022). Marriott International and Hilton have achieved significant market share through their extensive brand portfolios and global reach. Marriott International has a wider worldwide footprint than Hilton because of its substantial presence in 138 countries and territories. But Hilton's substantial presence in important areas, including the Americas, Europe, the Middle East, Africa, and Asia Pacific, proves its dedication to deliberate development and market penetration.
With a 100% RevPAR recovery and exceptional financial results, Marriott International's remarkable recovery from the pandemic has enhanced its market position. The company's emphasis on conversions and a solid pipeline of new projects demonstrate its capacity to adjust to shifting market conditions and draw in a variety of property owners and franchisees. Hilton has a prominent market position because of its strategic expansion strategies and brand diversity.

[bookmark: _Toc135434131]Growth potential
Based on a variety of criteria, Marriott International exhibits great development potential. With approximately 8,300 locations and 1.5 million rooms spread throughout 138 countries and territories, the firm has a sizable worldwide presence that serves as a stable base for future growth. With over 3,000 properties and more than 496,000 hotel rooms, Marriott has a robust development pipeline that demonstrates its commitment to expansion (Selin, 2022).
Marriott's brand diversification strategy is one of the main factors influencing its development potential. The firm offers a range of brands, from budget-friendly to upscale, to respond to different client segments and market expectations. Marriott can increase market share and adjust to shifting consumer tastes because of its varied portfolio. Additionally, their intention to diversify their product offerings and target new consumer demographics is demonstrated by the planned acquisition of the City Express brand portfolio and the launch of new brands, including Apartments by Marriott Bonvoy (Barreto).
Strategic alliances are a priority for Marriott International, which increases its development potential. Collaborations with airlines, credit card companies, and travel agents offer chances to draw in new clients and reward repeat business. With over 177 million members, the Marriott Bonvoy programme is vital to increasing demand for hotels and other goods (Kim & Han, 2022). These alliances and loyalty initiatives help businesses increase their income and retain customers.
Marriott's financial performance reflects its growth potential. The significant increase in gross fee revenues, adjusted EBITDA, and adjusted diluted earnings per share in 2022 highlights the company's ability to generate strong financial returns (Neupane & Khanal, 2022). These financial resources can be reinvested in future expansion initiatives, including property development, brand enhancement, and technological innovation (Pashayev, 2022).
Hilton also possesses considerable growth potential based on its market strategies and performance. With over 5,895 properties and 845,518 rooms in the Americas, Hilton has a strong market presence in the region (Cardoso, 2022). The company's focus on expanding its luxury portfolio in marquee destinations, as evidenced by the opening of Conrad Hotels & Resorts and Waldorf Astoria properties, positions it well to capture high-end market segments.
In Europe, the Middle East, and Africa, Hilton's consistent hotel openings and the introduction of new brands like Motto by Hilton and Embassy Suites contribute to its growth potential. By adapting to regional market preferences and leveraging its brand equity, Hilton can capitalise on opportunities in diverse markets (Langer, 2022).
The Asia Pacific region represents a significant growth opportunity for Hilton. Surpassing 600 hotels in the region, Hilton's expansion in Asia Pacific, including introducing new brands and luxury signings, demonstrates its commitment to tapping into the growing demand for quality hospitality experiences in this dynamic market (Cardoso, 2022). Hilton's financial performance also indicates its growth potential. With generated revenue of approximately 8.77 billion U.S. dollars in 2022, Hilton has experienced steady financial growth (Dai & Han, 2022). This financial stability allows Hilton to invest in expansion initiatives and maintain a strong market presence.
Marriott International and Hilton possess strong growth potential but differ in their strategic approaches. Marriott International's extensive global presence, robust development pipeline, and brand diversification give it an advantage in scale and market reach. The planned acquisitions and introduction of new brands reflect their proactive approach to expanding their offerings and capturing new market segments.Comparatively, Hilton focuses on strategic market penetration, particularly in the Americas, Europe, the Middle East, and the Asia Pacific. Their emphasis on luxury offerings and consistent hotel openings positions them well to attract high-end travellers and tap into emerging markets.
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Both Marriott International and Hilton have demonstrated financial commitments to corporate social responsibility (CSR) initiatives, highlighting their dedication to positively impacting society and the environment. Let's compare and critically analyse their approach to CSR.
Marriott International has made significant financial commitments to CSR through its Sustainability and Social Impact Platform, Serve 360. The company has set ambitious goals, including reducing greenhouse gas emissions, minimising water consumption, and implementing sustainable sourcing practices. In 2022, Marriott invested $50 million in Marriott's Bridging, the Gap program, which aims to increase diverse hotel ownership. This financial commitment provides incentives and support to historically underrepresented owners and franchisees. Additionally, Marriott allocated $100 million in response to the COVID-19 pandemic, supporting its employees and communities affected by the crisis (Liu, 2022).
Through its Travel with Purpose initiative, Hilton has also made substantial financial commitments to CSR. The company has set ambitious goals, such as reducing carbon emissions, water consumption, and waste by 2030. Hilton has invested in renewable energy projects, implemented sustainable food sourcing practices, and introduced programs to promote recycling and waste reduction. Hilton established the Hilton Effect Foundation in response to the COVID-19 outbreak with an initial donation of $10 million to aid local communities and frontline workers (Fu, 2023).
Both organisations have established charitable foundations to support their CSR efforts. Marriott International operates the Marriott International Foundation, focusing on education, environmental sustainability, and workforce development. Hilton operates the Hilton Effect Foundation, which supports initiatives in disaster relief, education, and community development. Regarding specific CSR initiatives, Marriott International has been recognised for its efforts in human trafficking prevention, diversity and inclusion, and youth employment. The company's financial commitments to organisations such as ECPAT-USA and Youth Career Initiative demonstrate its dedication to addressing social issues and creating positive change.
Hilton has also been recognised for its CSR initiatives, including its efforts in human rights, LGBTQ+ inclusion, and community engagement. The company's financial commitments to organisations such as the International Tourism Partnership and Global Soap Project showcase its commitment to social and environmental responsibility (Lee & Legendre, 2023).Both organisations have incorporated sustainability and responsible practices into their operations and supply chains. Marriott International has implemented initiatives such as the Green Hotels Global program and the Serve 360: Doing Good in Every Direction campaign. Hilton has launched initiatives like LightStay, a sustainability measurement platform committed to responsible seafood sourcing and waste reduction.
Critically analysing their financial commitments to CSR, both Marriott International and Hilton have demonstrated a genuine commitment to sustainability, social impact, and community engagement. Their financial investments in CSR initiatives are commendable and align with the growing expectations of stakeholders and consumers. By setting clear goals, implementing sustainable practices, and supporting social causes, both organisations strive to make a positive difference in the world. However, it is essential to note that the impact of their financial commitments can vary depending on the scale of operations and the effectiveness of their initiatives. Both firms must constantly assess the results of their CSR initiatives, maintain accountability and transparency, and make appropriate modifications to enhance their beneficial effects.

[bookmark: _Toc135434133]Conclusion
In conclusion, Marriott International and Hilton are committed to corporate social responsibility (CSR), market presence, and good financial success. After overcoming the pandemic's obstacles, both organisations have significantly grown their sales and portfolios. Nevertheless, transparency, authenticity, and scalability issues with CSR projects have been noted. By focusing on these areas, Marriott International and Hilton may improve their financial performance, market position, and beneficial societal influence. For the hotel business to be sustainable and competitive over the long term, continued attention must be paid to financial management and CSR.
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