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The hotel sector is very competitive, and success needs efficient financial management. The financial management practices of two hospitality firms, Hilton and Best Western, will be compared in four areas: total revenue, market position, growth potential, and financial commitment to corporate social responsibility (CSR).
Two well-known hotel chains with operations across the globe are Hilton and Best Western. In addition to its iconic Hilton Hotels & Resorts brand and other upscale names like Waldorf Astoria and Conrad Hotels & Resorts, Hilton is a multinational hospitality corporation that manages a variety of hotels and resorts across the globe (DeYeso, 2019). Hilton, which has been around since 1919, is renowned for its upscale amenities, attentive service, dedication to sustainability, and social responsibility.
On the other side, Best Western is a hotel chain that functions as a cooperative of independently owned and run hotels. Best Western, which was founded in 1946, has expanded to become one of the largest hotel chains in the world, with more than 4,700 properties spread throughout more than 100 nations. Budget to mid-scale hotels can be found at Best Western, which is renowned for its low prices, reliable quality, and emphasis on customer service. Despite having several different brands, Best Western is not as widely recognized as Hilton for its high-end or luxurious accommodations (Chan, 2021).
[bookmark: _Toc135162359]Total Revenue
Total revenue is the total amount of revenue made by a company from its activities during a specific time period, generally a fiscal year (MAINA, 2022). Total income in the hospitality business covers all revenue streams, such as room revenue, food and beverage revenue, and other hotel services, such as conference and meeting facilities, spa services, and other amenities. Total revenue is an essential financial statistic for hospitality businesses since it shows entire business performance. A larger total revenue implies a more successful firm, whereas a lower total revenue indicates a struggling business.
Although both Hilton and Best Western are well-known hotel chains, their combined revenues differ significantly. Hilton had a total revenue of $10.6 billion in 2021, according to Statista (2021), which is much more than Best Western's total revenue of $3.9 billion in the same year. This can be ascribed to Hilton having a more extensive global portfolio of brands and assets, giving them a competitive edge over Best Western (Ulusemre, 2023).
Worldwide, Hilton has over 6,600 hotels and a portfolio of 18 brands, including luxury brands like Waldorf Astoria and Conrad as well as mid-scale and budget brands like Hilton Garden Inn and Hampton Inn. With more than 4,500 properties globally, Best Western has a smaller range of brands with an emphasis on mid-scale and budget hotels.
Because Hilton has a greater portfolio of brands and hotels, they can serve a wider range of clients from various market groups and geographical areas, which boosts overall revenue. Hilton also has a bigger global footprint thanks to its many hotels in developing nations like China and India, where there is a rising demand for hospitality services. This has also helped to explain why their overall revenue is larger than Best Western's (MAINA, 2022).
[bookmark: _Toc135162360]Market Share:
Market share is the portion of a company's or group of firms' total sales or revenue in a given industry. It offers information on how a company is positioned in the market in comparison to its rivals. Hilton and Best Western each had a distinct market share in the worldwide hospitality sector in 2021, according to Statista (2021).
One of the biggest hotel chains in the world, Hilton commands a considerable portion of the market. With a about 5.5% global market share in 2021, Hilton was the second-largest hotel chain by market share, behind Marriott International (Kim, 2021).
Best Western, on the other hand, has a smaller market share in comparison to Hilton and other bigger lodging providers. Best Western's global market share in 2021 was roughly 1.3%, which was much lower than Hilton's.
This discrepancy in market share can be attributable to a number of things, including Hilton's larger portfolio of brands and hotels, which gives them a wider clientele and a more prominent global presence. Hilton's emphasis on premium and luxury products has also assisted them in luring higher-end clients, which has further boosted their market share.
In contrast, Best Western's emphasis on mid-scale and low-cost accommodations has restricted its capacity to rival bigger hospitality firms and draw in high-end clients. Best Western has been increasing the number of its brands and properties, though, which could help them gain market share in the future.
[bookmark: _Toc135162361]Potential for Growth:
When assessing the financial management of hospitality companies, the potential for growth is a crucial issue to take into account. It speaks to a business' capacity to grow through time, bringing in more money and becoming more profitable.
Hilton and Best Western have different advantages and disadvantages in terms of their potential for expansion. Compared to Best Western, Hilton has a wider portfolio of brands and properties, which gives them more room for expansion. With a focus on developing nations like China and India, Hilton has been growing its portfolio of brands and properties in recent years. As a result, they have been able to expand their market share in these areas and reach new client categories.
Additionally, Hilton has made significant investments in technology and innovation to increase operational effectiveness and the guest experience. To streamline operations and give guests individualized services, this involves the use of mobile apps, artificial intelligence, and other technologies. Future growth and Hilton's ability to maintain a competitive advantage are anticipated benefits of this technology investment.
Best Western, on the other hand, has a limited range of brands and locations, which restricts their room for expansion. With a focus on purchasing new properties and converting current hotels to Best Western brands, Best Western has been growing its portfolio of brands and properties recently. Through this growth, they have been able to expand their footprint in other markets and draw in more clients.
Both Hilton and Best Western have great potential for expansion, particularly in emerging areas. Hilton has a significant presence in Asia, where the demand for hospitality services is steadily increasing. Best Western, on the other hand, has a strong presence in Europe and North America, where demand for hospitality services is growing. Both firms' portfolios have grown through acquisitions and new initiatives in emerging areas (DeYeso, 2019).

[bookmark: _Toc135162362]CSR Financial Commitment:
Beyond its main business operations, corporate social responsibility (CSR) refers to a company's attempts to have a beneficial impact on society and the environment. CSR can cover a wide range of activities, including community involvement, environmental sustainability, and moral corporate conduct. It's critical to take into account Hilton and Best Western's financial commitment to CSR when assessing their financial management (MAINA, 2022).

Hilton is firmly committed to CSR and has established high standards in this area. Hilton unveiled its Travel with Purpose 2030 Goals in 2019, which include a number of environmental objectives like a 61% reduction in carbon emissions and 0% soap waste. A number of other community-supporting programs are also offered by Hilton, including the Hilton Effect Foundation, which has given more than $100 million in grants and assistance to groups globally (Sydney, 2019).

Hilton has contributed a considerable amount of money to these efforts in terms of its financial commitment to CSR. The business reported investing more than $74 million in social impact initiatives in 2019, including $40 million for environmental sustainability and $34 million for community investment (Chan, 2021).
Best Western, on the other hand, shares Hilton's commitment to CSR, though it is not as extensive. Best Western has a number of programs that support ethical corporate conduct and environmental sustainability, such as the Green Key program, which encourages eco-friendly hotel operations.
Corporate social responsibility is a significant factor for hospitality organisations. Hilton and Best Western have both demonstrated a commitment to CSR through various projects. Hilton offers a program called "Travel with Purpose" that focuses on sustainability, social impact, and community participation. The "We Care Clean" initiative of Best Western promotes cleaning and safety measures in its hotels. Hilton, on the other hand, has a more established and thorough CSR program, giving them a competitive advantage over Best Western (Sydney, 2019).

[bookmark: _Toc135162363]Recommendations:
I would advise the following for each company, based on the comparison of Hilton and Best Western in terms of total revenue, market position, and growth potential:
A tip for Hilton would be to continue broadening their brand portfolio to serve to diverse markets, particularly in emerging economies where demand for hospitality services is increasing quickly. This would allow them to boost their income and market position even further.
A suggestion for Best Western would be to diversify their brand portfolio to appeal to diverse regions, particularly in emerging economies where demand for hospitality services is increasing quickly (Kim, 2021). This would allow them to grow their income and market position, allowing them to compete more effectively with larger hospitality corporations like Hilton. Furthermore, they should improve their CSR program to reach the quality of Hilton's, which would improve their brand reputation and customer loyalty.
My advice to Hilton is to keep making investments in technology and innovation to increase operational effectiveness and the guest experience. Although Hilton has already achieved a lot of progress in this area, there is still space for growth. By making investments in cutting-edge technologies like mobile apps and artificial intelligence, Hilton can improve efficiency, cut costs, and provide customers individualized services. By making this technological investment, Hilton will be able to keep its competitive edge and spur future growth.
To enhance its market share and revenue, Best Western should concentrate on growing its portfolio of brands and properties. Even though Best Western has been growing its portfolio in recent years, there is still room for expansion. Best Western can expand its footprint in new markets and draw in new clients by purchasing new hotels and rebranding current locations. In order to serve various client categories and broaden its appeal to a larger audience, Best Western should also think about expanding its portfolio of brands. Best Western may eventually see higher market share and earnings thanks to its development.
For Hilton, they can think about intensifying their attention to social responsibility and environmentally friendly methods. Although Hilton has previously committed to minimizing their environmental impact and aiding local communities, they still have room to improve how these practices are incorporated into their overarching business plan. Hilton can enhance their reputation and brand image, cut costs, and increase client loyalty by putting sustainability and social responsibility first.
Best Western might think about looking into novel business methods like franchising or licensing. Without having to buy more buildings or incur more debt, Best Western can grow their presence in new markets by franchising or licensing their name. Additionally, Best Western might benefit from a more consistent and predictable revenue source from franchising or licensing (Sydney, 2019).
To raise brand awareness and encourage reservations, Best Western should concentrate on strengthening its marketing initiatives. To increase its online presence, this can entail making investments in social media marketing, search engine optimization, and targeted digital advertising campaigns. Additionally, Best Western might use customer data to target marketing campaigns and offers to specific visitors, enhancing the overall efficacy of its marketing initiatives.
To increase its client base and revenue sources, Hilton should look into new markets and alliances. The hotel sector is incredibly competitive, therefore Hilton can stay on top of things by entering new markets. This can entail concentrating on developing nations where there is a great demand for high-quality hotel accommodations, such Asia or Africa. In order to broaden its customer base and spur revenue growth, Hilton may also try to enter into strategic alliances with other businesses, such as airlines or travel agents.
Overall, despite the fact that Best Western and Hilton have various financial management advantages and difficulties, there are still ways for both businesses to develop and advance. They may set themselves up for long-term success in the hotel sector by concentrating on topics like technology, sustainability, and business strategies.
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