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The need for financial management in business is a must because in order to mitigate all the issues connected with business finance, the use of financial management is a must and it also reduces the risk with finance. The report will information about the use of financial management in hospitality companies and the report will also include information about the two major hotels in the UK which are the Hilton Hotel and Marriot Hotel. The report will contain information about the comparison of two different companies as the comparison will include the total revenue of the company, market position, growth potential as well as the financial commitment to CSR activities. The report will analyse the information of both companies and provide recommendations based on the findings.
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[bookmark: _Toc135178277]Hilton Hotel
Hilton Hotel is the brand of Hilton Worldwide which is one of the most reputed hotel brands in the world. the company was founded by Conrad Hilton and the hotel was founded in 1919, almost 104 years ago. The company has its head office in Mclean, Virginia which is in the USA (Watts & Zimmerman 2022). The hotel company operates business all around the world and the company has its location in more than 580 different places around the globe. The company offers its hotel services in major cities of the world and the company offers both budget-friendly and luxurious hotel experiences to its customers (Tranter, Stuart-Hill & Parker 2013).
[bookmark: _Toc135178278]Marriot hotel
Another large hotel company which is known all around the world is Marriot Hotel and it is also an American brand. Marriot Hotel is a public company and the company was established in 1927, almost 97 years ago. The head office of the company is located in Maryland and the company operates its business in almost 8500 places and the company has more than 120,000 workers all around the world (Van Niekerk 2022). The company also offers luxurious and budget-friendly services to the customers and the service of Marriot Hotel is better compared to other companies which helped the company to obtain more market share.
[bookmark: _Toc135178279]Total revenue
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The income statement presented shows the total revenue, total income and expenses of Hilton Hotel. The income statement has highlighted the cost of the company as well as the revenue of the company for three years. It shows that the company has a revenue of 8,906, 9,452 and 4,307 respectively in 2018, 2019 and 2020 (Seal, Garrison & Noreen 2008). The revenue of the company in 2020 declined due to the impact of covid-19 all around the world. 
[image: Marriott 2019 Annual Report]
The income statement presented shows the total revenue, total income and expenses of Marriot Hotel. The income statement has highlighted the cost of the company as well as the revenue of the company for three years. It shows that the company has a revenue of 20,452, 20,758 and 20,972 respectively in 2017, 2018 and 2019 (Roh 2021). The information shows that the company has a similar rate of revenue in three years.
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Hilton Hotels alongside Marriott International are both well-known international hospitality corporations with a considerable foothold in the hotel industry as of the Information in September 2021. The following table compares the positions they hold in the market based on several variables:
Number of Properties: In terms of the total number of hotels it manages globally, Marriott International has a greater portfolio. Marriott had more than 7,800 properties spread across thirty different brands in over 130 different nations as of 2021 (Lorenz 2022). Contrarily, Hilton has more than 6,400 hotels spread over 18 companies in over 120 different countries.
Brand Portfolio: Luxury, upmarket, midscale, and low-cost hotels are all part of Marriott's diverse brand portfolio, which serves a variety of clients. Its prominent competitors comprise Marriott Hotels & Resorts, Sheraton, Westin, Renaissance Hotels and Resorts, Courtyard by Marriott, and Fairfield Inn & Suites, to name a few (Jagels 2007). In addition, Hilton has a wide range of brands, from high-end ones like Waldorf Astoria as well as Conrad to full-service ones including Hilton Hotels & Resorts as well as Hilton Garden Inn, as well as mid-range ones like Hampton Inn as well as Homewood Suites.
Market Share: The hotel business enjoys a sizable market share for both Hilton and Marriott. Nevertheless, the precise market share may differ by area and industry (Horngren & Foster 2003). Depending on elements like historical history and local alliances, one brand may be more prevalent than the other in different markets.
Programmes of loyalty: Both Hilton, as well as Marriott, offer reputable programmes of loyalty. While Marriott has the Marriott Bonvoy programme, Hilton has the Hilton Honours programme (Hayes & Miller 2012). These loyalty programmes use prizes, bonuses, and special experiences to draw in new customers and keep existing ones.
Financial Performance and Revenue: Hilton as well as Marriott have both been significant players in the hotel sector, despite the fact that revenue, as well as financial performance, might change over time. Nevertheless, exact financial information and rankings may change annually. The hotel sector is dynamic, as well as market positions can shift over time as a result of numerous reasons like acquisitions, expansions, and new competitors (Guilding 2013). Consult the latest market assessments and industry publications for the most current and reliable information.
[bookmark: _Toc135178281]Growth Potential
Leading hospitality businesses Hilton Hotels along with Marriott International both have tremendous room for expansion in the hotel sector. Here is a comparison between their potential for growth based on a number of variables:
Global Expansion: Targeting new countries and well-known tourist sites, Hilton, as well as Marriott, have both been extending their footprint overseas. Opening new locations, forming alliances with regional developers, and signing administration or franchise agreements are all part of their expansion strategy (Fama & Jensen 2021). With this growth, they may access new markets and take in more of the world's hospitality business.
Brand Diversification: Both businesses have a wide range of brands that appeal to different market niches and consumer preferences. They can target various market niches and profit from developing travel trends by consistently inventing and introducing new brands. They may respond to shifting consumer expectations and grow their customer base with the aid of this brand diversification strategy (Drury 2015).
Partnerships and Acquisitions: In order to increase their potential for expansion, both Hilton as well as Marriott have actively sought out strategic alliances and acquisitions. They can broaden their customer base, get a foothold in new markets, and take advantage of synergies to spur growth by purchasing or collaborating with other chains of hotels or similar businesses. Examples include Hilton's strategic alliances with firms like American Express as well as Lyft, as well Marriott's purchase of Starwood Hotels and Resorts (Demsetz 2022).
Emphasis on innovation and technology: Both Hilton, as well as Marriott, as well as Marriott, have made technological and innovative investments to remain competitive in the rapidly changing hotel industry. To increase operational effectiveness and boost client pleasure, they are implementing digital solutions like checking in via mobile device, keyless entry, and customised guest experiences. They may draw in tech-savvy tourists and set themselves up for future success by adopting technology and remaining on the cutting edge of industry trends (Corgel, Lane & Woodworth 2022).
Programmes for customer engagement and loyalty: Strong loyalty programmes run by Hilton and Marriott are essential for increasing consumer engagement as well as repeat business. They may encourage customer loyalty and raise guest retention by continually improving their loyalty programmes and providing exclusive advantages, exclusive experiences, and personalised rewards (Choi 2022). These devoted clients support the brand and aid in continued revenue growth. It's crucial to remember that an organization's expansion potential can be affected by a variety of outside variables, including monetary conditions, geopolitical developments, and shifts in travel habits. Additionally, based on the way they operate and regional characteristics, Hilton and Marriott may exhibit different growth strategies and performance (Bhimani & Bromwich 1994). As a result, keeping current with financial reports, business news, and market research will help you understand their potential for success both now and in the future.
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As two of the top hospitality businesses, Hilton Hotels as well as Marriott International have committed to CSR initiatives.
Environmental Sustainability: In order to lessen their influence on the environment, both Hilton as well as Marriott have established challenging sustainability goals. "Travel with Purpose," an initiative by Hilton, aims to cut down on waste production, water use, and carbon emissions across all of its operations (Becker 2022). Marriott's "Serve 360" social and environmental sustainability platform offers goals for reducing waste, using responsibly sourced materials, and conserving energy and water.
Community participation: Both businesses participate actively in programmes that promote community participation. The Hilton Effect Foundation, founded is run by Hilton, funds initiatives for young people, disaster assistance, and environmentally friendly travel and tourism (Atrill & Mclaney 2015). Through collaborations with non-profit organisations, Marriott's Marriott Bonvoy Good Travel programme aims to solve global issues like poverty eradication and environmental sustainability.
Diversity and Inclusion: Hilton and Marriott are dedicated to promoting diversity and inclusion both within their own companies and within the larger hospitality sector. Both businesses have programmes in place to empower underrepresented groups, encourage inclusive hiring practices, and build welcoming workplaces (ACCA Global 2022). They have initiatives that offer chances for supplier diversity and career progression.
Human rights and ethical behaviour: Human rights and ethical behaviour are protected by the policies and procedures that Hilton, as well as Marriott, have in place. They have training programmes and conduct training sessions to encourage ethical business practices among their suppliers and workers. In their business practises and supply networks, both companies are dedicated to preventing forced labour, trafficking in people, and child exploitation (Drury 2015). It's crucial to keep in mind that precise monetary contributions to CSR programmes might change over time and depend on a variety of variables, including the financial performance of the companies, their strategic priorities, and changing industry standards. I suggest consulting their yearly sustainability reports or the corporate social responsibility parts of their official websites for the most current and comprehensive details on their financial involvement in CSR.
[bookmark: _Toc135178283]Conclusion
Both Hilton Hotel and Marriott Hotel are successful commercially in the hotel management business but Hilton Hotel is a little small compared to Marriott Hotel which reduced their amount of revenue. Also, Hilton Hotel has fewer areas in operations but Marriott Hotel has a large area in operations and both of the companies operate business on an international scale. There is plenty of growth potential for both of the hotels such as global expansion, brand diversification, emphasis on Innovation and technology as well as programs for customer engagement and loyalty which will help both of the companies to reach out more customers and gain more brand image. 
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Some potential for outsourcing is presented below for both Hilton Hotel and Marriott Hotel:
Housekeeping and Cleaning Services: Contracting with third-party suppliers or providers of service for housekeeping, as well as cleaning services, is a typical outsourcing practice in the hotel business. This enables the hotel to concentrate on its primary business while outsourcing the cleaning and maintenance of guest rooms, common areas, and washing services to specialized businesses (Guilding 2013).
IT services and technology: Sophisticated IT service providers may manage and maintain IT infrastructure, software platforms, and technical breakthroughs. As a result, technological operations, such as support for booking systems, client service, and data administration, are more effective and dependable (Jagels 2007).
Spa and relaxation amenities: Spa and relaxation amenities are provided by many hotels as an essential component of their overall guest experience. Hotels can offer excellent amenities without the requirement for in-house knowledge and manpower by outsourcing spa services, such as massage therapy, beauty procedures, and fitness instruction, to specialised spa management businesses (Seal, Garrison & Noreen 2008).
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