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Introduction
In the hospitality industry, market players tend to take different approaches to marketing their products and services with the objectives of attracting more customers and retaining their existing customers. Some of the strategies modern-day hotels use for marketing include value emotion, social media, website optimisation, loyalty programs, partnering with local businesses, email marketing, online travel agencies, and content marketing (Kumar, 2021). With these strategies, the hotels should be able to expand their reach, and, based on recent economic conditions, attempt to recover from the aftermath of the COVID-19 pandemic. Leading hotels like the Hilton have already made a name for themselves, but they still need to market aggressively due to the highly competitive nature of the hospitality industry (Gursoy and Chi, 2020). Differences in the marketing strategies of these hotels have resulted in all of them becoming global leaders, but after the pandemic, they all had to rethink their strategies to recover as much as possible. 
Total Revenue
The levels of revenue for Hilton and Marriott vary considerably not only based on the actual amount of money they make from the services they offer in the hospitality industry but also the sources of this revenue (Hua, DeFranco and Abbott, 2020). In 2020, Hilton Worldwide had a total revenue of $4.31 billion, which was a 54.4% reduction from the total revenue the hotel had before operations were disrupted. Marriott International on the other hand, made a total revenue of $10.57 billion in 2020, a reduction of 49.9% from the total revenue in 2019, indicating a need for the hotel to introduce far-reaching changes to its operations to recapture its market (How and Lee, 2021). In spite of this disruption, however, these two players in the hospitality industry have such a wide market reach that they still managed to make as much, and are currently recovering. The two companies will depend on their marketing approach to determine the extent to which they will be able to recover or even exceed their performance prior to the pandemic. 
Specialisation
An important way that the two hotels differ is in regard to their specialisation, as both have a clear understanding of their target market, and their focus enables them to have a competitive edge over the competition. Marriott International is a global leader in the hotel and travel industry, whereby as of 2010, it held more than 5% of the value of the hotel and travel industry (How and Lee, 2021). Marriott also has the important advantage of having a wider geographical presence, whereby the reach cushions the service provider against regional economic fluctuations that would otherwise affect more localised entities. While Marriott focuses on expanding its global reach as much as possible, Hilton has the market strategy of brand diversification, whereby despite its more limited global reach, it has more brands that help it appeal to a wider customer base according to How, S. and Lee, C. (2021). The edge that Hilton has over Marriott expands to its overall brand value because it owns many high-value brands, and can leverage the customer perception of these brands to achieve incomparable levels of customer loyalty. 
Market Position
Hilton and Marriott are different based on their market positions, including the rankings of their brand, products and services in the highly competitive hospitality sector that spans the whole world. Marriott holds the position of the strongest company in the hotel and travel industry, whereby it had a market capitalisation of $56.869 billion as of February 2023 and a market share value of more than 5%, according to Trading Economics (How and Lee, 2021). Hilton is also highly ranked as the second largest company in the hotel and travel industry with a market capitalisation of $41.83 billion at the same time, but with a market share value of less than 5%. While Marriott has a higher market capitalisation, the Hilton brand portfolio is more valuable at a total value of $14.7 billion while the total brand value for Marriott was $12.9 billion in 2019 (Jeong et al., 2022). Both companies have a global presence, but Marriott has a wider market coverage in 131 countries while Hilton operates in 119 countries. The Hilton does better in terms of customer loyalty based on its higher percentage of repeat guests, accompanied by a lower percentage of Hilton customers using online travel agencies for bookings. 
Growth Potential
The growth potentials of Marriott and Hilton differ considerably, particularly in regard to their opportunities or prospects for business growth, as well as the ability of the hotel groups to increase their profitability over time. Based on their growth rate in long-term earnings, Hilton performs better than Marriott with Hilton growing by an estimated 9.5% compared to the mere 6.1% growth rate at Marriott (McGruer, 2020). With its larger market share, Marriott has fewer chances of being able to grow its market share than Hilton which can just grow its market share by expanding into new countries and regions. Since the two hotels have asset-light business models, the fees they generate are from managing and franchising properties instead of owning them, which means they have fewer capital expenditures and risks and have great potential for continued growth. 
The growth of the two hotels has been hampered by the COVID-19 pandemic which has resulted in sharp declines in their occupancy rates, earnings, and revenues, and has disrupted any plans they had for expansion (How and Lee, 2021). Even if the two hotels had the intention of expanding their operations in the near future, this capability has been hampered considerably, as the pandemic forced some of their franchises to close their businesses (Lai and Wong, 2020). Despite these challenges, however, the two hotels have the potential to recover and grow, especially if they can adapt to the changing preferences of their customers. Leveraging their loyalty programs and brand values, as well as expansion of their presence in new and emerging markets, should increase the growth potential of the hotels. 
CSR Strategy
The two service providers differ greatly in terms of their commitment to CSR, with each of them opting to take a different approach to the sustainable and ethical practices that are meant to be beneficial to society and the environment. The sustainability and social impact platform at Marriott is referred to as Serve 360 in which the firm focuses on doing good in all perspectives of its operations (Xie, 2022). Marriott has been able to do this by using the platform as a framework for its commitment to having a sustainable and positive impact on all places where it does business, meaning it works to reduce the negative impact on the natural environment (McGruer, 2020). Instead of merely focusing on making a profit, the platform enables Marriott to commit to delivering excellent value to communities, the environment, owners, customers and associates across the world. 
Successful CSR cannot operate in a vacuum, whereby the company cannot succeed in its CSR strategy unless it is based on a pre-existing framework that sets the threshold for the minimum a company needs to do. Marriott bases its own CSR strategy on the SDGs by the UN, which not only sets a standard for what the firm expects to do within a predetermined period but also contextualises its activities based on the bigger picture. Based on the SDGs, Marriott has set its own sustainability and social impact goals for 2025 that will enable it to guide its day-to-day operations (Kasim et al., 2022). The goals include the reduction of its environmental impact, advancement of human rights, empowerment of diversity and inclusion, and investment in social impact. With these measures, it is obvious that Marriott has a comprehensive CSR strategy, and should be able to cement its position as a responsible corporate citizen in the long term. 
Like other global leading businesses, Hilton too has a comprehensive CSR strategy in which it has attempted to minimise its negative impact on society and the natural environment as much as possible. The company’s approach to CSR is referred to as Travel with Purpose, indicating not only the hospitality nature of its intervention but also its focus on comprehensive intervention ( Lastres, Wen, and Huang, 2023). The Hilton approach seems more like a work in progress, unlike the Marriott approach which is highly developed, as its CSR strategy is aimed at enabling the firm to redefine and drive forward global sustainable travel (Ertuna, Gu and Yu, 2022). Based on the company’s website, Hilton indicates that it wants to create shared value between society and its business, but it is unclear how it has been doing this based only on its website. 
While the Hilton approach to CSR may not seem fully defined, it is based on the SDGs, indicating that it would want to focus its own goals on the impact that the company has on the stakeholders with whom it interacts. Based on the SDGs, it has set its very own goals for 2030 that include halving its environmental impact, increasing social impact investment to twice as much, and working to bring positive change to communities (Ertuna, Gu and Yu, 2022). Even if the two companies take different approaches in their CSR strategies, they have been highly effective and will continue to be as long as they can follow up on their plans. Despite the success of Hilton and Marriott, both companies have the potential for improvements in the long term in regard to their opportunities for growth and the potential for outsourcing. 
Opportunities for Growth: Hilton
Hilton has opportunities for growth, whereby it can increase its customer base, profits, revenues and market share primarily by taking advantage of its loyalty program and its strong brand value. With these intangible assets, the company should be able to attract and retain customers, especially if it can expand its presence in emerging markets in Africa, the Middle East and Asia-Pacific, in these places, there is a growing demand for hospitality services, and Hilton will not face too much competition as these places have a low level of penetration by branded hotels (Tracey and Swart, 2020). The hotel can also expand by diversifying its products and portfolios, including things like wellness, lifestyle, luxury and extended stay in response to changes in customer preferences as the industry evolves (Tutberidze, 2021). The company can also invest in innovation and sustainability, whereby it can use new technologies and practices that improve the customer experience while at the same time reducing environmental impact and improving operational efficiency. 
Opportunities for Outsourcing: Marriott
Marriott has a wide range of opportunities for outsourcing, whereby instead of performing various processes and activities in-house, it can contract external vendors so that it can improve quality, cut costs, and enhance operational efficiency. The company can outsource some on-property categories like housekeeping, laundry, food and beverage, and security to Avendra, its procurement services partner (Mesci, Öncü and Yavuz, 2023). By so doing, the company will be able to focus on managing its businesses, which should enable it to cut costs and improve its profitability in the long term. Marriott can also outsource some back-office functions like finance, accounting, human resources, IT and legal to specialised providers who may be able to offer higher quality, lower costs and faster delivery so that the firm can focus on its core competencies (Alzhrani, 2020). The company even has the potential to outsource its marketing and sales activities like public relations, advertising, social media, and online travel agencies to external platforms and agencies so it can reach a more diverse and wider audience, as well as enhance its image and reputation to increase revenue and bookings. 
Conclusion
Hilton and Marriott are some of the most successful players in the hospitality industry as indicated by their market capitalisation, market share, strategy, and even revenue. With the companies working to recover from the negative effects of the COVID-19 pandemic, they may need to rethink their strategy and prioritise their own approach to marketing within their industry. The companies can do this by focusing on their core competencies of managing operations and franchising and focusing on cutting costs without compromising quality by outsourcing. The firms can also protect themselves from market fluctuations by expanding to emerging markets in Africa, the Middle East and Asia pacific where there is growing demand but limited market penetration. With a change in strategy that will make it possible to optimise service delivery and cut operating costs, Hilton and Marriott will be able to not only keep their leading positions, but they will also be able to expand their overall market dominance across the world. 
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