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Introduction 

Financial management is the process through which an organisation examines the money it has made and allocates these funds to a wide range of tasks. The company can cover its expenses and invest in its current and future ventures through financial management. For instance, the company can use part of the revenue it generates in capital investments, which involve purchasing equipment and plants that can then be used for manufacturing and other production-related tasks (Baah et al. 2021). Companies with sound financial management strategies balance current and future profitability to protect their interests and the interests of their various stakeholders. The company can use the money it makes to improve its service delivery so that it can attract more customers in the future and secure its future profitability (Nguyen and Nguyen 2020). Without sound financial management strategies, companies would be unable to continue their success in the future as then they would be unable to plan their resources accordingly. In the hospitality industry, the margins tend to be very narrow, necessitating companies to invest their time, effort, and resources into managing their finances. The industry is highly competitive and volatile, which means that companies with an excellent balance in their financial management tend to be more capable of handling their future success. 
Marriott International and Hilton Worldwide are two of the largest and most popular hotel companies in the world, each having operations in countries across the world. In addition to their long and complex histories, the two companies have many hotel brands from which customers can choose depending on their preferences. Marriott was founded by Willard and Alice Marriott in 1927, with the first hotel being the twin bridges Marriott motor hotel in Washington, DC. Today the Marriott brand has grown to include more than 7,100 properties operating in more than 130 countries and territories across the world (Statista Research Department 2023b). The company has a varied portfolio, including many luxury brands like JW Marriott and Ritz-Carlton and its affordable options like the Fairfield Inn & Suites and Courtyard by Marriott. Hilton Worldwide was founded by Conrad Hilton in 1919, and its first hotel was the Mobley Hotel, located in Cisco, Texas. The hotel has grown rapidly to operate in more than 120 countries and territories and has more than 7,100 varied properties (Hilton 2023b). The portfolio of Hilton includes luxury brands like Conrad and Waldorf Astoria, as well as the affordable options it offers, like Hilton Garden Inn and Hampton Inn. Both hotels have many services and enmities for their guests, including business centers, fitness centers, Wi-Fi, and other benefits like loyalty programs. The hotels operate as publicly traded companies on the New York stock exchange, highlighting the importance of their financial management. 

Summary of their Financial Management 

	Area
	Marriott
	Hilton

	Total revenue
	$13.857 billion
	$5.788 billion

	Market position
	Over 7,100 properties 
1.4 million rooms 
131 countries and territories
	Over 7,100 properties 
1.1 million rooms 
123 countries and territories

	Growth potential
	2,831 properties 
roughly 485,000 rooms in development 
	Over 2,600 hotels 
more than 415,000 rooms in development 

	Profitability
	Net income: $1.099 billion 
EPS: $4.53 
EBITDA: $2.311 billion
	Net income: $0.41 billion 
EPS: $1.46 
EBITDA: $1.629 billion

	Customer loyalty
	Marriott Bonvoy: Over 153 million members Redemption rate: 67% 
Satisfaction score: 8.4/10 
Retention rate: 64%
	Hilton Honors: Over 115 million members Redemption rate: 60% 
Satisfaction score: 8.3/10 
Retention rate: 57%

	Financial Commitment to CSR
	13% lower carbon intensity 
12% lower water intensity 
18% lower waste intensity 
17% lower food waste by 17% 
	36% lower carbon intensity 
22% lower water intensity 
35% lower waste intensity 
43% lower food waste 



Total Revenue 

The two hotels have considerable capacity in their service delivery, especially compared to other market players that may not have as much market coverage. In 2021, Marriott had a total revenue of $13.857 billion, which was considerable considering the firm was recovering from the ravages of the COVID-19 pandemic (Smith 2018). Hilton did worse than Marriott in 2021, whereby the company managed a total revenue of $5.778, which was still an improvement from the time the pandemic resulted in a slowdown of the hospitality industry (Statista Research Department 2023a). While Marriott had higher revenue than Hilton that year, the two companies had seen a considerable increase in their total revenue as the demand for travel started growing. The recovery indicates that the two companies were ready to take advantage of the growing demand for their services as the world recovered from the pandemic. However, if their operations are sustainable, they would have to keep growing their sales revenue in the long term. 

Market Position 

Based on their market coverage, the sheer size of their operations, and the revenues they make, Marriott and Hilton are some of the largest hospitality companies in the world. The companies have managed to accumulate a portfolio of diverse properties and brands. By the end of 2021, Marriott had at least 1.4 million rooms in over 71,000 properties operating in 131 countries and territories across the world (Statista Research Department 2023b). Similarly, Hilton had more than 1.1 million rooms across 7,100 properties operating in 123 countries and territories across the world. Based on these figures, Marriott has a slightly larger footprint in the global hospitality market (Hilton 2023a). The higher number of properties and rooms is partly one of the reasons Marriott has been able to make more money than Hilton. Despite this difference, however, both hotels have a strong presence in most key markets across the world. The strong presence makes it possible for the two companies to outdo the competition and secure their financial future in the long term. They have competed in ways other companies cannot match because of their excellent approach to market reach.  

Growth Potential 

The most successful corporations are the ones that can invest resources into expanding their operations continuously, especially as they need to satisfy their stockholders and other shareholders. Shareholders must be satisfied by organisations like Marriott and Hilton through measures like an investment into expansion. Both hotels have a strong developmental pipeline based on which they intend to expand their operations worldwide. At the end of 2021, Marriott had a global developmental pipeline that included 2,831 properties that should contain about 485,000 rooms and 19,000 more rooms that had been approved even if contracts had yet to be signed. At least 202,000 of the rooms that Marriott wanted to add had already started in their construction by the end of 2021 (Wroten 2022). While Hilton did not disclose its end-of-year development pipeline in 2021, it did so in the third quarter. At this time, it planned to add 2,6000 hotels that contained at least 415,000 rooms. Of these planned rooms, at least 240,000 were already under construction by the end of the year. These details show that the two companies have a strong growth potential based on their planning. The goal of growing their portfolio and market share in the near future indicates firms that want to ensure their long-term financial sustainability.

Profitability 

While revenues can be a good indicator of the financial performance of an organisation, profitability is the true indicator of whether the company is running its business sustainably. Due to the COVID-19 pandemic, organisations in the hospitality industry, like hotels, had difficulty remaining in business, let alone turning a profit. However, as the pandemic abated, companies started recovering gradually and even made profits. The profitability of Hilton and Marriott can be compared by looking at their EBITDA, earnings per share (EPS), and net income. These performance indicators show that the two hotel companies are some of the most successful in the world. The performance metrics are indicators of how well the two firms manage their costs and manage to make a profit from their revenue. In 2021, Marriott made a net income of $1.099 billion, indicating the firm is relatively successful (Smith 2018). Hilton, on the other part, did a little worse at $0.41 billion (Statista Research Department 2022). While the two managed to make a profit that year with Marriott doing better, both companies had seen a considerable decline in profitability since 2019 due to the COVID-19 pandemic. 
Regarding EPS, Marriott still did better than Hilton at $4.53 in 2021 compared to a mere $1.46 for Hilton. While these figures are low, the fact that the two hotels made more than the industry average shows they have better financial management than their competitors. The other aspect of profitability that the two companies differ is EBITDA in which Marriott had $2.311 billion in 2021 while Hilton had $1.629 respectively (Hollander 2020; MacroTrends 2023). These variables show that the two companies have started on the path to recovery for their profitability after the far-reaching negative effects that the COVID-19 pandemic had on their operations. The recent recovery is evidence that the two companies have been working to push forward and use the resources they have at their disposal to make a profit.  

Customer Loyalty

The most successful companies are the ones that can achieve repeat business from their customers, as they can be assured of at least some of their sales. While not all customers seek the services of a company a second time, companies work towards convincing customers to give them as much repeat business as possible. The two hotels have loyalty programs whose purpose is to give the two companies a chance to attract and keep customers in the long term. The loyalty programs for Marriott and Hilton are referred to as Marriott Bonvoy and Hilton Honors, respectively. The programs reward and benefit company customers, especially members who book their trips and stay directly with the hotels. Various indicators like the number of members, satisfaction score, redemption rate and retention rate indicate the success of the customer loyalty programs. Reports from the end of 2021 indicate that Marriott Bonvoy includes more than 153 million members, while the Holton Honours loyalty program had more than 115 million members at the end of 2020. The higher value for Marriott indicates that the company has a higher level of success for its loyalty program than Hilton. The redemption rate for Hilton Honors in 2020 and Marriott Bonvoy in 2021 were 60% and 67%, respectively, indicating that Marriott is also more successful than Hilton in this respect. The satisfaction scores of the Marriott Bonvoy in 2020 and Hilton Honors in 2019 were 8.4/10 and 8.3/10, respectively. In 2019, the retention rate for Marriott Bonvoy and Hilton Honors was 64% and 57%, respectively (Qubein 2023). These values indicate that both hotels are highly successful in their customer loyalty programs, but, as is the case with the other performance measures, Marriott still outperforms Hilton. 

Financial Commitment to CSR 

In the face of changes in consumer perceptions towards preferring the services of companies that do not cause harm to the natural environment and society, companies have had no option but to embrace corporate social responsibility (CSR). While CSR is meant to positively affect society and the natural environment, companies can use it as part of their strategy, whereby they are more able to attract consumers. Hilton and Marriott have made considerable CSR commitments in supporting local communities, reducing environmental impact, and promoting diversity and inclusion. Details of the CSR commitment of Marriott and Hilton, as is the case with the other factors discussed in this report, are evident in their reports and corporate websites. 
The two hotels have made considerable progress in improving the sustainability of their operations over the years. Marriott managed to reduce its operations' carbon, water, and waste intensity by 31%, 12%, and 18%, respectively, between 2016 and 2019. Within this period, the hotel also managed to reduce food waste by about 17% and is committed to achieving net zero carbon emissions in its operations by 2050. Hilton managed to outdo Marriott in this respect by scoring 36%, 22%, and 35 in reducing its operations' carbon, water and waste intensity, but for the wider period of 2008 to 2019. Within this period, the hotel also managed to reduce its food wastage by 43% and is committed to achieving net zero carbon emissions in its operations by 2050 (Marriott 2021). These changes indicate that the two organisations have been able to adapt their operations in response to the need to improve the sustainability of their operations. 
The organisations also engage in other CSR activities, including charity work and working towards achieving diversity and representation. In 2019, Marriott supported more than 6,600 nonprofit organisations, donated $48 million to various organisations and courses, and gave at least 740,000 hours to volunteer work. Similarly, in the same year, Hilton supported more than 5,300 nonprofits, donated more than $29 million to different causes and organisations, and volunteered more than 550,000 hours. During the same year, Marriott increased female representation in global leadership to 54% and minority representation in United States leadership to 33%. Similarly, Hilton increased female representation in global leadership to 40% and minority representation in United States leadership to 30%. While Marriott edged out Hilton in these elements of CSR, both companies seem to be making a concerted effort to ensure that they positively impact the environment and society.  

Recommendations 

Marriott needs to expand its operations more into the developing and emerging world in Africa, Asia, and South America. In these places, the economies are growing, and the middle class is expanding, which means the firm should be able to increase its overall global reach beyond its current limits. Hilton should invest in technologies to enhance its operations and improve guest experience. Through the use of large data models and analytics, the company should be able to anticipate market changes and improve outcomes for the company and its stakeholders. 
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