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[bookmark: _Hlk135425241]Organizations in the same industry may have similarities in some aspects yet be remarkably different on some levels. For instance, two companies in the hospitality industry may record similar revenues for a given period, yet have different levels of profitability. Sometimes the differences emanate from the different operational structures and strategies that the organizations adopt. The way each company manages its assets, liabilities and operations can result in quite a significant difference in performance or even financial position. A big part of the differences between organizations is often their vision, and mission. That defines the strategy and direction they follow. An analysis of Marriott International and Hilton, two of the largest brands in the hospitality industry, demonstrates the similarities and differences between the two companies. Although both are quite successful, their approach to brand and market operations set them apart. However, despite their similarities, Marriott International has a better financial performance and position in the market, suggesting better strategic management.
In most industries, one area of comparison between competitors is often financial performance. Given that the competitors operate within the same industry and under similar conditions, analyzing their financial performance gives an indication of possible issues that need to be addressed (Fridson & Alvarez, 2022). That is especially if the competitors post results with significant disparity. The financial performances of Marriott International and Hilton are similar. During the five years starting from 2018 to 2022, the financial reports show that Marriott International had a better performance than Hilton in terms of revenue. Marriott International consistently posted higher revenues for each of the years. For instance, in 2018, Marriott had $20.758 billion in revenues while Hilton had $8.906 billion (Hilton Worldwide Holdings Inc., 2019; Marriott International, 2019). In 2022, Marriott’s revenues amounted to $20.773 billion while Hilton’s revenues amounted to $8.773 billion (Hilton Worldwide Holdings Inc., 2023; Marriott International, 2023). Marriott International exceeded Hilton’s revenue in 2022 by 136.8%. In terms of revenue growth, Marriott International had a 49.91% growth in 2022 while Hilton had a 51.57% growth. The revenue performance indicates that Marriott International generates more business. That may be due to a number of factors including brand awareness and geographic reach. However, Hilton has a greater growth in revenue compared to Marriott International. That may suggest that Hilton has been expanding its business. 
Just as Marriott International has been recording higher revenue than Hilton in the past five years, it has also been recording higher profit than Hilton over the same period. In 2018, Marriott International had a net profit of $1.907 billion compared to $0.764 billion for Hilton (Hilton Worldwide Holdings Inc., 2019; Marriott International, 2019). In 2022, Marriott International recorded a profit of $2.358 billion while Hilton recorded a profit of $1.255 billion (Hilton Worldwide Holdings Inc., 2023; Marriott International, 2023). Marriott International’s profit was 8.98% higher than that for Hilton in 2022. The growth in profit in 2022 was $114.56% for Marriott International and 206.1% for Hilton. While Marriott records higher revenues than Hilton, the growth in income is greater for Hilton than it is for Marriott. Given the difference in revenue and profit, it appears that Marriott International incurs more expenses comparative to Hilton. The net profit margin further shows that Hilton incurs less expenses relative to its revenue compared to Marriott International (Wahlen, Bangiski, & Bradshaw, 2022). It had a net profit margin of 14.3 compared to 11.4 for Marriott International (Hilton Worldwide Holdings Inc., 2023; Marriott International, 2023). Thus, while Marriott International records more profit than Hilton, the higher profit is mainly due to the high revenue it records. However, Hilton is more profitable as it is able to generate more profits from its revenues. That suggests higher levels of efficiency at Hilton, which help to minimize expenses while maximizing profit.
An analysis of the financial ratios for the two companies further highlights Marriott International’s superior performance. It has a higher return on equity ratio, indicating that it is able to utilize shareholder equity better to generate profits. Its return on equity is 415.14% compared to -114.48% for Hilton (Macrotrends, 2023a; Macrotrends, 2023b). Similarly, it has a higher return on assets, an indication that it generates more profits from its assets than Hilton. The return on assets ratio is 9.5% for Marriott International and 8.1% for Hilton (Macrotrends, 2023a; Macrotrends, 2023b). In terms of debt, Marriott International is less leveraged than Hilton. Its debt-to-equity ratio of 17.72 compared to the -7.97 for Hilton indicates that it has less debt in its capital structure compared to Hilton (Fridson & Alvarez, 2022). Hilton has a negative value for equity due to its accumulated deficit. That refers to the negative retained earnings accumulated over the years due to losses. 
Liquidity is very important in the operations of any firm. It allows the firm carry out its functions without disruptions. That is because liquidity gives organizations the ability to meet obligations as they become due. One good measure of liquidity is the current ratio. It indicates the number of times a company’s current assets can support its current liabilities. A low current ratio suggests liquidity problems that need addressing to avoid operations coming to a stop (Fridson & Alvarez, 2022). On the other hand, a very big current ratio would be an indication of the company not utilizing its assets well. Marriott had a current ratio of 0.4514 in 2022 while Hilton’s current ratio of 0.8511 (Macrotrends, 2023a; Macrotrends, 2023b). That indicates that Hilton had better liquidity than Marriott. It suggests that Hilton was in a better position to meets its obligations compared to Marriott International. Although both had low liquidity, Marriott International’s liquidity suggests that it would strain to meets its most current liabilities as they fall due. It may not be able to pay its debts as well as make purchases for its operations. For Hilton, while it would also struggle to meet its obligations as they fall due, it would be at a better position than Marriott International. However, it also needs to work on improving its liquidity.
The receivable turnover for Marriott International for 2022 was 8.08 while it was 6.6122 for Hilton. The days sales receivable for the same period was 45.17 and 55.21 for Marriott International and Hilton respectively (Macrotrends, 2023a; Macrotrends, 2023b). The two ratios indicate that Marriott is more effective in collecting its receivables. It takes fewer days for its customers to pay their accounts owing. Given the better collection period, Marriott would have its cash more readily available compared to Hilton, which would have its cash tied up in accounts receivable. That can sometimes affect liquidity in the company.
One of the reasons Marriott International outperforms Hilton is its geographic reach. Comparatively, Marriott International has a presence in over 130 countries while Hilton operates in over 100 countries. That gives Marriott access to a wider market compared to Hilton. The wider geographic reach also means that Marriott International owns more hotels than Hilton. While Hilton has over 6,800 hotels, Marriott International has a portfolio of over 7,800 hotels operating under over 30 brands such as Marriott, Ritz-Carlton, St. Regis, and JW Marriott (White, 7, 2021). That is a significant difference in the number of hotels that would have a significant effect on the amount of revenues generated. As per 2022 data, Marriott international had a 14.3% market share. Comparatively, Hilton had a slightly lower market share at 13.5%. That gives Marriott International a stronger market position.
Corporate social responsibility (CSR), has become an important part of multinational organizations. The realization that firms exist in communities has necessitated programs that promote wellbeing for local communities (Shin et al., 2021; Mohliver, Crilly, & Kaul, 2022). CSR is especially important in the hospitality industry as businesses deal and interact with local communities (Lund-Durlacher, 2015; Singal & Rhou, 2017; Song & Kang, 2019). Companies have to engage in CSR to foster amicable coexistence with communities as well as build a positive reputation (Torres, 27,2021). Both Marriott International and Hilton have shown a commitment to social responsibility initiatives in the past. The two companies have invested in several programs and initiatives to support local communities as well as manage their environmental impact. Both companies have shown great efforts towards conserving the environment. They both have programs to reduce their environmental impact. One of the goals for Hilton is to reduce greenhouse gas emissions by 30% by 2030 (Torres, 51,2021). Similarly, Marriott International aims to reduce its gas emissions by 30% by 2030. The two companies also have programs to alleviate problems in local communities. For instance, they both participate in disaster relief initiatives as well as supporting education initiatives in the communities. The investment in CSR projects shows that both companies aim to create an impact in the local communities (Boccia, Manzo, & Covino, 2018). They are willing to collaborate with the communities and stakeholders to solve local problems.
Marriott International and Hilton are both international brands. They operate in different countries across the world. That exposes them to many risks such as economic risks, natural disasters, and political risks (Piekarz, Jenkins, & Mills, 2015). To overcome such risks, each company has a risk management program that helps in the identification and mitigation of the risks. However, their approach to risk management is different from each other. Marriott International uses a centralized risk management system to identify and assess risks across the entire organization. The system applies techniques such as internal and external audits, risk assessments, and risk registers to identify risks. On the other hand, Hilton has a decentralized risk management system. The responsibility to identify and assess risks lies with each unit. Thus, each business unit identifies and assesses the risks that are relevant to its area of operation. Although the risk management function at Hilton provides support to the business units, it does not have any control over the risk management activities of each unit.
Every organization aims to grow. However, each organization employs a different strategy for its growth. Some organizations are usually aggressive while others take a measured approach to their growth. Both Marriott International and Hilton have shown potential for growth from the past. They have been able to expand and enter new markets using different strategies (Legrand, Sloan, & Chen, 2016). Both of them have used acquisitions as a way to grow and expand. However, while Marriott International has been aggressive in acquiring smaller hotel chains such as Starwood Hotels  and Resorts, Hilton has been more cautious in its acquisition. That has seen Marriott International grow its geographic reach at a faster rate. However, its cautious approach has enabled Hilton maintain financial strength. The two brands still have the potential to grow. The hospitality industry is still growing with new markets developing across the world. That, together with their portfolio of brands, gives them an opportunity to venture into new markets and establish operations there (White, 7, 2021). Their loyal customer base along with their good relationships with local communities would be key to their growth.
Given that Marriott International’s advantage comes from its expansive geographic reach, Hilton may need to expand into new territories and increase its portfolio of hotels to continue growing its revenue. It should also work on strengthening its brand name to ensure it can take advantage of strong brand awareness to generate more revenue (Li et al., 2019). Entering new markets would lead to an increase in revenues, which would further lead to an increase in income. However, Hilton’s expansion into new territory should be strategic to ensure it succeeds (Okumus, Altinay, Chathot, & Koseoglu, 2019). Given that it is efficient in managing its expenses to maximize profit, it is likely to generate huge profits by venturing into new markets. 
On the part of Marriott, its biggest problem is efficiency. The profitability ratios indicate that while it is able to generate more revenue than Hilton, its profitability is quite low. It records a lower net income margin compared to Hilton. That indicated that its expenses are eating into its profits. The company therefore needs to find a solution that would reduce expenses and make it efficient (Okumus, Altinay, Chathot, & Koseoglu, 2019). Efficiency in operations would ensure it increases its profitability, which would increase its market value.
Despite their similarities, Marriott International has a better financial performance and position in the market, which suggests better strategic management. Its wide geographic reach as well as its expansive portfolio of hotels enables it to generate huge revenues comparative to its competitors such as Hilton. The huge revenues are responsible to the huge profits the company records over the years. However, Hilton is more efficient as it has a better profit margin, which suggests better management of costs and expenses. the two companies have similar approaches to corporate social responsibility, investing heavily in different initiatives that benefit local communities.
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