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Introduction
This assignment intends to provide a synopsis through the comparison between the two hospitality organizations- Marriot International and Hilton, with an approach to make a comparison of the financial management of the two organizations. This report will consider several areas concerning the total revenue, market position, growth potential, and financial commitment to CSR. Through the analysis of the financial management of the two organizations, this assignment will help to provide recommendations to each of the organizations involved to suggest the specific opportunities for growth and the potential for outsourcing that will benefit the organizations in their future endeavours.
Comparison between the Marriott International and Hilton Hotel with respect to their financial management
Marriott International
Total Revenue
Through consideration of the business segments, there has been the segmentation of the total revenues, through the consideration of the last three fiscal years, that is attributed to the operations through the location of the revenues based on the operations, which shows $ 2,615 million in 2021, $ 1,910 million in 2020 and $ 4,400 million in 2019, along with the cost reimbursement revenue( Wernick, and Von Glinow,  2012.)The consideration of the revenue generated by Marriott International shows that there has been the highest brand value. Through the consideration of the operating profit margin of Marriott International, there has been a higher dividend ratio, which suggests the total revenue income of Marriott International (Al Shamsi et al. 2021).
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Figure 1: Total Revenue

Source: (Al Shamsi et al. 2021)

Market Position
Through the analysis of the ongoing market position, Marriott International has resulted in different trades in an open market organization. By considering the marketing mix strategy, Marriott International has an aggregate market value of shares based on the common stock, through the utilization of the effective branding strategy. Marriott International has an approximately 16 percent share of the US hotel market, which generates RevPAR, which helps Marriott to compete with the leading competitors of the Hospitality industry in the UK, like Hilton, Hyatt, Wyndham, and others which show higher market shares of Marriott based on the NASDAQ stock market (Correia, 2022). Based on the four Ps of Marketing, Marriott has held a strong market position.  The product and the services provided by Marriott involve luxury and classic premium along with the facility of personalized and premium services to its esteemed customers. Also, Marriott has a global presence which targets the place of the hotel to attract international customers. In terms of the pricing system, Marriott targets the upper class, corporate families. Through targeting high-end customers, Marriott has adopted the premium pricing strategy. Also, to remain on the competitive edge, Marriott International developed effective promotional aspects by offering innovative incentives to the clients, along with free merchandise, gifts, and bonus facilities. 
[image: image2.png]RatioYear 2020 2019 2018 2007
Retum on Equity | 0620 a1 106 0368
Return on Assets | 0011 0051 0050 0057
Profit Margin 0025 0061 0002 0080





Figure 2: Market Position

Source: (Al Shamsi et al. 2021)

Growth Potential 
There has been potential for growth for Marriott International through the consideration of the Profit Margin, as there has been a growth opportunity through the measurement of the improvements and the ratios. Through the analysis of the inside-out resources turnover measure, Marriott International with the consideration of the higher Net Profit Margin. 
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Figure 3: Growth Potential

Source: (Al Shamsi et al. 2021)

Marriott International has the potential growth opportunity by outlining the addition of the rooms. Marriott has a three-year growth plan that has resulted in diluted earnings concerning interests, taxes, depreciation, and amortization (Marriott International ANNUAL REPORT, 2021). Marriott has the growth potential for fuelling up the new hotels, through the development of the pipelines. With the spirit to serve the communities, there has been increased potential growth in CSR to stay ahead in the competition in the Hospitality industry of the UK.
Financial Commitment to CSR
Marriott International has also considered the Net profits based on the financial years following the Profit and Loss Statement. Concerning the CSR Expenditure, Marriott International incurs the CSR Expenditure aligning with the direct expenditure on projects or programs, consideration of the administrative overheads undertaken by the MHIPL. Marriott International has committed to the financial commitment to deal with the pandemic situation through the leveraging of the hotel revenue to mitigate the impact of Covid-19, which has resulted in revolving the credit facility commitment and leveraging that has resulted in the system-funded reimbursable expenses. 
On the other hand, setting up a comparison with Marriott International, Hilton Hotel has effective financial management which is as follows:
Hilton Hotel
Total Revenue
By considering the liquidity ratios and the financial leverage ratio, it can be assessed that Hilton Hotels has strong revenue based on the statement of comprehensive income. Through the consideration of the liquidity, debt ratios, and profit margins, it has been assessed the Hilton Worldwide Hotel has $ 4,307 m in revenues, with a net income of $ -715. Through the consideration of the current liabilities, inventory, cash in association with the total assets and equity, the turnover ratio, and the net income, it shows that Hilton Hotels have decreased net income over the years, especially during the pandemic (Alameri et al. 2021). In comparison to Marriott International, there has been an in-depth calculator of the current ratio, and the cash ratio, there has been a decrease in the total liquidity revenues of Hilton Hotels.
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Figure 4: Total Revenue based on Liquidity Ratio
Source: (Alameri et al. 2021)
Market Position
In consideration of the market position of both Marriott International and Hilton Hotels, it can be justified that, although both use the social media strategy as a part of their marketing tactics, there has been tough competition in the marketing position. Hilton stresses the enterprise marketing strategy that in consideration of the four Ps of Marketing, shows slower revenue growth in attracting potential customers. Through the consideration of the market value measures of Hilton Hotels, there has been the consideration of the share price and the market ratios, which posits the market position of Hilton Hotels. 
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Figure 5: Market Value Measures
Source: (Alameri et al. 2021)
By considering the earning per share, price to earnings ratio, it shows that Hilton Hotels needs to develop its market positioning, in comparison to Marriott International, through the consideration of the hotels to obtain the market positioning of Hilton in terms of the financial aspects within the Hospitality Industry in the UK.
Growth Potential 
In comparison to Marriott International, there has been a potential low growth potential through the consideration of the growth strategy and the strong network effect. During the pandemic, Hilton Hotels have shown greater financial flexibility (Mekhruza et al. 2022). There have been greater growth opportunities for Hilton Hotels, with excellent chances of a global presence in more than 122 countries. Although in comparison to Marriott International, there has been higher growth potentiality for the Hiltons, it can expand itself with the prospects of the larger pipeline arena and the strong financial model, due ot its franchise-based business. With the uplifting of the pandemic restriction, there have been increased opportunities for the Hilton Hotel, as there have been increased occupancy rates of 16.9 percent to 7.2 percent in 2021, which comparison to Marriott International, there has been a decline of 19% in the RevPAR 2019 and 2021.
[image: image6.png]Profitability Ratios
014

012

0.10
008
006
004
002
0.00

2017 2018 2019

= Profit margin N.I/ Sales ™ Return on assets (ROA) N.I/Total assets





Figure 6: Growth Potential of Hilton Hotels
Source: (Alameri et al. 2021)
Financial Commitment to CSR
Through the consideration of the financial commitment to the CSR strategy of Hilton Hotels, it has developed itself through the financial commitment based on ESG (Shin et al. 2021). Hilton in comparison to Marriott International has developed strategies for the preservation of the destinations by investing finance towards procuring technologies to reduce carbon emissions, conserving water, and reducing waste through the active engagement of the circular economy. Hilton Hotels has dedicated itself to preserving the environment through effective financial performance towards maintaining the ethics of CSR, by providing training and education facilities to the locals, creating diversity and equal opportunity as well as uplifting the local communities to edge the sustainable development goals (ENVIRONMENTAL, SOCIAL, AND GOVERNANCE (ESG) REPORT, HILTON 2020). 
Through the comparison between Marriott International and the Hilton Hotel, concerning the financial management of the Hospitality Industry through the consideration of the revenue, market position, growth potential as well as financial commitment based on the CSR strategies, it can be professed that both the organizations have the edged competition in terms of the financial dealings. However, the pandemic situation has affected the entire hospitality industry, which had a gross impact on the financial management of Marriott as well as Hilton, However, the comparison shows, that Hilton Hotels have suffered more intensely regarding their financial management and have adapted strategies to cope with the situation.
Recommendations for each of the organizations
 Marriott International
Opportunities for Growth for Marriott International
Through the analysis, it has been traced that Marriott International focuses only on the high profile customers, for leveraging its net growth. To expand its growth opportunities Marriott International can adopt the strategy of Servant Leadership. This strategy can help Marriott to develop the characteristics concerning People Orientation as well as Character Orientation. There can also be the opportunity for Marriott to focus on the task as well as process the orientation (Setiawan et al. 2020). The implementation of the Leadership servants can help Marriott towards positive implications towards focusing more on the organized working environment to attract a mass customer base and enhance the financial opportunity for the organization in the Hospitality Industry in the UK.
Potential for Outsourcing of Marriott International
Marriott needs to adopt a better marketing strategy with the consideration of home-sharing. Through consideration of the home-sharing market, it can provide Marriott the advantage in developing its reputation among Gen Z. There has been massive competition in the market of home-sharing, which can provide Marriott with the competitive advantage in the outsourcing of the potential management to deal with the situation. Marriott can outsource their marketing activities to a third party, which can prove to be a beneficial aspect for the organization in aligning the objectives of the company with the effective marketing strategy.
Hilton Hotel
Opportunities for Growth for Hilton Hotel
The potential opportunities for growth for Hilton Hotels can be processed through the adoption of the Asset Light Business Model. This can help Hilton Hotels to focus on their operations by expanding their investment rates on the servicing dynamics. The pandemic situation has procured major risks for the Hospitality industry in terms of real estate investment. Hilton Hotels need to expand its franchise and overcome the investment-related risks by adopting ALBM (Seo, 2021). This strategy can help Hilton Hotels in terms of cost-effectiveness to achieve the cost-efficiency advantage. Through the application of this model, Hilton Hotels can reduce the capital requirements to avail more cash and create superior value for the customers. 
Potential for Outsourcing of Hilton Hotel
The potential for outsourcing in regards to the Hilton Hotel can be propagated through the hiring of effective HRM management. Hilton Hotels can recruit effective people from outside to enhance their HRM management practices and apply the asset-light strategy by transferring the capabilities like people, processes, and technology (Alzhrani, 2020). Hiring talented management professionals, which can help the organization recruit potential talents, can prove to be a beneficial aspect for Hilton Hotels towards developing their finances and prioritizing their growth. Besides, the company can also outsource its recruiting initiatives to third part HR consultancies to get the best talents. 
Conclusion
The overall analysis based on the comparison between Marriott International and Hilton Hotels projects that there has been a tough competition between the two organizations. This has provided an overall synopsis that highlights that in terms of the financial management of the two organizations, there has been intense competition between the two organizations to remain at the top-notch within the Hospitality Industry of the UK. Through the in-depth analysis and the competition, it can be concluded that there has been perpetual competition between the two organizations, based on the ever-changing demands of the consumers. Both organizations, need to adhere to the strategies for their potential improvement in terms of growth opportunities to attract effective financial dealings and remain in the zenith of the concerned industry.
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