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Executive Summary
[bookmark: _Hlk135421704]The aim of this business report is to make a comparative analysis of financial management and performance between two hospitality organisations Marriott International and Hilton. Outlining the approach and theories applied to identify the findings of this report with use of suitable strategies and approaches, to critically examine and evaluate the financial management's informational requirements, particularly those concerning income, expenses, and other financial factors comparing overall revenues, market positions, prospective development, and expenditures related to (CSR) by using  financial data, income statements and strategies of how the organisations make financial decisions to perform well and will suggest  recommendations.  
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Introduction
[bookmark: _Hlk135407308]Financial management is the fundamental foundation of any successful business. Similarly, the most successful hotels capitalise on fundamentals of financial management to profitably manage their properties (Gittens, 2021). The hotel industry is witnessing increased competition in the market and an increasing requirement to employ such suitable financial management methods, techniques, frameworks and tactics to achieve its commercial success. Hotel businesses are able to implement strategic decision-making approach (Guilding, 2002). The purpose of this business report is to critically analyse and compare the financial performance of revenues which will identify how the two organisations reach into decision-making between Marriott International and Hilton. The report will examine financial aspects overall revenue, market position, and prospective growth and sustainability and financial commitment to CSR. As well as cover the standard practises and theoretical approach with references to support data, graphs and charts used. In addition, there will be suggestions given for recommendations for each organisation based upon the findings of the report to determine the overall financial performance.
Discussion
Marriott International offers the most extensive portfolio in the hospitality industry, with 31 brands and over 8,500 hotels in 138 countries and territories, individuals have greater opportunities to interact, explore, and broaden their perspectives. (Marriott.com, 2023). Hilton is one of the most recognised brands in the world as a consequence of its dedication, leadership, and innovation. With 19 brands, we are considered globally one of the leading and rapidly expanding hospitality organisations and 7215 properties in 122 countries and territories (Hilton, 2023). When the two are compared, Marriott International comes out on top with total global revenue due to wider geographic footprint than Hilton (Rawson, Qubein, 2023). 
Total Revenue 
The hotel income statement analyses the revenues, expenses, and profitable performance of the hotel. It is beneficial to know the hotel properties bottom-line margins. As a result, it is critical to gain full understanding of each line item on the hotel's income statement, as well as how to analyse the data to guide business decisions. They are usually performed on a monthly, quarterly, and annual basis (Landman, 2022). 
[image: ]
Figure 1 Elasticity of Supply and Demand
Source: (Econ150: Microenvironments, 2023)
The greater the total revenue, the greater the profit of the business generates from its main operations and ultimately, the more business it grows. If revenue falls, it might be an indication that the sales strategy, pricing model, and marketing activities will need to be improved see figure 1 (UWTSD lecturer’s Power point, from week 1, 2023). 
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Figure 2. Elasticity of leftward shift in demand
Source: (Byju’s, 2023)
An economic factor such as Covid-19 pandemic is one example of how it affected the hospitality business worldwide and in terms of total revenue in the fiscal year 2020. In general, a movement to the left on the demand curve indicates a decrease in demand and reduced revenue. As a result, this shift in demand curve is greatly experienced by both organisations and can be identified in the total revenue for the fiscal year 2020 see figure 2.
Below are both income statements for Marriott International and Hilton between years 2019 to 2022. As you can see in figure 3 which indicates Marriott International has a higher total revenue of $20.773m in 2022 than Hilton with a total revenue of $8.773m in the same year, see figure 4. In this comparison, Marriott International has performed better than Hilton for total revenues (Yahoo finance, 2023).
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Figure 3 Marriott International income statement
[bookmark: _Hlk135597033]Source: (Yahoo finance, 2023)
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Figure 4 Hilton income statement
Source: (Yahoo finance, 2023)
When comparing the total revenues shown in the fiscal statements see figure 5. Marriott International has achieved 40.43% profit margin in 2022 and see figure 6. Hilton has achieved 31.21% profit margin in 2022 therefore it indicates Marriott International has generated higher total revenue profitability and a better financial performance this can indicate some factors that may have increased its profitability such as pricing strategy (Yahoo finance, 2023).
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Figure 5.  Marriott International Fiscal statement
Source: (Yahoo finance, 2023)
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Figure 6.  Hilton Fiscal statement
Source: (Yahoo finance, 2023)
Revenue management (RM) is a continually evolving process of obtaining data involving different types of customers, analysing it to anticipate their patterns of behaviour, proposing pricing along with additional terms aimed at maximising revenues by leveraging those patterns of behaviour, evaluating the outcomes, and implementing adjustments as needed (Beaver, 2022). The connection around income management influencing variables and operational assessment explores an analytical structure focusing on influencing the effectiveness of managing hotel revenues from research and assessment concepts presented. (Li, Ma, 2023). Refer to appendix 1.
Market Position
Market positioning can be defined as the ability to influence customer impression of a brand, product, or service in relation to competitors. The purpose of marketing repositioning is to develop a brand, product, or services appearance in a competitive marketplace so that people perceive it in a specific way. (CFI Team, 2023). Successful hotels with differentiated positioning stand out from their rivals by providing tangible benefits and advantages to their guests. Hotels that properly differentiate themselves from their competition may attain greater occupancies, higher rates, higher RevPAR, better business performance, and over the longer run, develop a brand that succeeds (Rungaldier & Schwingshackl, 2019). Refer to appendix 2.
The objective of hotel market positioning is to communicate brand value and unique features to the consumers hotels want to attract. Hotel market positioning is more than simply branding it additionally pertains identifying the most profitable target marketplace segment (Beonx, 2022). With a large portfolio of luxury properties and brands compared to Hilton and other leading hotel brands Marriott International has a competitive advantage being strong brand position, globally in the hospitality industry. Its marketing approach is key to the success of the brand. 
[image: ]
Figure 7.  Porter’s generic strategies
Source: (Consuunt, 2023)
Michael Porter's Generic strategy are the standard basic strategy that a hotel industry potentially implements as their marketing approach (Consuunt, 2023).
Growth Potential
Revenue Growth is a key performance indicator (KPI) that revenue increase or decrease is measured over time. It is measured by division of money made from a particular period by sales produced throughout the subsequent period, subtracting one, and multiplied by hundred to give the percentage of revenue. Companies frequently evaluate sales growth year after year. (PorteBrown, 2023). Marriott International annual revenue for 2022 was $5.4B, a 56.84% growth from 2021 in comparison to Hilton annual revenue for 2022 was $8.8B, a 51.57% growth from 2021. It shows here that Hilton has achieved a slightly higher percentage growth than Marriot international. The increase in growth rate can attribute to some strategy used such as growth developing strategy or competitive strategy as well.  see figure 8 and 9 
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Figure 8. Marriott International annual growth (AG)
Source: (Zippia.com, 2023)
[image: A picture containing line, diagram, plot, text
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Figure 9. Hilton annual growth (AG)
Source: (Zippia.com, 2023)
Sustainability
The hospitality industry's sustainable future is regarded as integrally economical over time existence. Several elements influence the organisation's viability over time. Organisational culture, corporate social responsibility (CSR), and reputation are among the elements that influence company sustainability (Siyal, et al, 2022). John Elkington, coined the expression "triple bottom line," referring to three factors: economic growth, environmental quality, and social fairness, (Elkington, 1997) see figure 10. Effective environmental communication may serve as a useful differentiated advantage and enables establish a positive brand perception.  Through its 'Serve360' business model, Marriott International pledges to create positive and meaningful sustainability everywhere it operates commerce (Marriott.com, 2019). Comparably, Hilton has been keen by implementing their impact on sustainability through an environmental strategy called ’Travel with Purpose’ is Hilton's Environmental, Social, and Governance (ESG) strategy for driving responsible travel and hospitality across the world. Hilton aims to make an effective impact on both the environment and society influence throughout their business, supply chain, and local communities through Travel with Purpose strategy such as reducing consumption of natural resources, committed action to the pursuit diversity, conduct programs for communities (Hilton, 2022). Performance in financial management can be improved by following latest hospitality trends to stay current and sustainable. Refer to Appendix 3
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Figure 10. Elkington theory triple bottom line 
Source: (Inchainge, 2023)
Financial commitment to (CSR)
Implementing environmental CSR, developing a green company brand, and gaining a green competitive advantage financially have all become major priorities for organisations all over the world. CSR is a type of self-management practised by businesses that strives to make a difference to economic progress while also addressing social and environmental problems. Green product manufacturing is critical for organisations seeking to lower their impact on the environment while promoting social responsibility (Vuong, Bui, 2023). It is critical that a firm to continue operating and sustaining itself in current and constantly evolving marketplace by providing ideas and promoting its mission. see figure 11. Olawale, (2020), mentions Marriott International’s corporate social responsibility (CSR) approach identified as "Spirit to Serve Our Communities," which takes a societal emphasis of staying ahead of rivals and ensuring stakeholder adherence impacting their hotel operations by reducing waste, conserving energy, lower carbon emissions footprint. When comparing performance of many large global hotel chains, progressively prioritising and incorporating sustainability into their primary marketing strategy, Hilton applies the (CSR) approach through leveraging innovative technology to manage their footprint known as, ‘LightStay’ even as they explore additional development that creates a selection of demands on environmental resources (Hilton, 2020). 
[image: ]
Figure 11. Caroll’s Pyramid model of (CSR)
Source: (Researchgate, 2023)
Recommendations
A recommendation for Marriott International is to keep an emphasis on digital platforms in order to engage with a younger clientele.  Maintain a strong focus on customer feedback and content marketing to grab the attention of a younger demographic. Set up compelling social media events to promote customer involvement they can achieve this by applying digital and CSR strategy (Strategy finders, 2023). Comparably, a recommendation for Hilton would be to plan to inspire newly formed confidence and assurance in both travel and their business looks to comprise three insight-driven pillars: product innovation, promotional campaign creativity, and interactions with consumers.
Conclusion
This report has identified key factors which has helped analyse the two organisations Marriott International and Hilton by making comparisons of their financial management as well as income reports and overall performances. Marriot International and Hilton have financially done well using various marketing approach and strategies, along with theoretical frameworks, marketing segmentations and strategies since after the Covid-19 pandemic 2020 through 2022. Marriott International and Hilton have managed to make recovery after the ease of the governmental restrictions of the pandemic and the hospitality organisations have started bringing back their pace towards a different way of adapting to providing their consumers better experiences and changes made to their hotel operations running efficiently. Particularly in relations to decisions involving financial management, revenues, and other financial criteria where the hospitality industry have now started to follow new trends in the market and having to revaluate their demographics and marketing frameworks in order to stay running in the competitive market. Upon drawing conclusions, it is understood that to sustain a business competitively and reach profitable success, globally in the long run, organisations must use certain key strategies to help analyse their target market as well as implementing and adopting some theoretical frameworks and approaches in order to be sustainable and finding ways to stay engaged with its consumers in the competitive market. 
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Appendix 1.
[image: ]
Hotel Revenue management (RM) theoretical framework
Source: (Semantic scholar, 2023)

Appendix 2.
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 Market position strategy
Source: (BA Theories, 2021)
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 Hilton’s ‘Travel with Purpose’
Source: (CSR Journal, 2018)
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