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[bookmark: _Toc97232894]1.0 Introduction
In any type of profession, managing finances is crucial since it aids in the decision-making, resource optimisation and profit maximisation of an organisation, which in turn plays an important role in determining the level of success a business can achieve. The importance of accountancy and finance has been recognised all over the business industry with it being known as the “language of business”, suggesting that the concept of business becomes foreign if the monetary aspects are not understood (Cornwall, Vang and Hartman, 2019). This report introduces a view into how finances are managed within the hospitality industry, in particular a comparison will be made between two of the biggest names in the industry, Hilton and Marriott International, both ranking in the top 10 for best hotel chain worldwide by Reader’s Digest (Milbrand, 2023). The comparison will take into account each of the companies’ total revenue, market position, growth potential and their financial commitment to Corporate Social Responsibilities (CSR). Following this, recommendations will be made, specific to the two hotel chains being compared, as to how they can further improve their financial management and hence, improve their business.   


[bookmark: _Toc1435956999]2.0 Financial Comparison
[bookmark: _Toc1799275064]2.1 Overview
The hotel chain Hilton was founded in Texas, USA, during the year 1919 by Conrad Hilton (Czyżewska, 2020). More than a century later the chain has reached 6 continents, accounting for 7,215 properties across 122 countries and territories, worldwide (Hilton, 2023). Marriott International, on the other hand, was founded in 1927 by J. Willard Marriott and his wife Alice Marriott in Washington D.C., USA, (Catana and Toma, 2021). Marriott International is now a highly recognised name around the world, with more than 8,500 properties, across 138 countries and territories, worldwide (Marriott International, 2022).   
[bookmark: _Toc677410417]2.2 Total Revenue 
[image: ][image: ]As expected, the COVID-19 pandemic had a negative impact on the hospitality industry causing large decreases in revenue upon its arrival. Although as COVID-19 restrictions were lifted, the impact on the hospitality industry was also reduced. Figure 1: A table to show the total revenue ($ billion) generated by Hilton and Marriott International from 2019 - 2021

	
	Total Revenue ($ in billion)

	
	Hilton
	Marriott International

	2019
	9.51
	20.97

	2020
	4.31
	10.57

	2021
	5.79
	13.86




Figure 1 shows that both Hilton and Marriott International were no exception to this with total revenues falling in 2020 to 4.31 billion and 10.57 billion dollars, respectively, compared to previous figures of 9.51 and 20.97 billion dollars in 2019, (Ștefan Hint, Marin-Pantelescu and Țîrău, 2023). Both Hilton and Marriott International followed the same trend between 2019 – 2021, with their peak being in 2019, dropping in 2020 and then having a slight increase in 2021, although not being able to reach the same level as 2019. This trend can easily be pinned to the arrival of COVID-19, travel restrictions led to a lack of need for the hospitality industry and even as they were being lifted there was still a weariness around being anywhere but home. However, overlooking the impact of COVID-19, there is still a clear difference between the total revenues generated by Hilton and Marriott International, with Marriott International consistently outcompeting Hilton in recent years, shown by Marriott International bringing in more than 100% of the total revenue generated by Hilton in 2019. This could be due to the fact that Marriott International has a further reach than Hilton with more properties covering a larger range of locations (Marriott International, 2022), (Hilton, 2023), meaning their facilities are able to accommodate to more customers, leading to a larger client base. Having more rooms available for their customers, means a higher likelihood of outcompeting their competition with fewer rooms when it comes to total revenue. The location of these properties may also have an influence on the statistics as perhaps there is a larger need and/or less competition for a hospitality business in the property locations of Marriott International when compared to Hilton, although research for this would be difficult to obtain due to the scale of the research and the existence of many extraneous variables. 
[bookmark: _Toc951052612]

2.3 Market Position 
Both Marriott International and Hilton are among some of the largest and successful hotel chains in the world, with similar market positions. Hilton is said to have a portfolio consisting of 18 brands. (Rocha, 2022). However, Marriott International is said to have a portfolio consisting of 30 brands and a higher marker share at 6.97% compared to Hilton’s 2.91% in [image: ]2021 (Correia, 2022) as shown in figure 3.  

Figure 3: A graph to show Market Share, in 2021 (%)


Again, this is likely to be because of the number of properties and locations occupied by Marriott International in comparison to Hilton. A larger number of brands gives a hotel chain the ability to adjust their services, enabling a more suitable approach to different target consumers. Having a larger number of hotel brands allows Marriott International to better cater to the needs of their client base meaning a higher likelihood of being able to respond to the culture differences of their many locations. Whereas, while Hilton do have access to a large number of brands and locations, they are seemingly at a disadvantage compared to Marriott International.   
[bookmark: _Toc794344266]2.4 Growth Potential
Hilton and Marriott both announced 3-year growth plans at the beginning of the 2019, the plans similarly aimed to see a 1-3% growth in the revenue generated per available room (RevPAR). These plans were interrupted by the arrival of COVID-19 in 2020, as expected COVID-19 also saw a huge decrease in the RevPAR of both Hilton and Marriott (Fu, 2023). Although in 2021, the global RevPAR for Marriott International increased dramatically during the course of the year, reaching 81% of its 2019 level by the fourth quarter (Marriott, 2021). Additionally, the company increased the number of rooms by more than 86,000 globally in 2021, with a 3.9% increase in net rooms since year-end 2020 (Marriott, 2021).  In 2021, the company's adjusted earnings before interest, taxes, depreciation and amortisation (EBITDA) increased by almost a year to $2.3 billion, and its adjusted diluted earnings per share (EPS) came to $3.19, up from $0.18 in 2020 (Marriott, 2021). Similarly, Hilton's RevPAR climbed by 60.4% year over year, reaching 75% of its 2019 level by the fourth quarter (Hilton, 2021). Additionally, the company increased the number of rooms by more than 55,000 globally in 2021, with a 5.6% increase in net rooms since 2020 (Hilton, 2021). The company's diluted EPS came to $1.46 in 2021, up from $0.68 in 2020, while its adjusted EBITDA was $1.6 billion, up from $0.8 billion (Hilton, 2021). The increase in RevPAR and the number of rooms available for both Marriott International and Hilton shows huge growth potential. Both chains showed promising increases in EPS, this shows an increase in the organisations’ profitability post pandemic which increases the chances of being a target for investors. The increase in EBITDA suggests that post pandemic, Hilton and Marriott International will have a strong ability to make a consistent profit. Both Hilton and Marriott International show good potential for growth.  
[bookmark: _Toc431536832]

2.5 Financial Commitment to CSR 
Both Marriott and Hilton are devoted to corporate social responsibility (CSR) and have set high standards for generating beneficial effects on the environment and society throughout their business operations, supplier chains, and local communities. The sustainability and social impact platforms of Marriott's Serve 360: Doing Good in Every Direction and Hilton's Travel with Purpose both support the Sustainable Development Goals (SDGs) of the United Nations. Both Hilton and Marriott International report a reduction in carbon emission, water intensity and waste intensity based on a 2008 baseline (Bethesda, 2020) (Hilton, 2021). The Hilton’s ESG report 2021 suggests Hilton will be investing $1 billion over a ten-year period to promote sustainable tourism (Hilton, 2021). Whereas Marriott International has pledged $50 million to be spent over the course of five years to provide financial and other incentives to qualified historically disadvantaged business owners and franchisees who will hold a controlling equity stake in a number of branded initiatives (Bethesda, 2021). Both Hilton and Marriott International have offered $3 million to help with COVID-19 relief operations in 2020 and 2021 (Bethesda, 2021), (Hilton, 2021). Similarly, both organisations have committed to partnering with the UNCF to award $1 million in scholarships to diverse hospitality students and $300 million of its revolving credit facility to qualifying green initiatives (Bethesda, 2021), (Hilton, 2021). Both Hilton and Marriott International have similar approaches to their financial commitment to CSR, which are highly respected approaches in the corporate world, winning them both multiple awards such as being recognised by Ethisphere as one of the World's Most Ethical Companies. 
[bookmark: _Toc1137770524]
2.6 Other Considerations
In 2021, Hilton Worldwide employed 142,000 workers across its corporate offices, owned, managed, and licenced properties. More people worked at the hotel company than for Marriot International, which employed 121,000 people in total in 2020. (Lock, 2022). This is interesting to consider as Marriott International consists of a larger number of properties compared to Hilton. It can be implied that Hilton allocates more money into employment opportunities compared to Marriott International, perhaps this limits their budget when it comes to expanding hence why Marriott International has a larger portfolio. However, the information from this source compares the staffing from two different years, 2020 was the year of COVID-19 and the year where the hospitality industry took a huge financial hit. There was a lower demand for the hospitality industry which could suggest a reason for the reduced number of staff employed at Marriott International, compared to the number employed by Hilton in 2021, the year where hospitality began moving back to the previous norms. 



[bookmark: _Toc1581550938]3.0 Recommendations 
Through outsourcing, Hilton has the potential to expand its business by increasing the number of properties and brands under its portfolio without significant capital investment. By delegating work that is not essential to their firm and concentrating on their competitive advantages, Hilton will have the opportunity to grow at a more rapid pace. They would also be able to reduce labour expenses by contracting out certain tasks to businesses that can offer less expensive and more effective services. Outsourcing also means that Hilton could gain access to specialised capabilities by contracting out work that needs knowledge or equipment that Hilton might not have on staff, providing advantages that Hilton and many others in the industry may not currently have access to. However, outsourcing also means Hilton would have less control over the performance of outside suppliers and the quality and standards of the tasks that are outsourced. If the tasks are not completed well or in accordance with Hilton's beliefs and standards, the quality of customer service and the brand's reputation may be compromised. It also exposes Hilton to a higher likelihood of facing legal problems if the contracted work entails adherence to laws or agreements that Hilton is accountable for. 
Marriott International already has some of the furthest reaches and larger number of brands compared to many of the hotel chains suggesting outsourcing may not be worth the risk for them. Marriott International seems to have a loyal, active client base as can be seen from the way they bounced back post pandemic restrictions, therefore the best way to improve the business would be to work on keeping this client base intact by maintaining health and safety standards while adjusting to the shifting demands and expectations of the client. The pandemic led to a rapid digitalisation of life, which should become a main point of focus for Marriott International moving forward as it was a celebrated aspect coming out of the pandemic. By providing more individualised services, hassle-free check-in and check-out procedures, mobile app features, and contactless payment alternatives, Marriott International would be able to improve its digital capabilities and client experience. Marriott International may also improve pricing and revenue management by using data and analytics to better understand consumer preferences and behaviour. However, not everyone has access to or understands how to use technology so if Marriott International were to go digital then it would be limiting to certain demographics of consumers.  
[bookmark: _Toc147314161][bookmark: _GoBack]4.0 Conclusion 
Hilton and Marriott International are both very well-known names in the hospitality industry, both with secure foundations which allowed them to overcome the losses incurred during the COVID-19 pandemic of 2020. Hilton and Marriott International have a very similar way of managing their finances which could suggest why they are still big names in the industry, having been founded in 1919 and 1927, respectively. However, Marriott International comes out on top having a more established portfolio, with a larger number of brands and properties to its name, which has attributed to outcompeting Hilton in terms of total revenue. Although, if Hilton were to take the right steps moving forward it could reach the same values of financial success that is currently being enjoyed by Marriott International. However, both chains are equal in relation to financial commitment to CSR and, potential for growth and improvement, but growth is likely to be more drastic for Hilton.  
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Figure 2: A graph to show the total reverme (S billion) generated by Hilton and Marriott International from 2019 - 2021
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