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Executive summary
The report outlined the ideology and importance of financial management in organisational sustainability and growth in the competitive marketplace. Financial management is playing a vital role in creating a concrete capital design process for the business workforce. Throughout this report-based interpretation, the two major factors such as "growth potential" and "market position" for Hilton and Marriott International have been illustrated. The market position of each hotel allows identifying the chosen marketing strategy, target market and pricing strategy. The market positioning of both hotels has been mentioned in this writing along with the overall market share. The second section of this report focuses on the growth potential of these hospitality organisations. Both of these hotels are expecting an increase in market share and sales in the coming years, and both have the plan to expand their business. As per the overall discussion, one effective recommendation has been provided to each hotel for future improvement. 
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[bookmark: _8934zx4kvuse][bookmark: _Toc134457476]Introduction
As postulated by Shim, (2022), financial management in the contemporary business world indicates a significant process for planning, scheduling, implementing, controlling, and interpreting financial activities. The piem purpose of using the ideations and protocols of financial management in the hotel industry is to create a concrete design of funding for achieving the strategic goals of the business. A concrete financial management concept provides insights to create a critical financial decision and reduce the financial costs in a perfect way for up scaling the hotel industry’s overall growth. The present study is going to articulate how the industry standard practices are integrated with the consideration of financial management for upgrading the growth and sustainability of the hotel industry.      
[bookmark: _m9dv3npluokx][bookmark: _Toc134457477]Comparison between approaches to financial management while considering the areas.
[bookmark: _52oupbq3kyii][bookmark: _Toc134457478]Market Position
Hilton
Hilton is recognised as a global hospitality brand with an acquisition of 19 brands across 122 territories and countries and 7,215 properties across the world. The company has been able to upgrade its market share across the global marketplace with a brand valuation of US$12 billion. Around 58% of the valuation is possessed by Hilton as this hotel industry is offerings n exclusive level of services and facilities for their guests. As of 2022, this hotel chain has been able to retain its market position as “first” according to the empirical data analysis of “Brand Finance Hotels 2022” (brandfinance.com, 2022). The statistical survey report has revealed that around 21% of hotel users across the United Kingdom have already experienced the exclusive services of Hilton. It indicates that nearly 90% of the customers have heard about Hilton while 23% of them have experienced Hilton’s services (statista.com, 2022a). 
On the other hand, the company is using the “Premium Pricing Strategy” through which Hilton offers a high-level pricing protocol for their exclusive services and facilities. With the help of this pricing protocol, the company has been able to provide different exclusive facilities such as “Hilton Honor App-based Pre-booking”, “Customer Loyalty Point-based Booking”, “Digital Key Concept”, and “Frictionless Travel”. In addition, this hotel chain has been able to recognise itself as a most popular brand across the United Kingdom as of the fourth quarter of 2022 by around 52% of the survey respondents (statista.com, 2022b). 
- Target customer group
1) Demographic customers: The age bracket of Hilton is coming from 24-60 years with zero discrimination against gender status and sexual orientation. Therefore, this hotel chain welcomes male, female, and LGBTQ+ communities also to improve their customer base.  
2) Geographic customers: This kind of customer base is coming from 122 countries including the United Kingdom. 
3) Psychographic customers: Generally, the key customers of Hilton are coming from senior and middle-aged working individuals with a high-earning group. Besides, the upper social class community and quality-addicted travel lovers are the key consumers of Hilton Hotel.  
- Market Positioning Map
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Figure 1: Positioning map 
(Source: Developed by the author)
According to the statistical prediction, Hilton’s global market capital is entitled to around $38.26 billion through which the company will be going to recognise as the 455th valuable enterprise across the globe (companiesmarketcap.com, 2023). Through the gradual consideration of the “Neuro-marketing” approach, Hilton has been able to provide unique promotional campaigns to promote their offered unique services and improve the overall sales intensity.     
Marriott International 
In the financial year 2022, the market share of Marriott International is 23.40% and the organisation is also globally known for its outstanding customer service. The strong revenue of the firm has helped the firm to improve its market share and hold a strong position in the market among its competitors. Marriott International follows a competitive pricing strategy that allows the firm to choose the right pricing strategy as per the competition so that the firm can hold a strong position in the market. The marketing campaign of Marriott International showcases the care, comfort, and richness of all the luxurious hotel chains of the firm. The market cap of Marriott International is $54.52 billion which makes the hotel chains of this form world's 297th most valuable company, (companiesmarketcap.com, 2023). This shows the total market value of publicly traded firms along with the overall share of the company which is commonly used for measuring the overall worth of the company. 
-Target customer group 
1) Demographic customers: As per demographic segmentation the target customers of Marriott International are high-income persons & businessmen, families, employees working in foreign countries and travellers. Male, female and LGBTQ+ people are the target customers of Marriott International. 
2) Geographic customers: People from 138 countries are the geographic target customers of Marriott International. 
-Market positioning 
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Figure 2: Positioning map of Marriott International
(Source: Developed by the author)
[bookmark: _yzd7jhgwgh7r][bookmark: _Toc134457479]Growth Potential
Hilton
As stated by Brooks et al., (2020, p. 55), growth potential refers to the future ability of a company to generate more profit, increase production and expand the workforce. As per the reports Hilton Hotel expects to generate a 5% net unit growth from 2021 and the massive capacity of the company assists it to capture more demands of the customers to attract more customers towards the hotels. Currently, Hilton Hotel is yet to return to the post-pandemic rates of expanding its empire. The firm has added 17,700 rooms to the systems in the quarter and during the time of fourth quarter; the hotel operator has developed 24,400 new rooms and added a total of 48,300 rooms in the portfolio for the overall year 2022 that contributes to the 4.7% of net unit growth to the company. The chief executive officer of Hilton Hotels all over the world has claimed that the company with a record pipeline for more than 416,000 rooms expects a net unit growth of 5 to 5.5% in the year, (hilton.com, 2023) Along with this the firm also expects to remain confident in their ability to return 6-7% net unit growth during a couple of coming years. Hilton Hotel is also exposed to U.S which allows the firm to expect a recovery from the financial loss of Covid-19 and attract more customers. The hotel chains of Marriott International follow elegant as well as approachable positioning in different countries that help the brand bridge the gap between full-service hotel brands and super luxury brands at the same time. 
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Figure 3: Growth Strategy of Hilton Hotel 
(Source: nasdaq.com, 2023)
Hilton Hotel is currently witnessing the increasing revenue of the company hence it becomes easier for the company to add new hotels in different places as all the existing hotels are doing well. The responsibility of the firm has also increased as after becoming a global franchisor of its brand Hilton Hotel needs to focus more on its marketing and advertising. The loyalty program and marketing blitz of Hilton Hotel has helped the company to enhance strong customer demand due to which the firm is also expecting a growth of its sales and demand. Hence, the firm has focused on increasing the pipeline of its new hotels so that customers can easily access the hotels. The adopted growth strategy for Hilton Hotel is Travel with Purpose which redefines and advances the sustainable travel approach of the firm globally. As a part of this strategy, the firm is also expecting to increase its social impact in the future by significantly decreasing the environmental footprint by 2030, (esg.hilton.com, 2023). 
Marriott International 
Marriott's pipeline has also developed around 502,000 rooms which refer to up to 2.6% from the year-ago quarter end. The counted conversion activity also accounted for 29% of Marriott International of the signed rooms and 25% of the open rooms in the quarter. Therefore, the firm expects growth of 4 to 4.5% for the overall financial year of 2023, (marriott.gcs-web.com, 2023). Marriott International is also planning for opening more than thirty luxury properties in the upcoming years worldwide. The firm already has more than 420 resorts and hotels in more than 65 countries. The organisation is also expecting the launch of the brand in Morocco along with the planned opening of the Ritz-Carlton Rabat, (marriott.com, 2023). The firm also went through collaboration with boutique hospitality innovator, Ian Schranger and the lifestyle brand and expects to develop hotels in Tokyo. The annual revenue of Marriott International was $20.773 billion in 2022 which is an increase of 49.91% from the previous year 2021, (statista.com, 2023). Hence, it can be said that the firm by improving the quality of its service and customer experience overcame the financial loss of the global pandemic Covid-19. Additionally, this increasing annual revenue also leads the firm to expand the business in more territories for more brand recognition. Therefore, currently Marriott International aims to enhance the customer experience by delivering exceptional guest experiences in all locations and all channels. Hence, it can be said that the increasing revenue of the firm is the major strength for the company to new room growth and expenditure of the business in new locations. 
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Figure 4: Increasing annual revenue of Marriott International 
(Source: statista.com, 2023)
[bookmark: _2wlr7h61hdlh][bookmark: _Toc134457480]Decide and rationalise recommendations for each chosen organisation.
Hilton
As per the above analysis, it can be recommended that Hilton Hotel can shift from vertically integrated hospitality and manage its property properly to majorly focusing on hospitality. Hence, it can be said that there are various growth opportunities for Hilton Hotels as the company has a large number of physical hotel properties such as hotels and resorts. Hilton Hotels has more than 584 hotels across six continents hence there is a huge opportunity for the organisation to improve their quality of service and expand the business in more areas for increasing growth opportunities. The revenue of Hilton Hotels is also increasing which is a major growth indicator for the firm which can lead the organisation to add more new hotels in different areas. The funds can be also used for marketing and advertising outstanding customer-oriented services. For instance, the benefits of incentivising guests to direct booking and other loyalty programs of the company can be shared with the guests by using effective advertising and marketing strategies. The above discussion also indicates that currently, the financial model for the firm ensures the future growth of the company hence the firm can focus on collecting management or franchise fees for opening more hotels. 
Marriott International 
As per the overall discussion it can be recommended to Marriott International that it can focus more on outsourcing the marketing activities of the business. In the current situation, different new marketing approaches are frequently introduced in the market. Hence, Marriott International has the potential to outsource some of the marketing activities for seeing the results. As per the above discussion, it has been identified that there are different new and innovative hotels and resorts of Marriott opening in the coming years. Hence, using an innovative marketing strategy can allow the organisation to reach its potential customers easily and meet their desired goals and objectives. Along with this Marriott International can also outsource the catering and restaurant operations of the business. Along with this Marriott International can also outsource the services of room service, housekeeping, laundry, kitchen security and maintenance. This can allow the firm to provide a better experience to the customers and provide a great hotel experience. This can benefit the hotel financially by increasing sales along with improving the brand image of the firm. Hence, it can be said that the outsourcing potential for Marriott International can allow the firm to enhance customer experience and expand the business in more locations. 
[bookmark: _9u3g8yn3kkys][bookmark: _Toc134457481]Conclusion
Thus, it can be concluded that the present report focuses on two hospitality organisations which are Marriott International and Hilton Hotels. The business report focuses on the financial management of both companies in two different areas of market position and growth potential. The market position focuses on the marketing and pricing strategies of the two hotels that allow the companies to reach their target customers. Along with this, the growth potential for each organisation focuses on the expectations of these companies for upcoming years. As per the overall discussion, one recommendation has been provided to each company for improving its financial performance. 
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