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[bookmark: _Toc126680702]Introduction
Marriot International and Hilton are two of the biggest names in the hotel business worldwide. Both organizations are well established in both mature and developing areas, and they show great promise for future expansion. It is the purpose of this report to evaluate the two firms with respect to their financial management, market standing, total revenue, growth potential, and financial commitment to corporate social responsibility. The purpose of this analysis is to shed light on both firms' strengths and limitations, as well as the chances available for development and expansion. A section of the report will be dedicated to offering suggestions for improvement for each organization.
[bookmark: _Toc126680703]Business Overview
There are few bigger names in the hotel business than Marriott International and Hilton. Both companies have been around for decades, providing valuable service to their respective communities.
Since its inception in 1927, Marriott International has grown into a global leader in the hospitality industry. The corporation has a presence in over 130 different countries and runs over 30 different hotel brands (Simões, 2021). In order to lessen its impact on the environment and help the communities where it works, Marriott runs a program called "Spirit to preserve."
[image: About Marriott International | Corporate Information]
Figure 1: Marriot International’s Global Programs (Marriot, 2018)
The Hilton Hotel Chain was established in 1919 and has since grown to become a global leader in the hospitality industry. The corporation has a footprint in more than a hundred different nations, and its 17 hotel brands include Hilton Hotels & Resorts, DoubleTree by Hilton, and Embassy Suites by Hilton (O'Neill and Mattila, 2010). Hilton is dedicated to sustainability and runs a program called "Travel with Purpose" that helps to lessen the company's negative effects on the environment and give back to the communities where its hotels are located (Martĺnez-Rs and Orfila-Sintes, 2019).
The future seems bright for both Marriott and Hilton. Over the next three years, Marriott expects to add more than 1,700 hotels to its portfolio, while Hilton has said it would do the same over the following five years, adding more than 1,000 hotels (Huckestein and Duboff, 2019). Both companies recognize that expansion in developing countries and other strategic locations is essential to their long-term success.
Overall, the global hospitality business has two strong and enduring companies in Marriott International and Hilton. Both companies have a long tradition of providing excellent service to their clients and are dedicated to environmental and social responsibility (Scarantino, 2018). Both companies have a solid foundation for future expansion and are set up to be major forces in the market's further prosperity.
[bookmark: _Toc126680704]Financial Management 
[bookmark: _Toc126680705]Management of Marriott International's Finances
Marriott International is an established and prosperous participant in the worldwide hotel business, with a strong emphasis on financial management. The company's approach to financial management is defined by its dedication to increasing shareholder value, minimizing expenses, and improving operations (Nyangwe and Buhalis, 2018).
Marriott has regularly posted solid financial performance and a solid balance sheet. The corporation has access to considerable sources of funds, which it utilizes to finance its expansion and investment activities. Additionally, Marriott has undertaken a number of cost-cutting measures, such as centralizing procurement and enhancing operational efficiency, which have contributed to a decrease in expenses and an increase in profitability (Jones et al., 2014).
Marriott is dedicated to enhancing shareholder value and has a history of providing shareholders with consistent and predictable returns. The firm has a robust dividend policy and has continuously paid dividends to its shareholders, which has contributed to the company's reputation and ability to attract new investors (Wei, 2018).
Overall, Marriott's approach to financial management is defined by its dedication to enhancing shareholder value, minimizing expenses, and improving operations. Strong financial performance and a dedication to cost-saving strategies have helped position the organization for future development and success.
[bookmark: _Toc126680706]Management of Hilton’s Finances
Hilton's method of managing its finances is distinguished by its dedication to both expansion and innovation while maintaining a keen eye on expenses (Applegate et al., 2018). Throughout its history, the firm has shown that it can reliably manage its financial resources and produce profitable outcomes.
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Figure 2: Hiltons HQ (The business journal, 2020)
Revenue maximization and expense reduction are at the core of Hilton's approach to financial management. Several measures, such as outsourcing non-core operations and increasing operational efficiency, have been adopted to help the organization save money. Hilton has also put money into digital innovation and technology to better serve guests and streamline operations (Gil and Agudo, 2022).
Hilton's broad and varied property portfolio, as well as its robust presence in both established and new areas, position the company well for future expansion. The firm has a healthy pipeline of new properties and is always on the lookout for fresh expansion prospects (Al Shamsi et al., 2019). Hilton is dedicated to growing its global footprint and has formed strategic alliances with local hotel operators to strengthen its position in emerging regions.
[bookmark: _Toc126680707]Market Position
Marriott International and Hilton are both well-established and prosperous participants in the international hospitality business. Nevertheless, their market positions differ in terms of size, geographical reach, and brand awareness.
In 2022, Marriott International will have over 7,500 hotels and over 1.4 million rooms, making it the biggest hotel chain in the world. The corporation operates in more than 130 countries and has a significant presence in important areas like the United States, Europe, and Asia (Gil and Agudo, 2022). Marriott is largely considered as the hotel industry's market leader and has significant brand awareness.
Hilton is the second-largest hotel chain in the world, with more than 6,000 facilities and more than 915,000 rooms. The corporation operates in over one hundred countries and has a significant presence in important areas such as the United States, Europe, and Asia. Hilton has a high level of brand awareness and is largely considered as one of the hospitality industry's most prominent companies (Huckestein and Duboff, 2019).
Both Marriott and Hilton have solid market positions and are poised for expansion in the future. Marriott has a bigger footprint in terms of hotels and rooms, but Hilton has a broader geographic reach. Both companies are focused on growing their presence in crucial and developing areas, which will fuel their development in the future.
[bookmark: _Toc126680708]Total Revenue
Both Marriott International and Hilton are major participants in the hotel sector worldwide and have posted solid financial successes over many years. Although their overall revenues are comparable in size, their rates of growth are not.
For the twelve months ended September30, 2022, Marriott reported £19.296B in sales, a 66.59 percent increase over the previous year. For 2021, Marriott reported yearly sales of £13.857B, up 31.09% from the previous year. For 2020, Marriott reported yearly sales of £10.571B, down 49.59 percent from 2019 (Marriot, 2023). Marriott has maintained a healthy cash reserve and kept investing in growth projects despite the pandemic's effects.
There was a year-over-year growth of 68.63% in revenue to £8.165B for Hilton Worldwide Holdings in the twelve months ended September30, 2022. In 2021, Hilton Worldwide Holdings' yearly sales was £5.788B, up 34.39 percent from the previous year. A 54.43% drop from 2019's levels, Hilton Worldwide Holdings' 2020 yearly revenue of £4.307B was not good news (Macrotrends, 2022). Hilton has also maintained its investment in expansion projects while implementing a number of cost-cutting measures to boost profitability.
Both Marriott and Hilton have persisted in their efforts to expand and increase shareholder value despite the COVID-19 pandemic's disruptions to business (Thomson, 2010). Both companies are in a healthy financial position and set up for future expansion.
Despite the differences in overall revenue size and growth tendencies between Marriott International and Hilton, both have routinely recorded solid financial outcomes. Hilton's annual percentage increase is somewhat higher than Marriott's, although Marriott has more overall revenue. Both companies have solid foundations for future expansion and are set to be major forces in the market's continued prosperity.
[bookmark: _Toc126680709]Growth Potential
Future development potential is substantial for both Marriott International and Hilton, who are both well-established and successful participants in the global hospitality business. In terms of size, geographic reach, and market prospects, however, their growth potential varies (Zhang et al., 2012).
Marriott International has a significant presence in both established and growing regions, and is well-positioned for future development. Marriott has great brand awareness and is usually considered as the hotel industry's market leader. The firm has an extensive pipeline of new properties and is intent on increasing its footprint in critical and developing countries (Jones et al., 2014).
Hilton has a focus on expanding its reach in new markets and has established partnerships with local hotel operators to increase its presence in these markets. The company is also exploring new business models, such as extended-stay and select-service hotels, to drive growth and improve its competitiveness (Hormby et al., 2020).
Both Marriott International and Hilton have substantial future development potential. Marriott has a greater presence in critical and growing areas, but Hilton has a somewhat broader global reach. Both firms are well-positioned for future development and set to continue to drive industry success.
[bookmark: _Toc126680710]Financial Commitment to CSR
Both Marriott International and Hilton have a long history of engaging in activities with a beneficial effect on the communities they serve as part of their corporate social responsibility (CSR) efforts. Nevertheless, their financial commitments to CSR vary in size, target areas, and effect.
Marriott International has engaged in a variety of programs that have a beneficial effect on the communities it serves as part of its commitment to corporate social responsibility. The corporation has invested in projects that promote sustainability, diversity and inclusion, and human rights due to its emphasis on these principles (Wernick and Von Glinow, 2012). Additionally, Marriott has partnered with a number of organizations that promote similar programs.
Hilton has a strong commitment to corporate social responsibility (CSR) and is committed to making a positive impact on the communities in which it operates. Hilton is also committed to promoting human rights and has established a comprehensive human rights policy that guides its business practices (Deng, 2022).
Marriott International and Hilton have made substantial investments in CSR efforts that have a beneficial influence on the communities they serve. Marriott places a somewhat more emphasis on sustainability and diversity and inclusion than Hilton does on human rights. Both organizations are dedicated to fostering good change and are set to continue driving industry success.
[bookmark: _Toc126680711]Recommendations
Opportunities for Growth: Marriott International has a strong presence in important and growing areas and a robust pipeline of future properties. Focusing on extending its presence in these regions and using its excellent brand awareness to drive expansion should be the company's primary objectives. To increase its presence in new areas, Marriott might explore purchasing smaller hotel chains or forming partnerships with local hotel owners (Nyangwe and Buhalis, 2018). Additionally, the organization should consider investing in technology and digital innovation in order to enhance the visitor experience and boost efficiency.
Potential for Outsourcing: Hilton has a big and diversified collection of properties, and it is imperative that the firm maintain strong operating standards throughout the property. Hilton could explore outsourcing non-core activities like food and beverage, cleaning, and maintenance in order to improve efficiency and minimize expenses (Scarantino, 2018). By outsourcing these activities, Hilton is able to concentrate on its core competencies and enhance the customer experience. Additionally, the corporation should explore forming strategic alliances with technology firms to boost operational efficiency and enhance the visitor experience.
[bookmark: _Toc126680712]Conclusion
Overall, Marriott International and Hilton are thriving hospitality companies. Both brands are well-known and committed to CSR. Financial performance, growth potential, and financial management vary. Hilton has a somewhat greater geographic reach, but Marriott International is stronger in major and growing regions. Hilton prioritizes human rights, whereas Marriott prioritizes diversity and sustainability. The analysis examined Marriott International and Hilton's market position, revenue, growth prospects, and CSR funding. Marriott International should invest in technology and digital innovation and grow into critical and developing regions. Hilton could outsource non-core services to decrease expenses and cooperate with technology businesses to boost operational efficiency and guest experience.
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