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[bookmark: _Toc134393063]Introduction
The report aims to compare and contrast the financial management approaches of Marriott International and Hilton Hotels. For this, firstly it will state, analyse and compare the revenue of both hotels. Consecutively, it will analyse and compare the market position, growth potential, and financial commitment to CSR of both hotels. For market position, it will analyse the market share and market positioning of each hotel. Then, it will discuss the market size and growth rate to show growth opportunities and will analyse the performance of each hotel to demonstrate their future profitability growth. Finally, the report will provide one recommendation for each hotel that they can follow to optimise their growth opportunities. 


[bookmark: _Toc134393064]Comparing Approach to Financial Management
Financial management refers to the process of planning, organising, directing, and controlling the financial operations of a company such as using funds to ensure the effective utilisation of the company’s resources (Andrews, 2020, p.101). However, the approaches to the financial management of Marriott International and Hilton are compared and analysed below:
[bookmark: _Toc134393065]Total Revenue
[bookmark: _Toc134393066]Marriott International
The revenue of the hotel in 2022 was $20.77 billion  (Statista, 2023b).  However, in 2020 and 2021 the revenue was low because of COVID-19 and the revenue consecutively was $10.57 billion and $13.86 billion. The following graph shows the revenue of the hotel over the years. 
[image: ]
Figure 1: Global Revenue of Marriott International from the year 1999 to 2022 (Source: Statista, 2023b)


[bookmark: _Toc134393067]Hilton 
Hilton generated revenue of $8.77 billion globally in 2022 and 2021 it was $5.79 billion (Statista, 2023a). However, due to COVID-19, the company’s revenue suffered significantly. The following graph is showing the revenue of the hotel over the years.
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Figure 2: Total Revenue of Hilton Hotel from the year 2013 to 2023 (Source: CompaniesMarketcap, 2023)
[bookmark: _Toc134393068]Comparison 
Marriott International generated more revenue on average every year than Hilton Hotels. But both companies had negatively been impacted by COVID-19 as their revenue dropped significantly. The revenue of Marriott hit $10.57 billion in 2020 and Hilton hit $4.31 billion. But both of the companies were able to come back after the COVID-19. To boost sales after the pandemic, both companies have focused to offer digital services to their customers such as contactless check-in, check-out, virtual assistance, and contactless payment services. Besides, the gradual withdrawal of the lockdown contributed to their revenue increment. However, as demand for hotels is increasing in 2023 due to an increment in tourism, both companies have increased their size by increasing room numbers and hotel branches. 


[bookmark: _Toc134393069]Market Position
The current market share of Marriott Hotel is 18.92% in terms of revenue which puts the hotel company in the top position. Conversely (CSI Market, 2023b).  Hilton Hotel has a market share of 8.85% (CSI Market, 2023a). In terms of market share Hilton’s position is lower than that of Marriott hotel. Thus, based on the market share of the two hotel chains, it can be said that consumers prefer Marriott Hotel’s service over Hilton’s hotel because market share is simply the preference of customers for a brand over other brands and it is indicating a strong position of Marriott hotel. 
Marriott Hotel has positioned itself in the market based on benefits and affordability (Shykina, 2019, p.18). It means Marriott Hotel provides a wide range of benefits at an affordable price to the customers and thus it has gained a strong position in the market. Also, the hotel is known for providing affordable luxury to the customers and thus most customers associate this hotel with luxury. Aligning with its market positioning, Marriott Hotel has introduced several upgrades to its services. For example, Marriott Hotel has planned to launch a ‘basic’ hotel brand which will consist of basic service and features for customers who wish for staying long in hotels. This aligns with positioning which is offering affordable luxury (Schlappig, 2023).
Similar to Marriott Hotel, Hilton offers a wide range of hotel services under different brand names to its customers such as luxury, lifestyle, full service, and so on. Thus, Hilton Hotels has chosen segment market positioning as different services are provided to different target customers. However, Marriott is focused to provide affordable luxury experiences to its target customers whereas Hilton Hotels has become an umbrella to serve different target customers. Thus, Hilton Hotels is focused to serve a wide range of customers. For example, apart from Marriott Hotel, Hilton Hotel has announced the opening of 10 new hotels across its five brands (Hilton, 2023). However, it can be said that both hotels have a strong position in the market.
[bookmark: _Toc134393070]Growth Potential
The growth potential of each of the hotels depends on both internal and external factors such as market growth rate and size, company performance, and the hotel’s ability to utilize resources for ensuring growth (Eiteman, Stonehill and Moffett, 2020, p.303). Thus, the growth potential of both hotels is discussed below.
[bookmark: _Toc134393071]Market Growth Rate and Size
The market growth rate of the hotel industry in the UK is a CAGR of 1.59% and the market size is $21.07 billion (Statista, 2022).  The market growth rate is low but positive which shows there is still room for growth for both of the hotel chains. Also, the market size in the UK is lucrative enough for the two hotel brands to achieve further growth. Although the UK hotel market growth rate is low, the global hotel market is very attractive. The global hotel market size is $192.5 billion and the growth rate is 16.7% (Million Insights ,2022).  Thus, it can be said that both hotels have high growth potential outside UK countries rather than expanding operations in the UK. For example, Marriott International has announced to expand its services in China by opening 47 new hotels (Marriott International, 2023). Similarly, Hilton opened more than 355 new hotels in 2022 and approved the development of further 24,400 new rooms. Thus, it can be said both hotels have taken initiatives to utilise the global growth opportunities and both have high growth potential.
[bookmark: _Toc134393072]Hotels’ Performance
· Earnings Per Share: The current EPS of Marriott Hotel is $2.09 whereas Hilton Hotel’s EPS is $1.24 (Trading Economics, 2023). Marriott Hotel’s EPS is higher than that of Hilton which indicates it has a higher profitability chance in the future.
· Price to Earnings Ratio: The P/E ratio of Marriott Hotel is $24.67 (Charts, 2023b). Hilton Hotel’s P/E ratio is $32.18 (Charts, 2023a). It can be seen that the P/E ratio of Hilton Hotels is higher by around $8 than Marriott Hotels. It means investors are willing to pay more for $1 of earnings from owning the shares of Hilton than that of Marriott Hotel (Johnson and Melicher, 2017, p.147). Thus, it indicates that Hilton Hotel has higher growth potential than Marriott Hotel.



[bookmark: _Toc134393073]Financial Commitment to CSR
[bookmark: _Toc134393074]Marriott International Hotel
In 2018, Marriott Hotel launched a ‘Serve 360’ plan to align its corporate social responsibilities (CSR) activities with its global goals. Also, the plan laid out activities that will ensure the achievement of SDGs. According to Marriott International (2022), the hotel chain has set a goal of investing $35 million to enhance the skills and knowledge of diverse, risky, and unprivileged communities regarding hospitality. Since 2016, the hotel chain has been able to invest more than $11.8 million in skill development argued by the author. The report further pointed out that it has also targeted to invest $500,000 in the tourism sector that promotes tourism and travel and since 2016 Marriott has invested $150,000. These two goals are identified as sustainability and social impact goals which are a part of the hotel’s CSR activity. Apart from these, Marriott invested in carbon reduction, waste reduction, and volunteering activities during COVID-19.
[bookmark: _Toc134393075]Hilton Hotel
Since 2014 the hotel has invested $3 million to provide financial support to more than 3,600 team members who had suffered from disasters, crises, and personal challenges (Hilton, 2022). Also, to support local suppliers, the hotel has sourced materials worth $3.6 million. Moreover, the hotel brand had invested in organisations that contribute to the sustainable development of tourist destinations and the amount was $125,000.
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It can be noticed that both companies have financially invested in CSR activities for sustainable and local community development. Also, they have invested to achieve gender equality, reducing carbon emissions and waste, and creating a sustainable ecosystem. But due to less amount of revenue compared to Marriott International, Hilton has invested less in CSR activities than Marriot which is justifiable. 


[bookmark: _Toc134393077]Recommendations
[bookmark: _Toc134393078]Marriot International
[bookmark: _Toc134393079]Suggestion
Based on the above analysis, it can be said that there is room for improvements for Marriott International to achieve further growth. Thus, to utilise the opportunities it is recommended that Marriott International should expand its operation more in growth markets and focus on the expansion of its premium or luxury category hotel brands. 
[bookmark: _Toc134393080]Justification
The recommended growth markets are India, China, the USA, Brazil, and countries that have high population growth rates. A high population growth rate means the target market for Marriott hotels will be large and thus the opportunity size for the hotel will be high. Besides, the rising GDP per capita of growth markets will influence the demand for premium services. For example, the GDP growth rate of India is 18.21 (Macro Trends, 2022).
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[bookmark: _Toc134393082]Suggestion
It is recommended that Hilton hotel should expand its services of luxury hotels. Hilton Hotel’s revenue is comparatively lower than that of Marriott International. However, the Hilton brand has positioning has been as an affordable hotel service provider but the revenue in this segment is lower. Thus, it is recommended that Hilton Hotel should increase its luxury chain brands.
[bookmark: _Toc134393083]Justification
The growth rate of the luxury hotel market is 10.41% and in the post-pandemic situation, the demand for luxury hotels has increased significantly (Fortune Business Insight, 2023). Thus, it can be said that operating the luxury hotel market will be highly profitable for Hilton Hotels. Besides, the pricing in luxury hotels is comparatively higher than that of affordable hotels. Hence, it will help to increase the revenue of Hilton Hotels and ultimately can surpass the revenue of Marriott International.


[bookmark: _Toc134393084]Conclusion
The report has chosen two hotels which are Marriott International and Hilton Hotel. It is found that the revenue of Marriott International is significantly higher than the revenue of Hilton Hotels. Although both of the hotels suffered during COVID-19, they have been able to recover sales after the pandemic due to the withdrawal of lockdown restrictions. Besides, Marriott has a higher market share than Hilton Hotels. But Marriott Hotel positioned itself as an affordable luxury brand whereas Hilton has followed segment positioning as it provides various services to various target customers. The market growth and size show significant opportunity for both hotels to exploit. Nevertheless, in EPS Marriott Hotel shows a high chance of profitability and in P/E ratio Hilton Hotel shows high future growth. Moreover, both of the hotels actively engaged in CSR activities and invested to support local communities, to promote sustainable development, and to reduce negative impacts on the environment. Finally, it is recommended to Marriott International that it should expand its operation in the growth markets such as China, India, USA, and Brazil. Similarly, it is recommended to Hilton Hotels that it should focus more on providing luxury hotel services.
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