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Introduction 
A successful business significantly depends on the financial management. Same in case of hotel sector, to become successful in the competitive market, financial management is very crucial to manage the whole system in a profitability manner. The main objective of this report is to compare the two leading and competitive hotel brands, Marriott and Hilton (Sampaio and Regio, 2022). Marriott International franchises, operates and licenses hotel, residential, hotel, and other lodging properties across the world. The company has numerous operational units in the US, Canada, and other international segments. It has operational properties in 138 countries under different 30 brands globally. The company was established in 1927 and based in Bethesda, Maryland (Finance, n.a). 
Hilton Worldwide Holdings Inc is a hospitality company to engage in franchising, owing, managing, and leasing the resorts and hotels. Different sectors of management and franchises is the main sectors of its operation and revenue generation. It operates in lifestyle hotels, service hotels, all suite-hotels, premium economy hotels, and luxury hotels globally. It was established in 1919 and is based in McLean, Virginia (finance, n.a,). 
Total Revenue
	Amount (in $ Millions)

	Revenue Growth
	Marriott
	Hilton

	
	FY 19
	FY 20
	FY 21
	FY 22
	FY 19
	FY 20
	FY 21
	FY 22

	Revenue
	20,972
	10,571 
	 13,857 
	20,773 
	9,452
	4,307 
	5,788 
	8,773 

	Growth in Revenue (%)
	 
	-49.6%
	31.1%
	49.9%
	 
	-54.4%
	34.4%
	51.6%



Hilton Worldwide Holdings Inx approximately generated 8.77B $ in revenue in the year 2022 with pan increase of 5.79B $ from the previous year. The total reduction in revenue was due to the Coronavirus pandemic and it also forced many of the Hilton Worldwide Holdings globally to shut down in order to control the spread of the corona virus infection (statista, 2023)
Hilton once again opened 108 new hotels in the fourth quarter of 2022, accommodated more than 17,700 hotel rooms to the Hilton’s system to achieve the expected unit growth of 15,100 rooms. The Hilton Holding also opened new 355 hotels with approximately 58,200 rooms and generated 48,300 unit growth of rooms (Brown et al., 2021). During the fourth quarter, Hilton also achieved its unit growth with opening of 60,000th room in Home2 Suites and 150,000th room under the project of DoubleTree by Hilton Brand. During fourth quarter, the company of Hilton also opened Waldorf Astoria Cancun and establishing its 200th hotel in the Latin American and Caribbean region (businesswire, 2023).
Marriott International generated 20.77B $ in 2022, 13.86B$ from the previous year. In 2020, the company revenue dropped by half in 2020 in advent of coronavirus pandemic. Marriott International in 2021 was the leading company of hotel worldwide as ranking ahead of the other competitive hotel chains such as MGM Resorts International, Hilton, and Caesars Entertainment etc. Marriott international holdings also accounted for over seven and half thousand hotels across the world in 2021 (statista, 2023a).
In the fourth quarter of 2022, the company of Hilton International Holding accommodated 145 properties of 22,589 rooms to its globally oriented 6900 converted rooms and 16,700 rooms in international market. 4,484 rooms were exited as eighteen properties were recreated in the fourth quarter of 2022 to generate more annual revenue at the last of the year. Marriott lodging system has a total of 8300 properties and 1,525,000 rooms in the Marriott Hotel Inc globally (prnewswire, 2023).
Market position 
	EPS %
	Hilton
	Marriott

	
	2021-12
	2022-12
	2021-12
	2022-12

	Year Over Year
	—
	210.27
	—
	116.77

	3-Year Average
	-16.41
	14.22
	-14.69
	23.97

	5-Year Average
	6.82
	3.31
	4.82
	14.93

	10-Year Average
	6.07
	17.9
	19.77
	15.46


In terms of compaction of the two companies mentioned in the above table it could be identified with the results that market position of Hilton on year over year basis is standing at 210.27 while on other hand the market position of Marriott is standing at 116.77. In perspective of 3-Year Average, the results in above table are showing that in 2021, the result was negative -16.41 in case of Hilton but in 2022 it was reached to positive average of 14.22 but in comparison to it, in case of Marriott it can see that the result was negative with -14.69 in 2021 but in 2022 it was reached to positive average of 23.97. In perspective of 5-Year Average, the results in above table are showing that in 2021, the result was 6.82 in case of Hilton but in 2022 it was declined to average of 3.31 but in comparison to it, in case of Marriott it can see that the result was 4.82 in 2021 but in 2022 it was increased to average of 14.93. In perspective of 10-Year Average, the results in above table are showing that in 2021, the result was 6.07 in case of Hilton but in 2022 it was increased to average of 17.9 but in comparison to it, in case of Marriott it can see that the result was 19.77 in 2021 but in 2022 it was declined to average of 15.46.
Marriott International resumes to robust market position as of 2022 than Hilton Hotel with the larger global market share and vast portfolio market share of 8.2% as compared to the 4.9% of the Hilton Hotel. In February 2022, according to STR, the hotel Marriott International Holdings had a larger market share of 8.2% than Hilton Holdings. This difference in the revenue and growth from previous years highlights the dominance in the global hospitality sector (Alvarez et al., 2021). 
The major contribution of Marriott market share is the comprehensive and extensive portfolio of the Hotel brands. In 2022, the hotel holdings of Marriott had 30 branches of hotels including all luxury properties of Ritz-Carlton and St. Regis, budget friendly package of Courtyard by Fairfield Inn & Suits. This diverse portfolio also allows Marriott to bring more wide range of potential customers to serve including travel needs and preferences to maintain the competitive advantage in the potential target market (Bianco, Zach and Singal, 2022). 
On the contrary, Hilton Hotel also has a smaller range of properties as of Marriott Hotel with 18 brands of 2022. Hilton also has several other luxury brands Waldorf Astoria and Conrad Hotels but it limits the ability to accommodate a broader range of potential customer segments (Dhirasasna and Sahin, 2021). .
	
	Hilton Hotel 
	Marriott 

	Calendar
	2021
	2022
	2021

	2022

	 Dividend Per Share
	–
	0.45
	–
	1.00

	 Trailing Dividend Yield %
	–
	0.36
	–
	0.67

	Buyback Yield %
	0.00
	3.20
	–
	2.62

	Total Yield %
	0.00
	3.56
	–
	3.29


In terms of consideration of the results presented in the above table it could be said that the dividend per share in case of Hilton Hotel was standing at value of 0.45 in 2022 but in terms of Marriott hotel the dividend per share was standing with value of 1.00. This is clear indication that more dividend per share has paid in case of Marriott in comparison to Hilton. In terms of Trailing Dividend Yield %, the results in the above table are showing that in 2022 the Hilton hotel has presented 0.36 while in case of Marriott, Trailing Dividend Yield % was standing at 0.67 in 2022 which is also more than Hilton. In terms of Buyback Yield %, the results in the above table are showing that in 2022 the Hilton hotel has presented 3.20 while in case of Marriott, Buyback Yield %, was standing at 3.29 in 2022 which is also less than Hilton. So over comparison with Total Yield % is showing that Yield % of Hilton was greater and more than Marriott because result of Hilton was 3.56 while the Total Yield % of Marriott was 3.29.
In the global market, Marriott International also contributes to the market leadership of 2022 including 140 countries with exclusive 7800 properties globally. On the contrary, Hilton Hotel also had a presence of 120 countries to approximately 6500 possessions across the world. The more vast the project and accommodation the more vesting customers and earned revenue more than the potential customers (Phalippou, 2020). 
Additionally, Marriott International procurement of Starwood Hotels in the year of 2016 also strengthened the market position of Marriott Holdings. This gaining of several well-known hotel brands under the cooperation of Marriott. Many other hotel holdings also included in the hotel brands as Sheraton, St.Regis, and Westin brands of hotels. Consequently, Marriott has become a brand portfolio to include more diverse hotel groups in its system and approach more customers to earn more profit and revenue (Babajee, Seetanah and Nunkoo, 2020).  
With regards to the financial management, in 2021, Marriott International also outpaced to challenge by the COVID-19 pandemic. In view of financial reports, Marriott International also earn a net income of 764$ M in 2021 than 202$M revenue of Hilton Holdings. It concludes that the business financial model is more resilient and efficient to weather and sustain economic loss and downfall (Penela, Estevão and Gregory, 2019). 
Growth Potential 
	
	Marriott
	Hilton 

	Revenue %
	2021-12
	2022-12
	2021-12
	2022-12

	Year Over Year
	31.09
	49.91
	34.39
	51.57

	3-Year Average
	-12.60
	-0.32
	-13.38
	-2.45

	5-Year Average
	-4.09
	-1.93
	-13.08
	-0.82

	Operating Income %
	2021-12
	2022-12
	2021-12
	2022-12

	Year Over Year
	400.85
	97.61
	—
	105.90

	3-Year Average
	-11.32
	21.48
	-10.78
	9.94

	5-Year Average
	0.05
	6.65
	-11.44
	8.82

	Net Income %
	2021-12
	2022-12
	2021-12
	2022-12

	Year Over Year
	—
	114.56
	—
	206.10

	3-Year Average
	-16.78
	22.81
	-18.74
	12.52

	5-Year Average
	7.10
	11.44
	3.33
	-0.06



In terms of comparing the performance of both companies mentioned in the above table, it is revealed that year on year revenue of Marriot is greater than Hilton as mentioned in table with revenue of 49.91 for Hilton and 51.57 for Marriot in 2022. In terms of operating income by year-on-year basis, the results are also higher in case of Marriott with 105.90 as comparison to Hilton with result of 97.61. in perspective of operating income on 3-Year Average it can see that Hilton in 2022 is showing higher value with 21.48 but in terms of 5-Year Average the Marriott is showing higher operating income of 8.82. In terms of Net income by year-on-year basis, the results are also higher in case of Marriott with 206.10 as comparison to Hilton with result of 114.56. in perspective of Net income on 3-Year Average it can see that Hilton in 2022 is showing higher value with 22.81 and in terms of 5-Year Average the Hilton is showing higher Net income of 11.44. so in this regard in terms of year on year basis the performance of Marriott is good but in terms of 3-Year Average and 5-Year Average basis, the performance of Hilton is good. 
Both hotels of Marriott and Hilton Holdings are of significant growth potential in the hospitality sector. Both have different strategic and significant plans of expansion of portfolio and increase the market share value in the current market of whole world (Jawabreh et al., 2022). The main objective of Marriott with respect to the growth potential is to add more than 295,000 rooms by the year of 2023  (Ghannadian and Vahlberg, 2022). There are more than 500 hotels representing 115000 rooms with latest and advance development with allocation of resources to establish the hotel branch in both established and emerging international markets globally. Different regions in Which Marriott also established its hotel brands are Europe, Pacific region of Asia, and Africa (Dhirasasna, Becken and Sahin, 2020). 
The luxury segment is the main and the largest contributor in the success and portfolio establishment of Marriott international Inc. Marriott International Inc also include several brands of Ritz-Carlton and St.Regis to accommodate in the additional properties to its luxury segments as it help Marriott to enter in the luxury segments to cater and provide service to the luxury travellers and increase the annual revenue streams. The hotel of Marriott also announced to open Dubai the Palm in the Arab Emirates, new Ritz-Carlton in the region of New York City and subsequently increase the annual revenue of the Marriott holdings across the world (Singh, 2022). 
The hotel Inc of Marriott also strategizing to expand its brand portfolio of stay brands to include different branded hotel companies of Element, Residence Inn, and TownePlace Suites across the globe. The company also announced in 2022 to establish and open its franchise of Element hotel in the country region of Australia along with Town place Suites possessions in the US (Phalippou, 2020). 
An ambitious growth of Hilton Hotel Inc also plan to open new hotels and franchises in the year of 2022 to 2025 with the planning to open at-least 2300 new hotels. There are approximately 310,000 rooms in the total properties of 1700 properties to locate in both established as well as emerging market globally (Tong-On, Siripipatthanakul and Phayaphrom, 2021). 
On the contrary, the growth areas of Hilton brand in the segment of lifestyle hotel. The company also announced the launch of new Tempo by the brand company of Hilton to appeal and attract potential travellers with prioritizing over wellness and sustainability approach of the company in earning revenue profit. The hotel of Hilton also planned to establish and open its additional properties in the recent years (Jeong et al., 2022). 
Hilton Holdings also emphasizing on the expansion of the portfolio of the luxury properties. Therea re several luxury brands of Conard Hotels and Resorts and Waldorf Astoria etc to add additional properties to its holdings to earn extra profit margin in the company Inc (Niemelm. 2019). 
Financial commitment to CSR 
Corporate Social Responsibility is the most important and crucial sector of both business as to make significant financial business model and strategic approaches to support and maintain their sustainability and social impact in the hotel activities and processing. The sustainable goal of Marriott includes reduction of the carbon footprint as by estimating approach to minimize the carbon involvement in the activities by 30% by the upcoming year of 2025 and make it zero waste to contribute in the landfills by the hotel segments (Al-Wattar, Almagtome and Al-Shafeay, 2019). The hotel sectors have invested in this region of sustainability approach by maintaining and making a significant financial commitment in the technologies and systems. Marriott also announced to invest over 1$B in the green technology since 2008 investing in the technology of green, renewable energy, energy-efficient lightening, and water conservation, etc. the hotel sector also invested more than 500M$ in green bonds to contribute to sustainable funding in the hotel projects globally(Shin et al., 2021). 
Supporting local communities and diversity of the nature and business approaches, Marriott also invested as global program od World of Opportunity to provide training nd career development to the affordable housing in the US to support the disaster relief in efforts to the MARRIOTT International Disaster Relief funds (Austin and Phalippou, 2022). 
On the other hand, Hilton also invested in the financial commitments to support the social impact and sustainability of the activities and programs. The sustainable goal of Marriott includes reduction of the carbon footprint as by estimating approach to minimize the carbon involvement in the activities by 61% by the upcoming year of 2030 and make it zero waste to contribute in the landfills by averting 1M tons by the hotel segments (Mucharreira et al., 2019). Hilton also announced to invest over 1$B in the green technology since 2008 investing in the technology of green, renewable energy, energy-efficient lightening, and water conservation, etc (Le and Phi, 2021).
Supporting local communities and diversity of the nature and business approaches, Marriott also invested as global program Thrive@Hilton to provide training and career development to the affordable housing in the US to support (Sharma et al., 2021). 
Conclusion 
Marriott international Inc has larger portfolio of hotel brands, strategic acquisition, and installation of latest and advanced technology in the system, and invested in the robust market position as compared with the Hilton Hotel Inc. The luxury segment is the main and the largest contributor in the success and portfolio establishment of Marriott international Inc. Marriott International Inc also include several brands of Ritz-Carlton and St.Regis to accommodate in the additional properties to its luxury segments as it help Marriott to enter in the luxury segments to cater and provide service to the luxury travellers and increase the annual revenue streams. In the global market, Marriott International also contributes to the market leadership of 2022 including 140 countries with exclusive 7800 properties globally. Both hotel sectors have been investing in different financial sectors to earn more profit and revenue as by investing in the latest technology and system to enhance the guest experience and drive revenue growth in the hotel industry (Achim et al., 2022).
Both Hilton and Marriott have made significant approach in the financial commitments to support the social impact and sustainability by investing in technologies, green system, and supporting local communities in promotion and encouragement of inclusion and diversity (Saputra and Ali, 2021). 
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MARRIOTT INTERNATIONAL, INC.

(CONSOLIDATED STATEMENTS OF INCOME (LOSS)
Fiscal Years 2022, 2021, and 2020

(8 in millions, except per share amounts)
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MARRIOTT INTERNATIONAL, INC.
(CONSOLIDATED BALANCE SHEETS
Fiscal Years-Ended 2022 and 2021
(8 in millions)
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HILTON WORLDWIDE HOLDINGS INC.
(CONSOLIDATED BALANCE SHEETS.
(in millions, except share data)
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HILTON WORLDWIDE HOLDINGS INC.
(CONSOLIDATED STATEMENTS OF OPERATIONS.
(in millions, except per share data)
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