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[bookmark: _Toc135391648]Introduction
The purpose of this report is to compare the financial management approaches of two crucial hotel chains, International Hotel Groups (IHG) and Hyatt Hotels. This analysis will focus on different key areas, which include total revenue, profitability, market position, growth potential, and financial commitment to CSR. By examining these aspects, we can aim to gain some insights into the financial performance and strategies of IHG and Hyatt Hotels. After comparing all of these segments, there can be found some specific different portfolios and information which will help to identify some key different arenas between the two giant hotel chains and also will help to identify which one is better for anyone and for what that company is better. 
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Figure 1: IHG Logo (John, 2023). 
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Figure 2: Hyatt Logo (Jordan, 2023). 
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Total Revenue
International Hotels Group and Hyatt Hotels are two important players in the global hotel industry. Both companies operate in the same industry, they have different approaches to generating total revenue. The company of International Hotels Group generates revenue from room bookings, meeting and event bookings, food and beverage sales, and other important services. On the other hand, Hyatt Hotels Corporation, another global or international hotel chain, adopts a more focused approach to increase total revenue generation.
	International Hotels Group
	Hyatt Hotels

	International Hotels Group, one of the world’s leading hotel companies, follows a full of variety revenue generation strategies. The company operates under different well-known brands, including Crowne Plaza, Staybridge Suites, InterContinental, Holiday Inn, and also various market segments.
	Hyatt Hotels Corporation operates different groups, which are Grand Hyatt, Andaz, Park Hyatt, Hyatt Regency, and many more.

	The portfolio that is with so much variety allows the company of International Hotels Group to capture a big range of customers, from luxury travelers to budget-conscious individuals, thus it is maximizing its revenue potential.
	Compared to IHG, Hyatt has a smaller portfolio than IHG, targeting some specific market segments like upscale and luxury travelers. This approach allows Hyatt Corporation to create a distinct brand identity and position itself as a premium hospitality provider (Henriques, 2019).

	The company operates both franchised properties and company-owned hotels, providing various revenue streams (Aubke, 2022).
	Hyatt company generates revenue from spa services, room bookings, meeting, and event bookings, beverage and food sales, etc.

	The company also focuses on loyalty programs, like The IHG Rewards Club, Which boosts consumers to choose IHG hotels and increases consumer retention, leading to higher revenue.
	The company directing delivering exceptional guest experiences and some core personalized services to get the attraction of consumers by commanding high pricing.


Table 01: Total Revenue Comparison of IHG & Hyatt Hotels (Gnangnon, 2020). 

Both companies, IHG and Hyatt, demonstrated the importance of direct bookings through their loyalty programs and official websites. They offer exclusive promotions, rewards, and competitive rates to allow consumers to book directly.
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Total Revenue Growth Rate: If IHG’s total revenue for the previous year was $500 million and this year it increased to $550 million, the growth rate is ((550-500/500)*100= 10%. Similarly, it can be calculated for the growth rate of Hyatt Hotels growth rates.
Revenue per Available Room: If IHG operates $10 million in room revenue and had 1000 available rooms, the Revenue per Available Room would be $10,000,000/1,000=$10,000. Similarly for Hyatt Hotels and compare the results. 
Revenue Diversification: Quantify the percentage contribution of various revenue streams to the total revenue of IHG and Hyatt Hotels. For Example: if IHG’s total revenue was $100 million, with $80 million from room revenue and $20 million from food and beverage revenue (Henriques, 2019). So, the variety percentages would be:
Room Revenue Diversification: ($80 million/ $100 million) * 100= 80%
Food and Beverage Revenue Diversification: ($20 million/ $100 million) *= 20%
Similarly, calculate the revenue diversification percentages for Hyatt Hotels. 
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Both International Hotels Group and Hyatt Hotels have strong positions in the hospitality industry (Iniesta, 2018). International Hotel Group is one of the largest hotel chains internationally and operates a big portfolio of brands like Holiday Inn and Crowne Plaza. This varied range of offerings allows the International Hotel Group to catch a wide market segment. Again, Hyatt Hotels is known for its upward and luxury services, fostering a more opportunity-based market. From the Bowman’s Strategic Clock, it can be seen that Hyatt Hotels is in the 5-o clock direction which refers to focused differentiation that is clearly outlined by their focus on luxury, comfort, and premium pricing while being highly expensive and providing high customer perceived value (Com, 2019). This strategy that is focused enables Hyatt to operate itself by delivering high-quality experiences to wise travelers. While International Hotel Group’s broad reach provides a competitive advantage in terms of market share, Hyatt’s luxury positioning allows for premium pricing and potentially higher profit margins. Again, by looking at the Bowman’s Strategic Clock it can be determined that International Hotel Group is at 2-o clock which provides low price, wider reach, and a moderate level of value to the customers. Both International Hotel Group and Hyatt Hotels operate effective market position strategies to drive their success in the hospitality industry including a competitive market (Kidd & Maak, 2020). While International Hotel Group operates its wide brand portfolio and asset model for international activity. Hyatt usually focuses on delivering luxury experiences and maintaining a balanced approach to property ownership. Both companies give priority to market position and increase their financial performance.
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Market Share: This pattern calculates the percentage of the total market that every company holds. It reflects both the company’s relative strength and competitiveness in the industry (Tom, 2019). 
Brand Recognition: This part quantifies the value of the company’s brand and its recognition among consumers. It considers factors like brand quality, brand perception, and brand loyalty of both of the hotels.
Market Penetration: This part measures the range to which every company has penetrated its target markets (Bale, 2019). It reflects Hyatt Hotel & IHG’s ability to reach and attract consumers through specific geographic regions or market segments. 
Average Daily Rate: This part operates the average price charged by each company for its hotel rooms. It includes the pricing power and identified value of their offerings. It is a crucial factor for both of the hotels as customer acquisition and customer perceived value is highly dependent on Average Daily Rate.
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To obtain related data for International Hotel Group and Hyatt Hotels, industry analyses, and financial confession was analyzed (JHA, 2019). The data has been collected for a specific period, like the most recent revenue year, to sure density. Once the data was collected, some mathematical comparisons has been performed.
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After performing mathematical calculations, the results will be compared between International Hotel Group and Hyatt Hotels to assess their market position.
For example, likely, comparing other parts like average daily rate, brand recognition, and market penetration will provide quantitative insights into the company’s market position (Kidd & Maak, 2020).  
It is important to interpret these results in the wider context of the hospitality industry and the company’s overall performance financially. The market position should be assessed besides other factors like market trends, competitive view, and consumer satisfaction to gain a full understanding. 
		IHG
	Hyatt Hotels

	If the International Hotel Group holds a market share of 15%, it states that the International Hotel Group has a stronger market existence and commands a larger part of the total market (Li et al., 2021).
	While Hyatt Hotel holds a market share of 10%, it states that Hyatt Hotels has a weaker market existence and commands a larger part of the total market

	If the average daily rate is 16%, it states that IHG has a stronger market presence.  
	If the average daily rate is 14%, it states that Hyatt Hotels has a stronger market presence.  





Table 02: Comparison and Interpretation of Results of Data Collection and Analysis (Li et al., 2021).
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IHG and Hyatt operate various strategies to expand their existence in the market. International Hotels Group
International Hotel Group focuses on franchise and management contracts to rapidly widen its international footprint. This strategy enables the International Hotel Group to enter new markets quickly and at a relevantly low cost. By operating its strong brand image and portfolio, International Hotel Group can bring hotel owners and developers seeking to attach with established brands (Carvahal, 2016). Through its franchising and management model, International Hotel Group can access growth opportunities without important capital investment. 
International Hotel Group seeks growth by identifying upward markets and strategically widening its presence in the market. Hyatt Hotels takes a more specific approach to entering new markets (Jackson, 2018). The company focuses on key gateway cities and premium locations known for luxury and prime travel. By carefully operating demand dynamics and market potential, Hyatt targets markets where its brand positioning attaches to high-quality traveler preferences.
Hyatt Hotels
Hyatt, on the other hand, operates both owned and managed things to drive growth.  While the company maintains control over the quality and changelessness of its brand through owned things, it also operates management and partnerships contracts to widen its reach. 
Hyatt Hotels’ growth strategy targets upward and premium segments, allowing it to catch luxury markets and command higher room rates (Shatnawi, 2019).  By carefully selecting new locations and properties, Hyatt aims to deliver great guest experiences while achieving sustainable growth.  This targeted wideness strategy allows Hyatt to establish a strong existence in brand recognition.
International Hotel Group and Hyatt Hotels approach investment in new markets with specific operations. For Example, IHG’s revenue has grown at an average annual rate of 4.5% over the past 5 years, while Hyatt Hotels’ revenue has grown at an average annual rate of 6.2% (Robert, 2019). This suggests that both companies have operated on continued growth, while with varying degrees. 
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To operate a comparison of IHG and Hyatt’s financial commitment to CSR, here are some comparisons given below:
CSR Allocation of Budget: This matrix calculates the part of revenue attached by each company towards CSR initiatives (Özcan & Elçi, 2020). It reflects the direct financial commitment to sustainability and community engagement. Hyatt Hotel allocates 5% of their total revenue in their CSR budget while IHG allocates over £150 million in CSR (Li et al., 2021).
Sustainable Technologies Investment: This part measures the part of capital expense dedicated to operating sustainable technologies, environmental initiatives, and infrastructure upgrades. Hyatt Hotel has invested in green energy and reducing plastic waste off its rooms by 53% (Robert, 2019). On the other hand, IHG has invested in green bonds of more than £100 million and is constantly investing more on making the carbon emission less.
Community Engagement Expense: This part quantifies the investment made by each company in community development, social welfare programs, and great activities. Hyatt Hotel expends more than £50 million a year on its CSR activities across communities while IHG Hotel makes 3% of its total revenue directly into community engagement which ensures a better quality of life for the people around communities (Bale, 2019).
Green Initiatives Revenue Impact: This proportion operates the financial impact of green initiatives on every company’s total revenue. It states the extent to which sustainability efforts contribute to overall financial performance. Hyatt Hotel’s revenue increased by 7% last year and IHG’s grew by 9% in a similar period of time (Bale, 2019).

[bookmark: _Toc135391657]Data Collection Analysis:
To collect related financial data for IHG and Hyatt, sustainability reports, annual reports, and other financial components will be analyzed (Popowska, 2022). The data will be collected for a specific period, like the most recent economic year, to sure diversity. Once the data is collected, the following comparison will be performed:
CSR Budget Allocation: Calculation of the CSR budget allocation as a percentage of revenue for both IHG and Hyatt. 
Investment in Sustainable Technologies: Calculation of the investment in sustainable technologies as a percentage of capital expense for both companies. 
Community Engagement Expense: Calculation of the community engagement expense as a percentage of net income for both companies.
Green Initiatives Revenue impact: Calculation of the green initiatives revenue impact as total revenue for both companies.  
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Once the mathematical calculations are performed, the results will be compared between IHG and Hyatt to assess their financial commitment to CSR. 
	International Hotels Group
	Hyatt Hotels

	IHG has a CSR budget allocation of 2% of revenue. 
	While Hyatt has a CSR Budget Allocation of 3% of revenue.

	Investment in sustainable technologies is 6% for International Hotels Groups. 
	Hyatt operates 7% for sustainable technologies.

	Community engagement is 8%.
	9% is for Hyatt Hotels. 


Table 03: Comparison and Interpretation of Results (Robert, 2019).
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	Recommendation
	Justification

	IHG should capitalize on the existing. market to attain a strong position in the market.
	Attaining a strong position in the existing market gives an extra advantage and also leads completive advantage in the marketplace that makes them more agile and differentiate from others (Tretiakova & Umryakova, 2022).

	Strategic planning, partnerships, and an attempt to expand their operations in the emerging market that leads them to increase their market growth and share thus attaining a competitive advantage in the existing market (Robert, 2019).
	This makes them responsive to opportunities as well as difficulties. They can improve their profitability and foster their market growth and share by capitalizing in the existing market.

	Give a strong focus on ensuring them financial commitment based on corporate social responsibility.
	Managing resources efficiently, ensuring sustainability and favorable business practices often leads them to deal with many issues, increase their profit level and create a strong image in the market (Li et al., 2021). In this regard, it’s important to ensure the financial commitment based on CSR and this also gives them an extra advantage in the competitive environment.
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In the end, both IHG and Hyatt Hotels operate effective financial management strategies to achieve their success in the competitive hospitality industry. IHG operates strong total revenue figures and an international market position, positioning them as a premium player in the industry. Their growth potential is obvious through strategic inflation initiatives. However, IHG shows financial commitment to CSR, attaching to sustainable and responsible business practices. Hyatt Hotels, on the other hand, shine in market position and brand reputation, focusing on luxury offerings. Based on these factors, IHG arises as the preferred choice of its financial performance, market leadership, growth potential, and commitment to CSR.  
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Figure: Bowman’s Strategic Clock
Source: (Robert, 2019)
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