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Hospitality industry behemoths on a worldwide scale include Marriott International and Hyatt Hotels. The hotel chain Marriott was established in 1927 and currently operates over 7,500 properties throughout 131 countries (Marriott, 2023). It features hotels such as Marriott and Sheraton, in addition to Ritz-Carlton. Hyatt Hotels was established in 1957 and currently operates 1,000 hotels in 70 countries. Its luxury brands include names like Park, Grand, and Andaz, among others (Hyatt.com, 2023). Both companies place a high priority on providing outstanding experiences for their guests, providing contemporary conveniences, and establishing customer retention programmes. This report aims to compare these two organisations' approaches to financial management.  
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A company's finances need to be planned, organised, directed, and controlled for there to be effective financial management (Madura, 2018). To achieve the organization's financial objectives, it is necessary to create a budget, make investments, get financing, and manage risks. The purpose of financial management is to increase the value of the firm by effectively allocating its resources, assessing its financial data, and putting its financial strategy into action Johnson and Melicher (2017). The organization's financial stability and growth are supported by activities including financial planning, management of cash flow, financial analysis, capital expenditure budgeting, and financial reporting.
[bookmark: _Toc134991526]Total revenue 
Two industry behemoths, Marriott International and Hyatt Hotels, manage overall income in distinct ways. Contrasting their approaches with pertinent data:
Revenue streams: Revenue sources for Marriott International include sales of lodging, food, and beverages, as well as meetings and events. The corporation can generate money from a variety of areas because of its diversified brand portfolio. 2021 revenue for Marriott was $10.6 billion, which was affected by the COVID-19 epidemic (Molina et al., 2022).
Hilton Hotels Revenue at Hyatt is driven by sales of rooms, food, and other services. The business has higher RevPAR than its rivals because of its premium and upmarket focus. The outbreak has had an impact on Hyatt's $2.0 billion in 2021 revenue (Demirçiftçi, 2022).
Geographical distribution: Revenue is dispersed globally, according to Marriott International's geographic distribution. The company's revenue is split between North America, Europe, and Asia Pacific. In 2021, 62% of Marriott's revenue came from North America, and 38% came from other countries (HALMI and POLDRUGOVAC, 2022). Key markets are what fuel Hyatt Hotels' revenue distribution. The company has operations in Asia, Europe, and North America. Similar to Marriott, 62% of Hyatt's 2021 revenue came from North America, with 38% coming from international markets.
RevPAR performance: Marriott International's RevPAR performance gauges hotel revenue per available room. The RevPAR for Marriott varies by brand and area. In 2021, the COVID-19 pandemic cut Marriott's worldwide RevPAR by 60.6% (Belyaev and Gaibov, 2022). Similar to Marriott, Hyatt Hotels' brand positioning and regional dispersion have an impact on RevPAR. Hyatt's global RevPAR decreased 66.7% in 2021, which was a reflection of the industry's pandemic problems (Meriç, Bozkurt and KAYMIŞ, 2022).

Figure: Total revenue approach
Source: (Molina et al., 2022)
Housing, food and drink, and other services are how Marriott International and Hyatt Hotels make money. Compared to Hyatt, which focuses on premium and upmarket groups, Marriott has a more diverse brand portfolio and a more widespread global presence. The COVID-19 epidemic decreased the 2021 RevPAR for both companies (Penela, 2022). Marriott and Hyatt can leverage their financial management practices to optimise revenue as the industry improves.
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Two industry behemoths, Marriott International and Hyatt Hotels, employ various financial management techniques to maintain their market positions. Contrasting their approaches with pertinent data:
Brand portfolio and market segmentation: Premium and budget-friendly brands are included in Marriott International's brand portfolio. With this wide range, Marriott can reach more customers and grow its market share. In 2021, Marriott had 30 brands. Different client demographics and inclinations are drawn to the company's different brand offers (Kim and Han, 2022).
Park Hyatt, Grand Hyatt, and Andaz are luxury and elite traveller-focused Hyatt Hotels. With this tactic, Hyatt might position itself as a luxury hotelier. In 2021, Hyatt will operate 20 luxury hotel brands (Banyeva et al., 2023).
The global presence and market penetration: Compared to Hyatt Hotels, Marriott International has a larger global footprint. In 2021, Marriott operated 7,500 properties in 131 nations. Marriott's wide network aids in its market share expansion (Yu, Lho and Han, 2022). Marriott can address specific client needs thanks to its global presence.
Despite Marriott's greater global reach, Hyatt Hotels operate in over 70 nations. To keep a solid market position, Hyatt actively pursues high-demand markets and popular travel destinations. In 2021, Hyatt will have over 1,000 hotels (Paraskevas and Guix, 2023).
Industry recognition and reputation: Industry praise has been bestowed on Marriott International for its market position and brand repute. The business is well-rated in the hotel industry. Maintaining its industry domination, Marriott placed first in the 2021 Brand Finance Hotels 50 survey for brand value and strength. Hotels by Hyatt The brand and market position of Hyatt are strong (Neves, 2022). The organisation has received accolades for its luxurious and customised experiences. The luxurious focus of Hyatt contributes to its premium image.
A large brand portfolio, a global presence, and industry awareness are highlighted by Marriott International's market position finance management. Hyatt Hotels, on the other hand, presents itself as a luxury brand with little consumer exposure (Sadek, 2022). Both businesses use unique strategies to build and keep their strong market positions while serving their respective target consumer segments.
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Two industry titans in the hotel industry, Marriott International and Hyatt Hotels, handle development potential differently. Contrasting their approaches with pertinent data:
Growth Strategy: Through aggressive mergers and acquisitions, Marriott has expanded significantly. Several well-known brands were part of Marriott's acquisition of Starwood Hotels & Resorts. Marriott is growing internationally, particularly in emerging markets. In 2021, the company added 498 new hotels, creating 78,000 new rooms (Bianco, Zach and Liu, 2022).
Hyatt has expanded with care. To maintain the reputation of the brand and the customer experience, the organisation carefully chooses development projects. Hyatt grows in important areas and markets with considerable demand. In 2021, Hyatt will have 9,000 rooms over 60 hotels (Shin and Jeong, 2022).
Brand portfolio and global presence: In 131 countries, Marriott International has approximately 7,500 properties. The corporation can access a variety of market segments and clients thanks to its varied brand portfolio, which also includes Marriott Hotels, Sheraton, and Ritz-Carlton. As of 2021, Marriott had 2,900 hotels and 498,000 rooms under construction, showing significant growth potential through the opening of new properties (Lee et al., 2023).
Hyatt manages more than a thousand hotels throughout 70 nations, with a focus on luxury and upscale properties. In contrast to Marriott, Hyatt strategically targets markets with high demand. The 440 hotels and over 90,000 rooms in Hyatt's 2021 pipeline demonstrated the company's growth potential (Yu et al., 2022).
Development Pipeline: The Company has a lot of potential, according to its development pipeline. The company anticipates growth from the opening of new hotels with 498,000 rooms in its pipeline by 2021 (Yu et al., 2022). Full-service and select-service properties from various brands and market segments are in the pipeline. Compared to Marriott, Hyatt has a smaller pipeline. The 90,000-room pipeline for Hyatt in 2021 demonstrated its growth potential. The pipeline for Hyatt focuses on upscale and luxury markets.

Figure:  Growth potential
Source: (Yu et al., 2022)
A varied brand portfolio, global expansion, and a robust development pipeline are highlighted in Marriott International's financial management plan for growth potential (Yu, Lho and Han, 2022). Hyatt Hotels, however, expands cautiously in high-demand countries while upholding its brand reputation. Both businesses have different strategies for expanding and contending in the hotel industry.
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Leading hospitality companies Hyatt Hotels and Marriott International employ several CSR financial management techniques. Contrasting their approaches and associated data:
Ecological Initiatives: Marriott makes significant investments in environmental sustainability. By 2021, the firm had spent more than $500 million on initiatives to save energy and water since 2007. Additionally, Marriott hopes to reduce carbon intensity by 30% by 2025 (Sadek, 2022). The business installs electric vehicle charging stations and gets rid of plastic straws.
Hotel chain Hyatt makes investments in sustainability. By 2030, Hyatt promised to reduce carbon emissions by 25%. The company makes investments in eco-friendly and energy-efficient technologies (Penela, 2022). Hyatt vowed to eradicate single-use plastics by 2021 and collaborated with WWF to prevent food waste.
Social Engagement: Marriott has consistently upheld ethical standards. The Global Diversity and Inclusion Council provides funding for initiatives aimed at empowering young people. In 2021, Marriott promised to provide $10 million to racial equality organisations, which will include funding for Black hospitality students' scholarships (Paraskevas and Guix, 2023).
The business supports professional growth, involvement in the community, and respect for human rights (Neves, 2022). The business supports underfunded education and training as well as disaster assistance. The "Hyatt Thrive" objectives seek to enhance the areas where Hyatt conducts business.
Charity Contribution: Marriott has a history of charitable giving. In 2021, the company contributed $3.8 million to COVID-19 aid. 142,000 hours were contributed by Marriott staff in a variety of projects (Molina et al., 2022). Local NGOs are funded via Hyatt Community Grants. In 2021, Hyatt contributed $2 million to local and international COVID-19 relief efforts.
Marriott International and Hyatt Hotels contribute to charitable, environmental, and social causes. Regardless of financial results, the companies place a high priority on community involvement and ethical business practices. Their actions advance society and demonstrate their dedication to positive change outside of business.
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To diversify its revenue streams, Marriott International's financial management strategy advises emphasises additional services and experiences. Hotel and food and beverage sales are very important to Marriott International (Meriç, Bozkurt and KAYMIŞ, 2022). To boost financial performance and lower market risk, the company might benefit from auxiliary services and experiences. The provision of non-hotel services by Marriott can boost revenue. Customised customer experiences include wellness retreats, local culture immersion programmes, and special events. By creating such deals, Marriott can separate from the competition and attract new customers (Lee et al., 2023). Through its rewards scheme, Marriott may also upsell and cross-sell additional services. By promoting these services to regular customers, Marriott can increase customer satisfaction and spending. Reduced reliance on accommodation revenue results from the company's diversification into auxiliary services. Ancillary services may be more stable than hotel rates, enabling Marriott to withstand market fluctuations and downturns in the economy (Kim and Han, 2022). Marriott's financial stability, customer engagement, and competitiveness can all be improved by varying the company's revenue streams. By adapting to customer requests, using its robust brand portfolio, and expanding its global footprint, Marriott International can strengthen its financial performance and position within the hospitality sector.
[bookmark: _Toc134991532]Accelerate global expansion (Hyatt Hotels)
To hasten worldwide expansion, Hyatt Hotels' financial management strategy advises giving priority to rising regions. The luxury and premium focus of Hyatt Hotels can take advantage of the expanding potential of new markets (HALMI and POLDRUGOVAC, 2022). These economies offer fantastic expansion potential because of rising disposable incomes, middle-class demographics, and rising demand for luxury hospitality. By strategically entering new markets, Hyatt might become dominant. The company may utilise its luxury brand and industry knowledge to draw wealthy tourists in these markets who are looking for luxury accommodations and services. The selective growth approach of Hyatt works in developing nations (Demirçiftçi, 2022). By carefully choosing significant destinations within these regions, Hyatt may be able to avoid market instability and achieve a sustained and profitable expansion. Hyatt's revenue is diversified by entering new markets. By reducing its reliance on older areas, the company can attract new clients and generate more revenue. Income and business performance may increase as a result. With the help of its partnerships and reward programmes, Hyatt can attract and keep customers from new markets. Hyatt can increase customer loyalty in these new markets by providing specialised promotions, activities, and marketing campaigns. The financial management strategy of Hyatt Hotels encourages global expansion into new areas, which presents growth opportunities (Bianco, Zach and Liu, 2022). By focusing on these areas and using its brand reputation, Hyatt can increase revenue, diversify its sources of income, and strengthen its position in emerging economies.
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Both Marriott International and Hyatt Hotels, two of the most well-known hotel chains in the world, take distinct approaches to the administration of their financial resources. The competitive advantage that Marriott has comes from the company's ability to diversify its offerings, maintain a presence around the world, and create a well-known brand. Hyatt's market position is strengthened by its attention to luxury, strategic presence in the market, and tailored experiences. Both businesses are facing challenges posed by the COVID-19 pandemic as well as opportunities for expansion in emerging markets. Both Marriott and Hyatt have the potential to achieve success in the cutthroat hotel industry if they play to their respective strengths and adjust to the preferences of customers.
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