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[bookmark: _Toc127404341]Introduction
	Effective financial managements are fundamentals to the survival and growth of any organization. This analysis will examine how two hotel chains, Hyatt Hotels and Marriott International, handle their finances. Total Revenues, Market Positions, Growth Potentials, and Financial Commitment to CSR are just few of the many financial factors examined in the research (CSR). This report analyses the financial health of both companies in detail and suggests ways to boost their bottom lines. Total Revenue, the amount of all the money made by the company from its primary operations, is the first metrics analysed in the report. The analysis gives insight into the scope and breadth of both companies by contrasting’s their respective income streams. The research presents an in-depth examination of the methods used by Marriott International and Hyatt Hotels to manage their finances, as well as useful insights into those processes.
[bookmark: _Toc127404342]Total Revenue
	A company's total revenue is a key financial indicator since it represents the amount of all the money it made from its primary operations. A company's revenue is an important measurement of its economic well-being and prospects. Total Revenue encompasses not only hotel room and restaurant sales but also those generated by other services like event planning and spa treatments.
Hyatt Hotels brought in $1.85 billion in 2022 (Correia 2021) and Marriott International brought in $10.56 billion (Lapan 2021). Due to differences in scope and scale, there is a significant gap in annual revenue between the two companies. Hyatt Hotels has 20 different brands in 65 countries, whereas Marriott International has 30 (Darsin et al. 2019). Due to its superior market position and well-known brand, Marriott International earns six times as much as its nearest competitor, Hyatt Hotels.
Hospitality businesses that want to keep or grow their Total Revenue must use efficient revenue management tactics, such as pricing fixing, demand forecasting, and inventory optimization. Companies that practice good revenue management are more likely to reach their full revenue potential, enhance profits, and provide excellent service to their customers (Graziano 2021). Dynamic pricing, in which prices change in response to demand, seasonality, and other variables, is a frequent method used for revenue management in the hotel business. For a greater return on investment, the hospitality industry must also expand its use of technology and digital platforms. To enhance exposure and bookings, businesses are increasingly investing in digital channels like as online booking engines and smartphone applications (Chu and King 2019). In addition, businesses in the hotel industry may increase profits by using data analytics and AI to learn about customers' tastes, habits, and spending habits to better serve them. It is important to note that a hospitality company's Total Revenue is a key financial indication since it shows how large and influential the company is in the industry. Successful revenue management techniques, financial investments in technology, and analytical use of data are essential for hospitality businesses looking to maintain or expand Total Revenue.
[bookmark: _Toc127404343]Market Position
Market position is how a business stands in the market compared to its competitors. The company's survival and prosperity depend on it, making it an essential factor. Factors like company size, longevity in the market, and name recognition are all important in the hospitality business. Both Marriott International and Hyatt Hotels are recognized as two of the most successful hotel management companies in the world. With 7,484 hotels in 131 countries, Marriott International easily takes the crown as the world's biggest hotel chain (Dhir and Dhir 2019). The company's 30 brands serve a broad variety of consumers' needs, from the most frugal to the most affluent. Marriott International has a leg up on the competition because to the diversity of its brand portfolio, which allows it to cater to a wide range of consumers. The company's success in the market is owing in no little part to its bold strategy of growth, which has enabled it to capture a larger piece of the market and branch out into adjacent niches.
Hyatt Hotels operates 1,001 hotels in 65 countries, making it the seventh biggest hotel company worldwide (Banyeva et al. 2023). Twenty distinct brands, each catering to a different demographic, are managed by the company. Hyatt Hotels caters to those looking for opulent accommodations since its portfolio is comprised mostly of luxury brands. This company has risen to the top of its field because to its ability to target a certain demographic with its specialized brand names and provide elite-level services. 
Marriott International and Hyatt Hotels have achieved dominant market shares. Marriott International's market dominance is due to the company's aggressive growth strategy and diverse brand portfolio, whereas Hyatt Hotels' success is due to the company's focus on a specific market niche and its commitment to high-quality, upscale service. Because of where they are in their respective industries, both companies have a leg up on the competition and a better chance of succeeding.
[bookmark: _Toc127404344]Growth Potential
	Growth potential is an organization's future growth. Growth opportunities for the hotel industry may be realized via many strategies, including entering new markets, building additional properties, and boosting brand awareness. The Marriott International hotel chain has expanded via mergers and the construction of brand-new hotels (Skobkin, Miloradov and Kovaltchuk 2020). China, India, and the Middle East are just a few examples of the rising areas where the corporation has a solid foothold and stands to reap substantial's benefits. In 2016, Marriott International acquired Starwood Hotels and Resorts, expanding its portfolio by 30 additional brands and reaching a wider audience (Correia 2022). St. Regis, a premium hotel chain owned by Marriott Internationals, is only one example of the company's efforts to expand into other markets.
Alternatively, Hyatt Hotels has been growing via joint ventures and management agreements. New properties in high-demand travel locations like Hawaii, Italy, and Mexico have been the company's main priority. Hyatt Hotels has been diversifying its brand portfolio to meet the needs of a larger audiences. The addition of Two Roads Hospitality's 85 hotels and other properties towards the portfolio of the company in 2018 was a big deal (Neves 2022).
Technology investments have been made by both companies in an effort to expand.  Marriott International's developments in developing areas and strong brand portfolio provide growth prospects. To avoid brand dilution and financial instability, the corporation must exercise cautions as it pursues its growth plan. On the other side, this allows Hyatt Hotels to concentrates on building new hotels in high-traffic areas and introducing new brands to attract a greater customer.
[bookmark: _Toc127404345]Financial Commitment to CSR
	Corporate Social Responsibility is an important part of contemporary business, and it entails accepting responsibility for the influence of an organization's operations on the community and the environment. Hospitality giants Marriott International and Hyatt Hotels are deeply devoted to corporate social responsibility (Ghannadian and Vahlberg 2022). The environmental stewardship, ethical sourcing, and community service initiatives of Marriott International are only a few pillars of the company's extensive sustainability program. Serving 360 degrees, this initiative seeks to improve the health of the planet, its inhabitants, and the communities in which Marriott works.
The corporation has set ambitious targets to lessen its impact on the environment, including cutting water use by 15% as well as carbon pollution by 30% by 2025 (Rodrigues 2021). For its part, Marriott works closely with its vendors to promote sustainability and ethical business practices (Al Shamsi). The corporation is also involved in a number of outreach programs, such as Lot of Opportunities, which is designed to help disadvantaged populations get access to employment and professional development resources.
Hyatt Hotels has launched a number of CSR projects that promote diversity and inclusion, as well as sustainability and community participation. Hyatt Succeed is the company's initiative to improve its environmental performance and advance sustainable business practices. Hyatt has committed to significant cuts in carbon dioxide emissions, water use, and trash production by the year 2020 (Krupskyi et al. 2019). In addition, the business has launched a number of programs designed to give back to the local community, such as Prepared to Succeed, which helps disadvantaged kids learn new skills (Catana and Toma 2021). Hyatt has also launched an initiative to increase employee diversity and foster a more welcoming work environment.
Both Marriott International and Hyatt Hotels have shown a deep dedication to corporate social responsibility (CSR) by launching a number of programs designed to improve the world around them (Bourke, Izadi and Olya 2020). Community involvement efforts try to give opportunity to needy areas, while sustainability programs concentrate on lowering the company' environmental impact and encouraging responsible sourcing (Čelić, Milićević and Đorđević 2021). Both companies have developed diversity and inclusion initiatives to provide an accepting environment for all employees.
[bookmark: _Toc127404346]Recommendations
Marriott International
Increase focus on growth potential: The strong income and market share that Marriott International enjoys doesn't excuse it from the need to expand. The company should look towards making smart acquisitions and building new hotels in developing regions to meet the rising demand for lodging in such areas (Penela). For Marriott International, expanding into new hotel markets like those in Asia and Africa might be a great way to expand their business.
Enhance financial transparency:  Increased financial openness on the part of Marriott International would benefit all parties involved. Stakeholders would benefit from this since they would have a clearer picture of the company's financial standing from which to make choices. Boosting investor confidence is another benefit of disclosing more of the company's financials.
Hyatt Hotels
Increase focus on market position: Hyatt Hotels should work to strengthen its position in the market by introducing new brands and developing hotels in high-traffic areas. It is possible that Hyatt Hotels might increase its market share and appeal to a broader audience by introducing new brands (POPȘA 2021). It may strengthen its position in the marketplace and enhance its income by building additional hotels in well-known tourist areas.
Improve financial performance: Financial success for Hyatt Hotels may be enhanced through cuts to expenses and increases in income. Increasing marketing efforts, enhancing pricing methods, and streamlining operations are all viable options. Hyatt Hotels will be able to boost profits and return to shareholders in this way.
[bookmark: _Toc127404347]Conclusion
	The report concludes with a comparison of the financial management strategies used by Marriott International and Hyatt Hotels, two of the most successful hotel chains in the world. Total Revenue, Market Share, Growth Potential, CSR Spending, and Other Key Financial Metrics Were Analyzed. Hyatt Hotels' revenue has been on the rise over the previous several years, despite Marriott International's larger market share and greater overall revenue. The two companies' respective sustainability efforts and community outreach programs attest to their firm dedication to CSR. Marriott International should prioritize expanding through smart acquisitions and building new properties in developing economies. On the other side, Hyatt Hotels must strengthen its market presence by launching new brands and building hotels. Both companies' approaches to financial management have been successful, and the suggestions made here will help them succeed even more in the hospitality sector.
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