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[bookmark: _Toc135226992]Introduction
Both the Marriott and the Hyatt hotels have earned a reputation for providing luxurious services and rooms. Marriott International, which was established in 1927, is the owner of several different hotel brands. The industry is led by Marriott, which has 7,600 properties located in 133 different countries (Marriot, 2023). The organisation offers a range of hotels, from those that are more affordable to those that are of a higher standard. Another well-known name in the hotel industry is Hyatt Hotels Corporation, which was established in 1957 (Media, 2023). Over 1,000 Hyatt hotels throughout the world provide guests with luxurious rooms. Both Marriott and Hyatt are industry leaders and are committed to providing outstanding experiences for their customers. This study studies and analyses the financial management practices of both companies, looking at factors such as total revenue, market position, growth potential, and financial commitment to CSR.
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Comparison of Financial Management Approaches between Marriott and Hyatt Hotels

[bookmark: _Toc135226994]Comparison of Total Revenue
Both the Marriott and the Hyatt Hotels earn a significant amount of income. According to Ghosh (2023), Marriott International's profits for the financial year 2022 totalled $12.88 billion. 
[image: Marriott International's (MAR) Revenue at $13.86B (2008-2021 History)]
 (Ghosh, 2023) Marriotts Total Revenue 
Hyatt Hotels Corporation generated revenue of $4.42 billion during the same fiscal year (Hyatt, 2023). Even though it is lesser than Marriott's, Hyatt still brings in a large amount of revenue. Because of the quality of the services it provides, Hyatt occupies a segment of the market that costs more. Rich customers that are interested in staying at luxury hotels are the primary source of revenue for Hyatt. In terms of overall income, Marriott International unquestionably holds the top spot. Because it can accommodate a greater variety of clients, Marriott brings in more money than its competitor Hyatt. According to the statistics, Marriott does a better job of managing their total revenue than Hyatt Hotel.
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Comparison of Market Position 
Both the Marriott and the Hyatt Hotels brands are recognised as industry leaders in terms of financial management (Paraskevas and Guix, 2023). There are a variety of market positions. After Marriott International, Hyatt Hotels Corporation is in second place. According to figures from the industry, Marriott currently holds a 7% share of the global hotel business. With 7,600 hotels located in 133 countries and territories, Marriott enjoys a significant advantage over its competitors (Neves, 2022). Marriott can cater to the requirements of a very broad range of customers. Because of its extensive reach, Marriott is the market leader.
[image: Hilton and Marriott push direct booking, but OTAs continue growth -  ChinaTravelNews]
(Neves, 2022) Hotel Market Share 
The market share held by Hyatt Hotels Corporation is lower than that held by Marriott. The percentage of the global market that Hyatt holds is 2% (Hykavchuk, 2023). Even though Hyatt has more than a thousand properties around the world, Marriott has a larger market share. Hyatt caters to a specific segment of the market by providing luxurious experiences. 
According to Harris, Snell and Harrison (2022), Hyatt appears to have poorer financial management of its market position than Marriott does. 
[bookmark: _Toc135226996]In addition to financial management, factors such as brand recognition, consumer loyalty, and market differentiation influence a company's place in the market (Banyeva et al., 2023). Hyatt can compete with Marriott, which has a larger market share, thanks to the luxury products it provides. Comparison of growth potential 
Marriott and Hyatt Hotels demonstrate excellent financial management potential. Their abilities and prospects are different. In recent years, Marriott acquired Starwood Hotels & Resorts, increasing its brand portfolio and global presence. By 2022, Marriott will have 7,600 properties across 133 nations and territories (Kim et al., 2023). 
Hyatt Hotels Corporation, despite being smaller, has focused on growth and market expansion. To strengthen its brand and offerings, Hyatt has forged strategic relationships (McGrath, Sheedy and Yu, 2021). To create new residences and enter new markets, it works with investors and developers. Due to its bigger size, broader product, and more extensive global presence, Marriott has a stronger growth potential than Hyatt (Tursunmamatovna, 2022). The brand recognition and operational expertise of the organisation position it for growth.
Growth potential is influenced by market dynamics, rivalry, and consumer preferences. Despite Marriott's greater reach, Hyatt's emphasis on premium experiences in specific areas may result in targeted expansion and more profitability in selected markets (Cepni, 2022). The potential for growth of a corporation should be determined by its strategic goals and market placement.
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Comparison of Financial Commitment to CSR 
When it comes to their overall financial management, both Marriott and Hyatt Hotel emphasized preserving the environment and minimising their impact on society. The amount of effort and investment that they put in varies (John and Gopalakrishnan, 2022). The Corporate Social Responsibility (CSR) commitment made by Marriott International encompasses numerous sustainability activities. The reduction of trash, greenhouse gas emissions, energy consumption, and water consumption are some of the goals of the company. The Sustainability and Social Impact Fund at Marriott International makes investments in initiatives that contribute to increased environmental and social sustainability. Through 2022, Marriott will have committed a total of $6 million to a variety of programmes (Tan and Wright, 2022).
CSR and sustainability are two of Hyatt Hotels Corporation's top priorities. The company's effect on the environment is lessened because of measures that improve energy efficiency and trash management (Ndhlovu and Dube, 2023). Hyatt is committed to diversity and inclusion, as well as ethical sourcing practices and community involvement. CSR gets a smaller portion of Hyatt's budget than it does at Marriott.
A more robust attitude to corporate social responsibility (CSR) on the part of Marriott may be seen in the company's bigger investments and extensive sustainability projects (Terence, 2022). Through financial and strategic support, the Marriott Sustainability and Social Impact Fund demonstrates the company's dedication to the improvement of environmental and social conditions.
Compared to Hyatt, Marriott invests more money and offers a greater variety of environmentally conscious programmes. The holistic strategy taken by Marriott resonates with the increasing relevance of CSR in business, which in turn promotes the reputation of the brand among customers who are environmentally and socially conscious (Teitler‐Regev and Tavor, 2022). Any evaluation of a financial commitment must include transparency, engagement from stakeholders, and measurement of impact. In terms of statistics and initiatives, the approach to corporate social responsibility taken by Marriott concerning its financial management is more substantial than that taken by Hyatt.
Recommendations
[bookmark: _Toc135226999]Establish a Cross-Functional Innovation Team (Marriot International)  
Cross-functional innovation teams should be established at Marriott International. This idea supports Marriott's ongoing development, creativity, and teamwork (Tan and Wright, 2022). Cross-functional innovation teams work together to develop new concepts and answers. Marriott may become more innovative and operationally efficient. Marriott should create cross-functional teams made up of representatives from operations, marketing, technology, and customer experience. These teams should be inclusive and diverse (Paraskevas and Guix, 2023). Marriott needs to provide a physical or virtual environment where cross-functional teams may meet and discuss ideas for initiatives. This area should encourage creativity, and knowledge.
Leadership support is necessary for innovation, when leaders support and encourage new ideas the employees feel more motivated to develop innovative solutions. Senior management at Marriott should support cross-functional innovation teams and emphasise the importance of creativity and teamwork in achieving organisational objectives (Neves, 2022). They should supply, mentor and enable team members to take ownership of their work. A culture of innovation and cautious risk-taking should be promoted at Marriott. Cross-functional teams should be let to test prototypes, make errors, and learn from them (Ndhlovu and Dube, 2023)
Marriott should honour cross-functional team creativity by recognising it and rewarding it. A successful invention can lead to incentives, bonuses, and career advancement. Innovative success stories motivate and create a positive feedback loop (Media, 2023). By creating cross-functional innovation teams, Marriott International can encourage creativity and teamwork. This plan will assist Marriott in maintaining a competitive edge, responding to customer expectations, and enhancing operations and the guest experience.
[bookmark: _Toc135227000]Engage in Social Responsibility (Hyatt Hotel)
The Hyatt Hotel should do more for the community. This will strengthen Hyatt's positive impact on the neighbourhood, important guest relationships, and status as a luxury brand that cares about social issues. Hyatt should collaborate with neighbourhood groupings (Kim et al., 2023). Partnerships might focus on the development of the economy, healthcare, the environment, and education. Hyatt can work with stakeholders to achieve goal and encourage sustainable growth.
Hyatt should give ethical and fair trade priority, working with ethical, local, and sustainable suppliers is a part of this (John and Gopalakrishnan, 2022). By supporting ethical business practices, Hyatt may enhance its reputation while also benefiting its employees and communities. Hyatt should provide organised initiatives for staff members to give back while on the job. These initiatives can make employees feel good about their work and change the world. Hyatt should recognise the social responsibility activities of its employees.
Hyatt needs to make its social responsibility efforts known to its stakeholders, staff, and visitors. In-room pamphlets, social media, the corporate website, and employee communications can all accomplish this. By promoting its social impact initiatives, Hyatt may enhance its reputation as a leading hotel chain and draw like-minded tourists (Hykavchuk, 2023). Hyatt should use effective measuring and reporting methods to monitor the outcomes and impact of its social responsibility initiatives. Through social responsibility, Hyatt Hotel can strengthen its community, increase visitor loyalty, and position itself as a luxury brand with a mission. The aim of Hyatt is to provide outstanding experiences while enhancing society and the environment.
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Conclusion 
Marriott International and Hyatt Hotel have distinctive approaches to financial management. Both firms employ various strategies and achieve varying degrees of success in terms of overall income, market position, capacity for growth, and financial support for CSR. The financial performance, market position, development prospects, and financial commitment to CSR of Marriott International are all excellent. With its aggressive growth strategy, extensive global presence, and effective environmental policies, Marriott is a leader in the industry. However, Hyatt Hotel places a higher priority on financial responsibility, sustainability, and social responsibility.
To enhance operations, Marriott International should establish cross-functional innovation teams. This would make use of the expertise and creativity of the workforce to stay ahead of market trends. By emphasizing environmental sustainability, social responsibility, and stakeholder communication, Hyatt Hotel might embrace sustainable luxury. The strengths and potential growth areas of Marriott International and Hyatt Hotels are diverse. By heeding the suggestions, they can flourish in the cutthroat hospitality industry, satisfy the evolving requirements of tourists, and contribute to society and the environment.
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US Online Hotel Booking Market Share

Website May 2016 | May2017 | % Change
Expedia 18.9% 19.5% 33%
Booking 10.8% 13.3% 226%
Priceline 10.8% 1.2% 4.0%
Hotels.com 10.1% 102% 09%
Marriott 8.7% 55% 37.2%
Hilton 57% 54% 6.0%
IHG 56% 4.8% -13.9%
Orbitz. 54% 4.8% 11.3%
Choice Hotels 4.9% 4.5% -8.4%
Hotwire 46% 34% 25.4%
Wyndham Hotels 1.0% 3.0% 202.0%
Best Western 2.1% 1.8% -13.6%
Starwood 1.7% 1.6% -47%
Travelocity 6.0% 1.6% 74.2%
Hyatt 1.2% 1.1% -10.1%
Sheraton 0.5% 03% -42.6%
St Regis Hotels 0.0% 00% -33.3%





