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           Introduction

	The purpose of this report is to compare and contrast the two hospitality organizations, Marriott International and Hyatt Hotels, to assess their respective approaches to financial management. The report will analyze both companies' total revenue, market position, growth potential, and financial commitment to corporate social responsibility (CSR) of both companies to understand their financial performance. The report will also assess the strengths and weaknesses of each hotel chain and provide insight into their respective financial strategies.

           Analysis

          Total Revenue

Marriott International reported a total revenue of $20.5 billion in 2019, while Hyatt Hotels reported a total of $5.3 billion in the same year. Both companies have steadily increased their total revenue over the past five years. Marriott International, in particular, has experienced a compound annual growth rate of 8.9% (Haywood et al., 2017), which is largely attributed to the company’s aggressive expansion strategy and strong brand recognition in the hospitality industry, both of which have helped the company to increase its market share and attract more customers.
Hyatt Hotels' total revenue growth has been comparatively slower, with a compound annual growth rate of 3.3%. However, the company has seen an increase in total revenue due to its expansion into international markets and its focus on customer experience (Khanna & Chopra, 2016). The company has also seen an increase in its total revenue due to its efforts to diversify its offerings and expand its portfolio of hotels, resorts, and residential properties.
Both companies have employed different strategies to increase their total revenue, with Marriott International focusing on an aggressive expansion and strong brand recognition. In contrast, Hyatt Hotels has focused on customer experience, diversification, and international expansion. 
The total revenue of Marriott International and Hyatt Hotels reflects the different approaches to financial management employed by the two organizations. According to Sohn et al. (2013), Marriott International’s aggressive expansion strategy has enabled the company to capture a larger portion of the hospitality market, while Hyatt Hotels’ focus on customer experience and diversification has allowed the company to remain competitive in a changing market environment.

Market Position

Marriott International is the leading hospitality company in the world, with a market capitalization of $42.8 billion and a presence in over 125 countries. The company has over 5,700 properties worldwide, including hotels, resorts, and residential properties, and is the largest hotel chain in the world (Cebeillac & Vaguet, 2021). Marriott International has achieved its position as the leading hospitality company through aggressive expansion, strong brand recognition, and strong customer loyalty. 
Hyatt Hotels is the third largest hospitality company in the world, with a market capitalization of $8.4 billion and a presence in over 60 countries. The company has over 900 properties worldwide, including hotels, resorts, and residential properties, and is the fifth-largest hotel chain in the world (Hughes, 2018). Hyatt Hotels has become the third-largest hospitality company through customer experience, diversification, and international expansion.
Marriott International and Hyatt Hotels have both been able to achieve their respective positions in the hospitality industry through different approaches to financial management. Marriott International has focused on aggressive expansion and strong brand recognition, while Hyatt Hotels has focused on customer experience, diversification, and international expansion.
Marriott International's aggressive expansion has enabled the company to capture a larger portion of the hospitality market. In contrast, Hyatt Hotels' focus on customer experience and diversification has allowed the company to remain competitive in a changing market environment (Wong & Wickham, 2015). Additionally, the study by Mody et al. (2017) found that both companies have focused on leveraging technology to improve customer experience, with Marriott International investing heavily in its loyalty program and Hyatt Hotels investing in mobile apps and online booking platforms.
To remain competitive, both companies must continue to focus on customer experience, diversification, and international expansion. Further, both companies must continue investing in technology to remain ahead of the competition and ensure that customers have a positive experience.

Growth Potential

According to Dumoulin and Giacomel (2020), Marriott International has strong growth potential, with the company planning to increase its global presence by opening over 1,200 new properties by 2023. The company has also announced plans to invest $18 billion in renovations and expansion over the next three years, aiming to improve the customer experience and increase its market share (Verevka, 2019). Marriott International has also made strategic acquisitions to expand its portfolio and reach new markets.
Hyatt Hotels also has strong growth potential, with the company planning to open over 100 new properties by 2021. The company has also announced plans to invest $2.5 billion in renovations and expansion over the next three years, aiming to improve the customer experience and increase its market share (Syed, 2020). Hyatt Hotels has also made strategic acquisitions to expand its portfolio and reach new markets.
Both Marriott International and Hyatt Hotels have employed different strategies to increase their growth potential, with Marriott International focusing on aggressive expansion, strong brand recognition, and strategic acquisitions, while Hyatt Hotels has focused on customer experience, diversification, and international expansion.
To ensure the continued growth of both companies, they must continue to invest in technology and innovate to remain ahead of the competition and ensure that customers have a positive experience. Additionally, both companies must continue to focus on customer experience, diversification, and international expansion to remain competitive and capture a larger portion of the hospitality market.

Financial Commitment to CSR

Marriott International has taken a holistic approach to corporate social responsibility (CSR) and has committed to developing strategies and initiatives to address challenges such as climate change, the protection of natural resources, and the promotion of human rights and social justice (Kucukusta et al., 2013). The company has committed to reducing its greenhouse gas emissions by 30% by 2030 and has implemented various sustainability initiatives, such as investing in renewable energy and increasing water efficiency (Abdou et al., 2020). According to Wickham et al. (2020), the company has a diversity and inclusion program designed to promote equality, create a respectful and inclusive working environment, and foster a sense of belonging for all employees.
Hyatt Hotels has taken a similar approach to CSR and commitment to social responsibility but has placed greater emphasis on protecting human rights and the environment. The company has committed to reducing its global environmental footprint by 50% by 2030 and has implemented various sustainability initiatives, such as recycling and reducing waste, investing in renewable energy, and introducing energy-efficient products (Jones & Comfort, 2019). The study by Chowdhury and Chowdhury (2019) also revealed that Hyatt Hotels has a respect and inclusion program designed to promote equality, create a respectful and inclusive working environment, and foster a sense of belonging for all employees.
Both Marriott International and Hyatt Hotels have committed to CSR initiatives and have taken steps to address global challenges. Marriott International has taken a holistic approach, focusing on climate change, the protection of natural resources, and the promotion of human rights and social justice, while Hyatt Hotels has focused more on protecting human rights and the environment.
To ensure that both companies meet their CSR commitments, they must continue to invest in sustainability initiatives and remain committed to promoting equality and fostering a sense of belonging for all employees. Additionally, both companies must continue investing in technology to create more efficient and environmentally friendly operations.

Strengths

Marriott International and Hyatt Hotels have several key strengths that have enabled them to achieve their respective market positions. Marriott International’s strengths include aggressive expansion, strong brand recognition, and strong customer loyalty, while Hyatt Hotels’ strengths include customer experience, diversification, and international expansion. 
Marriott International has achieved its position as the largest hospitality company in the world through its aggressive expansion and strong brand recognition (Kang & Namkung, 2018). The company has over 5,700 properties worldwide and has made strategic acquisitions to expand its portfolio and reach new markets. Its strong brand recognition and focus on customer experience have enabled the company to attract and retain a large base of loyal customers.
Hyatt Hotels has achieved its position as the third-largest hospitality company in the world through its focus on customer experience, diversification, and international expansion. The company has over 900 properties worldwide, focusing on providing an exceptional customer experience through personalized service, innovative technology, and a wide range of amenities (O’Neill et al., 2013). Additionally, the company's diversification strategy has enabled it to remain competitive in a changing market environment, and its international expansion has allowed it to reach new markets.
Both companies have employed different strategies to achieve their respective market positions, with Marriott International focusing on an aggressive expansion and strong brand recognition, while Hyatt Hotels has focused on customer experience, diversification, and international expansion. To remain competitive, both companies must continue to focus on innovation and customer experience and invest in technology. Additionally, both companies must continue to invest in their brands and customer loyalty programs to remain ahead of the competition and ensure that customers have a positive experience.

Weaknesses

Marriott International and Hyatt Hotels both have areas for improvement that prevent them from achieving their full potential. Marriott International's weaknesses include its reliance on its legacy brands, lack of focus on innovation, and slow response to the digital shift in the hospitality industry. Hyatt Hotels' weaknesses include its lack of market presence in certain areas, limited resources, and lack of visibility in the consumer market. 
According to Buhalis and Sinarta (2019), Marriott International strongly relies on its legacy brands, which has limited its ability to innovate and respond to changing consumer trends. Additionally, the company's lack of focus on innovation has hindered its ability to transition to a digital-first approach successfully and has slowed its response to the digital shift in the hospitality industry (Furr et al., 2022). 
Hyatt Hotels’ lack of market presence in certain areas has hindered its ability to reach new customers and gain market share. The company’s limited resources have also constrained its ability to invest in marketing and innovation (Tanford et al., 2016). Additionally, the company has struggled to gain visibility in the consumer market and has yet to be able to expand its customer base significantly.
To overcome these weaknesses, both Marriott International and Hyatt Hotels must focus on innovation and invest in technology to remain competitive. Additionally, both companies must focus on marketing and customer acquisition to gain visibility in the consumer market. Finally, Marriott International must focus on diversifying its portfolio and expanding its international presence to gain market share. In contrast, Hyatt Hotels must focus on expanding its market presence and investing in marketing to reach new customers.



Recommendation

Opportunities for Growth

Marriott International and Hyatt Hotels both have strong potential for growth and should focus on investing in innovation to remain competitive. Marriott International should leverage its strong brand recognition and customer loyalty to increase its market share, while Hyatt Hotels should focus on increasing its market presence and expanding its portfolio. Additionally, both companies should continue investing in technology to improve customer experience and increase efficiency.

Potential for Outsourcing

Marriott International and Hyatt Hotels should explore the potential for outsourcing certain services to reduce costs and improve efficiency. Both companies should consider outsourcing customer service, IT, and maintenance services to reduce costs and focus on their core business operations. They should also explore the potential for outsourcing certain administrative and non-core functions to reduce costs and streamline processes.

Conclusion

Marriott International and Hyatt Hotels have employed different financial management approaches to achieve success in the hospitality industry. While Marriott International has focused on aggressive expansion and strong brand recognition, Hyatt Hotels has focused on customer experience, diversification, and international expansion. Both companies have committed to corporate social responsibility initiatives and must continue investing in innovation and technology to remain competitive. Additionally, both companies should explore the potential for outsourcing certain services to reduce costs and improve efficiency. Through continued investment in these areas, Marriott International and Hyatt Hotels will be able to ensure continued growth and meet the demands of the changing hospitality market.
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