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Introduction
The aim of this report is to compare the financial management and associated approaches chosen by hospitality organisations. Whereas financial management is the strategic planning, organising, leading, and controlling of an organisation's financial activities (Petty et al., 2015). It also means bringing concepts of management to a business's financial assets and portraying a significant role in managing the organisation's money (Chandra, 2017). The word "financial management," on the other hand, just means handling a company's finances well. The objective of effective financial management is to make sure that a commercial can stay in business for a long time (Petty et al., 2015). However, this report will compare the financial approaches of two chosen hospitality organisations including, Intercontinental Hotels Group (IHG) and Hyatt Hotels, while analysing their total revenue, market position, growth potential and Financial Commitment to CSR. This discussion will also highlight the key recommendation to the respective organisations in the aspect of opportunities for growth. 

Comparison of Approaches to Financial Management
Total Revenue
The Intercontinental Hotels Group IHG utilised yield management as a revenue management strategy (Karadag, 2015). This method is regarded as a dynamic hotel revenue strategy created to provide the most return from a predetermined number of rooms. It is about figuring out how to best balance pricing and occupancy by comprehending and influencing traveller booking behaviour (Madura, 2020). The Intercontinental Hotels Group (IHG) takes this strategy, which entails synchronising customer, pricing, time, and purchasing habits, to determine the formula for making the most money from an item or service (Vasić and Čerović, 2018). In order to do this, the business uses various rates, including promotional and group pricing, as well as developed prices during periods of durable demand and lesser prices during eras of small demand. Whereas, in 2022, Intercontinental Hotels Group made $3.892 billion in sales, which is 33.88% more than in 2021 (Tranter and Stuart-Hill, 2013). IHG made $2.907 billion in sales, which was a 21.43% rise from the year before in 2021 (Vasić and Čerović, 2018).
On the contrary, Hyatt Hotel receives revenue from hotel owners for management services as well as franchise fees from hotels that have signed franchise agreements (Tariq et al., n.d.). The business also receives rental money from the homes it owns and leases. The owners of Hyatt Hotels choose hotel management firms to assume control of all crucial activities and services connected to functioning a successful hotel (Karadag, 2015). This often involves working daily duties, including maintaining buildings, hiring workers, paying employees, maintaining the home, managing the front of the marketing and house (Hayes and Miller, 2012). Additionally, the hotel industry behemoth Hyatt Hotels Corporation produced around 5.89 billion United States dollars in revenue from facilities throughout the globe in 2022 (Lapan, 2022). In 2021, the prior year, Hyatt Hotels Corporation brought in a total revenue of 3.03 billion dollars (Tariq et al., n.d.).

Market Position
When it comes to segmenting its market into relevant market divisions, Intercontinental Hotels is using a market differentiation approach in order to do so. This strategy is based on the features of the various demands and characteristics of the target markets. The company functions more than 3500 hotels throughout more than 100 countries, with a total of over 535000 guest rooms (Tariq et al., n.d.). By using a differentiation approach, the Intercontinental Hotel Group was able to provide exceptional accommodations in addition to exceptional service within the framework of distinctive local cultures and situations. IHG is able to respond to changes in its service needs and the general markets to whom they appeal because of its use of specialised marketing. IHG protects its financial future by diversifying its customer base, product offerings, and service tiers so that it can continue to generate money in the event that one of its target markets loses its viability. It is much simpler to keep up with market trends and to keep a huge consumer base when one has access to a larger demography and a variety of marketing tactics (Neirotti et al., 2016). 
However, Hyatt Hotels positioned itself through product division, which means that they offer different services in their luxury, upper-upscale, and upscale hotels. An upper upscale hotel, on the other hand, gives the same things as an upscale hotel but also has some extras, like rooms that are better for certain guests. Also, high-end and luxury customers think that the look and feel of the Hyatt Hotel is one of the most important reasons for their first stay and for coming back again (Lapan, 2022). When booking a stay, they tend to go by what they know about a hotel rather than what other people say. The Hyatt Hotels separates its names in order to give each customer a unique experience and meet their needs and wants. The goal of hotel market segmentation is to better meet the wants of each guest and make as much money as possible through personalised encounters (Köseoglu et al., 2016).

 Growth Potential
The practice of managing a company's revenue has developed into one of the most important instruments available to those working in the sector (Hayes and Miller, 2012). The future of revenue management will include a quick progression towards being a strategic asset that drives future decision-making. In this way, IHG mainly emphasised its focus on the new trends of revenue management as an approach to growth potential (Voegeli, 2021). Total revenue management may be defined as the use of analytics for purposes other than tracking room revenue. Applying the same strategies to the hotel's meeting rooms, dining areas, and other "pockets of profit" might provide even more upside for its bottom line. IHG is focused, as a hotel owner, on attracting, developing, and keeping a strong revenue management team. In addition, IHG treats monitoring, analysis, and optimisation of social media platforms as core business processes. User-generated content, including hotel reviews, blogs, movies, and photos, is being actively used by IHG (Jones and Comfort, 2019).
 While on the other hand, Hyatt Hotels mainly analyse sales-driven leadership as a potential growth strategy. The practice of managing the sales organisation and directing the strategic direction of the sales function in order to accomplish business goals is known as sales-driven leadership (Tariq et al., n.d.). Hyatt Hotels' sales-driven management provides salespeople with quick and useful feedback. People that get this feedback are able to perform better, often in the area of selling skills (Guilding, 2013). The right time may vary, but Hyatt Hotel’s sales management provides feedback on all aspects of a salesperson's success. This type of leadership assists Hyatt Hotels in setting its path towards the required objective of the firm (Wroten, 2019). 

Financial Commitment to CSR 
The Intercontinental Hotels Group (IHG) plans to eliminate all carbon emissions, improve environmental performance, increase employee engagement via service, and fund charity giving. The firm is committed to preserving the highest ethical standards and has earned the respect of its peers in the industry. Supplier compliance with environmental legislation, worker safety, humane treatment, and ecologically responsible manufacturing practises are key priorities for the Intercontinental Hotels Group (Franco et al., 2020). This strategy provides further information on the numerous financial, ethical, legal, and charitable measures that Intercontinental Hotels Group is taking to meet these CSR goals. The IHG integrated Green Engage system, on the other hand, aims to provide hotels with action plans and objectives to lessen their environmental effect. Establish and monitor property-specific targets for reducing carbon, energy, water, and waste, and show any possible cost savings from a plan (Voegeli, 2021). All IHG Hotels and Resorts sites can use the IHG Green Engage system, which is a full online sustainable tool that lets hotels track, evaluate, and share information about their carbon impact and energy use. The system also gives hotels over 200 "Green Solutions" that they can use to use their resources more efficiently and have less of an effect on the natural world, as well as detailed technological tips on how to do these elements. In this manner, to work towards CSR strategies, IHG has invested a significant amount in its systems and associated initiatives as its financial commitment to it (Serra-Cantallops et al., 2018). 
In comparison, Hyatt Hotels respect the essential human rights of all individuals. In keeping with this conviction, Hyatt Hotels runs its operations and works to promote a similar mindset among its partners. Hyatt Hotels trained more than 55,000 co-workers in crucial roles so they could see the indicators of human trafficking and know how to take preventative action. Whereas Hyatt Hotels integrated an effective CSR strategy named ‘Thrive’ (Lapan, 2022). Hyatt Hotels invested a greater amount of its revenue to proceed with this initiative in terms of its financial commitment to CSR (Franco et al., 2020). In addition to positioning Hyatt Thrives' major objective is to support the company in disseminating its charity, environmental, and community participation activities so that it may focus on and communicate the value it brings as a global business to every neighbourhood it serves (Tariq et al., n.d.). Additional sustainability efforts have been sparked by the CSR approach, such as a new human rights policy statement that makes mention of concerns unique to the business, such as human trafficking (Drury, 2015). The four pillars of the Thrive framework were better aligned with Hyatt's charitable contributions and volunteering as a result of Hyatt Thrive (Serra-Cantallops et al., 2018).

Recommendation for Opportunities for Growth
The following are the key recommendation in the aspect of opportunity growth for both chosen organisations which are mentioned below: 

Recommendation to IHG 
Embrace Search Engine Optimisation
Search engines provide one of the greatest opportunities for Intercontinental Hotels Group operators to attract consumers, making search engine optimisation a crucial component of a robust revenue management strategy. IHG hotel proprietors can increase their website's visibility on search engine results pages through SEO. As a result, IHG can increase the likelihood of attracting consumers who are browsing for a hotel in its location but are not specifically looking for its hotel. It is recommended to employ an effective content marketing strategy and optimise the website's design for SEO search engine optimisation to accomplish this (Bhandari and Sin, 2023).

Recommendation to Hyatt Hotels
Integrate Dynamic Pricing
Hyatt Hotels should routinely reevaluate its pricing strategies and occupancy projections, regardless of the type of hotel they operate. Hyatt Hotels must to be able to adjust to the constantly shifting market circumstances and react to shifting demand. Dynamic pricing may therefore be advantageous to Hyatt Hotels. The practise of using a variable pricing approach for a hotel room or service depending on market demand, often raising the price as demand grows, is known as dynamic pricing in the hospitality business. Hotel rooms and hostel beds will be priced based on supply and demand, which the basic concept underlying dynamic is pricing in a revenue management plan. Hyatt Hotels should raise room prices when demand is high in order to maximise average daily rate (ADR), and lower them when demand is low in order to boost occupancy. Following up on future occasions will enable Hyatt Hotels to attain its full revenue potential, particularly during the off-season. Keeping an eye on competitor pricing is also advantageous, as it can help Hyatt Hotels to forecast demand better and give it a competitive edge when determining how to alter its prices (Abrate et al., 2019).

Conclusion 
In conclusion, the financial management method analyses the level of financial management in a variety of industries, including finance. Financial management is a developing concept, not a novel one. Financial management's ideas and scope have developed over time, and several improvements have been applied. The financial management plan may be divided into two major elements theoretically. In this manner, this report has highlighted the key approaches to financial management by focusing on two chosen organisations such as Intercontinental Hotels Group and Hyatt Hotels. In this manner, this discussion has analysed the total revenue. In this manner, IHG integrates yield management, while Hyatt Hotel involves revenue from owners' services. Whereas in terms of market position, IHG comprises market differentiation, while Hyatt Hotels incorporate a product differentiation strategy. In contrast, IHG's potential growth is mainly dependent on its focus on revenue management strategy, while on the other hand, Hyatt Hotels integrate sales-driven leadership. Nevertheless, in terms of financial commitment to CSR, IHG and Hyatt both invested greater amounts in their CSR initiatives, as mentioned above, to sustain in the sustainable global marketplace. 
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