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Efficiently managing a company's financial resources is a crucial aspect of business operations as it directly impacts its growth and profitability. Professionals specializing in financial management play a vital role in strategizing, organizing, and monitoring all financial transactions. Sound financial management practices are highly valued across industries, including hospitality (Kumar, 2021). Thus, the importance of effectively handling financial resources also applies to the hospitality industry. The hotel organizations selected for this assignment are Hyatt Hotels and Hilton Hotels. During the pandemic period, the hotel industry has been seen to face adverse impacts (Liu, 2022). For instance, lockdowns, social distancing measures, and travel restrictions led to declining hotel visitors and guests, causing significant financial disruption for the entire hotel sector (Edwards, 2021). Therefore, this industry has been chosen for the analysis of financial management approaches. This study will conduct an analysis and comparison between these two specified organizations regarding the management of their financial resources in terms of revenue, profitability, growth potential, and CSR activities. 
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[bookmark: _Toc135610421]Comparison in Overview
Hyatt Hotels Corporation is an international hospitality organization that operates a broader variety of luxury hotels, resorts, and vacation properties. The organization was established in 1957 and operated from its headquarters in Chicago, United States (Kwok et al., 2022). With a different portfolio of brands, Hyatt is recognized for its commitment to offering exceptional service and high-quality accommodations (Afshan et al., 2021). Hyatt operates various brands catering to market segments, including luxury, premium, lifestyle, and select-service hotels. Some of the well-known brands include which includes Park Hyatt, which is a luxury brand offering elegant and sophisticated accommodations in prime locations around the world, and the Grand Hyatt, which are an upscale hotel with large-scale facilities, luxurious amenities, and a focus on creating a great experience for guests (Shin et al., 2021).
Hilton Hotels Corporation, commonly referred to as Hilton is one of the world's biggest and most recognized hospitality organizations. It was introduced in 1919 by Conrad Hilton and presently operates from its headquarters in Virginia, United States. Hilton operates a massive network of hotels and resorts across diverse brands and segments, catering to the needs and wants of various travelers (Kim and Han, 2022). In addition, Hilton Hotels offers a diverse range of travel services surrounding hotel stays, bookings, timeshare vacations, bundled hotels, car rental packages, and standalone car rentals or chauffeur services for their premium guests (Linxi, 2021). 
Table 1 Comparison of the two hotels
	Particulars
	Hyatt
	Hilton

	Established in
	1957
	1919

	Net worth
	$12.60 billion
	$38.52B

	Number of employees
	189, 000
	360, 000



(Upstay, 2023; Forbes, 2023)
From the above comparison, it can be seen that Hilton Hotels have surpassed Hyatt Hotels in terms of net worth with $ 38.52 billion, and its number of employees has also doubled to that of Hyatt Hotels with 360 000 employees (Shin and Kang, 2020). The primary reason behind this difference is the inception of the hotels and the growth potential. In addition, Hilton Hotels operates with multiple segments, which have targeted elite as well as middle to high-income customers from the US, UK, and other European countries (Kumar, 2021). As a result, Hilton's return on assets has been 8.11% as of FY2022. In contrast, Hyatt’s ROA has been 3.65%, which signifies that Hilton has successfully utilized its assets to enhance each dollar in its sales revenue (Edwards, 2021). 
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Table 2 Market Positioning (Statista 2022)
	[bookmark: _Hlk125920070]Market Position Factors
	Hyatt
	Hilton

	Number of hotels
	1350
	584

	Number of rooms
	350, 200
	1.12 million 

	Occupancy rate
	48.8% 
	57.2%

	Global Market Share 
	11.07%
	10.23%



(Statista, 2023; Yahoo Finance, 2023; Seeking Alpha 2023)
Portfolio Expansion: Hyatt focuses on strategic portfolio expansion by acquiring or developing new properties in key locations. They aim to offer a varied variety of hotel options to cater to different market segments and target a broader customer base (Gürlek and Kılıç, 2021). For instance, from standard room services to deluxe services, Hyatt has occupied a significant market share of 11.07%, contributing to its global presence with 1350 hotels and 350, 200 rooms, 50% of the rooms booked generating RevPAR (Shin et al., 2021). 
Strong Brand Differentiation: Hyatt also focuses on brand differentiation by positioning its various brands, which include Park Hyatt, Grand Hyatt, and others, to counter different customer preferences and market segments. This permits them to capture a broader range of customers and maintain a competitive advantage (Kwok et al., 2022). On the other hand, to maintain above market position, Hyatt also improved its guest experience for instance, personalized experiences like automated check-in and check-out, particularly after COVID-19, online booking and payments make memorable experiences for each guest, which helps hotel management to build customer loyalty and positive word-of-mouth recommendations (Liu, 2022).
Hilton Hotels, on the other hand, also applied global expansion to enhance its market share, which reached 57.2%, much higher than Hyatt Hotels. It is contributed by the exceptionally large room size of the hotels, with a 1.12 million room capacity, which severely outperforms the room availability of Hyatt hotels (Yahoo Finance, 2022). Besides, Hilton strongly focuses on global expansion, establishing its presence in various countries and regions worldwide. They aim to tap into emerging markets and popular destinations to capture a more extensive customer base (Kwok et al., 2022). Further, the hotel also applies a brand portfolio diversification strategy. Similar to Hyatt, Hilton has a diverse portfolio of brands catering to different market segments and customer preferences. This allows them to cater to a wide range of customers, from luxury travelers to budget-conscious individuals, thereby expanding their market reach.
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Figure 1 Revenue or Loss (Yahoo Finance, 2022)
From Figure 1 above, it can be seen that the revenue of Hilton Hotels has increased massively during FY2021-2022 from $5.78 million to $8.7 million. As a result, it generated a significant net profit, which increased from $410 000 to $1.2 million in the same period. On the other hand, Hyatt Hotel reported a massive loss in FY2021 despite revenue growth from 3 million to 5 million dollars during FY2021-2022 (Yahoo Finance, 2022). This signifies that the cost control strategies, which are the main factor behind net probability growth, have been effectively applied by Hilton, which contributed to the massive surge in net profit of almost $8 million (Yahoo Finance, 2022). However, Hilton and Hyatt likely utilize financial analysis methods to evaluate performance, identify areas for improvement, and make informed decisions such as optimizing capital structure, opting for equity finance, and reducing financial leverage and interest expense that both managed to improve their profitability. For instance, the strategy helped Hyatt to overcome its net loss and convert it into profit, and Hilton further increased its profitability (Kwok et al., 2022). Further, Hilton and Hyatt employ revenue management systems and pricing strategies to maximize revenue from room bookings. This includes dynamic pricing based on demand and market conditions, setting different rates for various segments, and leveraging data analytics to optimize pricing decisions which contributed to enhancing their revenue in the last two years after the COVID-19 period. 
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The growth potential of hotels refers to the capacity and likelihood for a hotel property or brand to expand its operations, increase its market share, and generate higher revenues and profits over time (Brandt et al., 2020). It encompasses various factors and opportunities that can contribute to the future success and development of a hotel business (Prichina et al., 2019).
Table 3 Growth Potentials Yahoo Finance 2022
	Revenue Growth
	95%
	52%

	Operating Profit Growth
	259%
	106%

	Net Profit Growth
	305%
	206%



Both the hotels show positive signs toward revenue and profitability growth potentials, as depicted in the last two years. Both hotels are applying strategies to achieve this growth, including portfolio Optimisation. Both Hilton and Hyatt continuously evaluate their portfolio of properties to identify underperforming assets, divest non-strategic properties, and reinvest in high-potential properties or new developments (Liu, 2022). This strategy allows them to allocate capital efficiently and maximize financial returns. Further, another strategy applied is expansion into New Segments where Hilton and Hyatt might target new customer segments or niche markets to expand their offerings and generate additional revenue (Kwok et al., 2022). This can include ventures into extended stay accommodations, luxury resorts, lifestyle hotels, or experiential travel concepts.
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Bowman's Strategy Clock is a strategic tool that helps analyze competitive positioning in a market grounded on price and perceived value. It offers eight potential strategies that both hotels are adopting three main strategies to distinguish themselves from competitors (Belarmino et al., 2022).
Hybrid (Position 3): Hilton and Hyatt mainly operate in this classification, offering a balance amid price and perceived value (Chang and Sokol, 2022). They offer a variety of services and amenities to counter the requirements of diverse customer segments, comprising both business and leisure travelers (Sharma et al., 2021).
Differentiation (Position 4): Hilton and Hyatt employ differentiation strategies to set themselves apart from competitors (Belarmino et al., 2022). For instance, offering loyalty programs, which allow their customers to pay premium prices for distinguished services. 
Focused Differentiation (Position 5): Both Hilton and Hyatt have particular brands in their portfolios that emphasize niche markets and offer greatly differentiated experiences (Sharma et al., 2021).
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Cost leadership: Hilton focuses on recycling and reusing materials to save supply chain costs. Whereas Hilton focuses on waste minimization to save cost and pass cost-cutting benefits to customers in terms of discounted rates (Belarmino et al., 2022). 
Differentiation: Hilton and Hyatt mainly operate grounded on differentiation. They invest in branding, customer service, and loyalty programs to generate idiosyncratic experiences and form themselves as premium hospitality providers. Examples include self-checkout systems, online payments, and touchless entry to ensure hygiene (Chang and Sokol, 2022). 
Focus: Hilton and Hyatt smears focused strategies using particular brands in their portfolios. For example, Hilton's luxury brand, Waldorf Astoria, and Hyatt's luxury brand, Park Hyatt, offer upscale itinerants looking for exclusive and tailored experiences (Sharma et al., 2021).
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Hilton has made substantial efforts to decrease its ecological impact. They have applied energy-saving measures, water conservation programs, waste reduction initiatives, and sustainable sourcing practices. The management of the hotel also emphasizes decreasing carbon emissions and increasing energy efficiency at all their locations (Gürlek and Kılıç, 2021). On the contrary, Hyatt emphasizes sustainable operations and resource conservation. They have applied water and energy-saving measures, waste management programs, and practices of sustainable procurement (Yahoo Finance, 2022). They target to decrease their environmental footprint and promote responsible practices across their locations and hotel sites (Kwok et al., 2022).
Further, Hilton is actively involved in community engagement and philanthropic activities. They have developed the Hilton Effect Foundation, which is focused on supporting initiatives associated with education, disaster relief, the development of society, and the provision of labor and reduced unemployment (Shin and Kang, 2020). They also encourage employee volunteerism through programs like Global Week of Service. At the same time, Hyatt stresses human rights, labor practices, and ethical business conduct. They have applied policies and initiatives to ensure fair employment practices, admiration for human rights, and accountability in supply chain management (Linxi, 2021). Therefore, based on the above analysis, it can be safe to summarise both hotels are performing their best to outperform the CSR activities of each other, which is better for overall ESG measures by the entire hotel sector and setting new benchmarks to enhance ESG of the hotel industry (Shin et al., 2021).  
[bookmark: _Toc135610428]Recommendations
As a first recommendation, it can be suggested to enhance financial performance, both Hyatt Hotels and Hilton Hotels should opt for recycling and reusing business model as waste management strategies. This strategy can save them the cost of supply chain and inventory purchases and provide brand recognition as an environmentally friendly and responsible brand (Linxi, 2021). On the other hand, it can also be suggested that both hotels must sell their unwanted and unproductive assets from all hotels site, it can provide them sufficient cash inflows to fulfill working capital requirements instead of raising capital from the market against the high cost of capital and also reduce the significant amount in repair and maintenance cost (Kim and Han, 2022). 
Further, by making each of their assets work toward an identical goal, the hotel operation will run more competently. This signifies that the hotels will be less dependent on revenue and the whims of the market (Shin et al., 2021). Besides, the generation of revenue is significant. However, during strategic roles in the operation, uncovering people who see beyond revenue creation is important. They must be able to classify revenue sources and move the strategies that will generate that revenue further (Edwards, 2021). Lastly, reducing the cost of capital and optimizing capital structure can allow hotels to reduce their financial expenses and control massive costs, leading to increased retained earnings and net profitability (Liu, 2022).  
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From the above analysis, arguments, and conclusion, it can be seen that both hotels have been competing in the hotel sector effectively. However, Hilton Hotels have been found to stand at par with Hyatt Hotels in terms of financial performance and increased market share. The hotels have targeted all customer segments globally to increase their RevPAR and market share, allowing Hyatt to convert its net loss into profit and Hilton to raise its profit by nearly $8 million. In terms of CSR activities, both hotels focus on environmental sustainability and governance (ESG) measures, such as controlling carbon emissions from their operations. Lastly, it can also be concluded that both hotels have applied effective growth strategies, such as expanding their operations and opening new hotels to enhance their customer base. 
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Figure 2 Brownian Clock Diagram. Source (Home 2023)
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Figure 3 Three Generic Strategy. Strategy Coffee; Source (Them, 2023)
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