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Introduction
Marriott International and Hyatt Hotels are two of the most renowned hospitality companies globally. They both have a significant global presence, with Marriott International operating in over 130 countries and territories, while Hyatt Hotels operates in over 50 countries (Kelleher, 2023). The purpose of this report is to compare the financial management approaches of these two hospitality organizations in four key areas: total revenue, market position, growth potential, and financial commitment to corporate social responsibility. 
Background
Marriott International was founded in 1927 and is headquartered in Bethesda, Maryland (Marriott, 2023). Marriott International is a global hospitality company founded by J. Willard Marriott and his wife Alice S. Marriott. Over the years, it has evolved into one of the world's largest hotel chains that operate over 30 diverse hotel brands in more than 130 countries around the globe (Statista, 2023). Headquartered today in Bethesda, Maryland, Marriott International has expanded by implementing total quality management practices from some of the top players in luxury hospitability including Ritz-Carlton Accor North America, Disney, Four Seasons and Regent Hotels and Resorts among others (Bethesda, 2018). Their loyalty programs provide comprehensive benefits that are compiled from both academic literature and official websites of notable international hotel chains such as Starwood, Hilton InterContinental hotels Hyatt Corporation, and Shangri-la (Miller, 2023). Marriott’s international revenue in 2019 was $20.9 billion. This figure is a testament to the company's sound business strategies, excellent customer service, and unwavering commitment to exceeding guests' expectations. (Krupskyi et al., 2017) The brand has long been recognized as one of the leading players in the global hospitality industry due to its extensive network of hotels around the world and unmatched dedication towards creating unparalleled experiences for each visitor that walks through their doors.
On the other hand, Hyatt Hotels was founded by entrepreneurs Jay Pritzker and Donald Pritzker in 1957 and is headquartered in Chicago, Illinois (Zippia, 2023). Hyatt Hotels Corporation is a leading global hospitality company with over 900 properties spread across more than 60 countries worldwide and a portfolio of admired luxury brands including Andaz, Park Hyatt, Miraval, Grand Hyatt, and Alila among others. (Hyatt Hotels, n.d) Recognized for its comfortable accommodations and exceptional guest services, Hyatt offers luxury facilities that cater to both business professionals as well as leisure travellers alike. Known for their state-of-the-art hospitality management system with a focus on sustainability practices like encouraging guests to pay a carbon footprint offsetting fee (Choy et al., 2021) among other initiatives such as implementing renewable energy solar project systems or buying carbon credits from accredited projects; these efforts were recently recognized when the company ranked first place globally amongst responsible businesses according to Corporate Knights’ list of most sustainable corporations in recent years. (Abad-Segura et al., 2019)

Total Revenue
When comparing the financial management approach of Marriott International and Hyatt Hotels, several key areas may be considered. Firstly, in terms of total revenue, Marriott International had a significantly higher revenue figure than Hyatt Hotels in the year 2019, with Marriott generating an annual revenue of $20.7 billion compared to Hyatt's $766 million (Touryalai, 2019). Marriott's financial success can be attributed to their ability to leverage strategic business practices and capitalize on opportunities for growth within the hospitality industry. Marriott's academic expansion may also be a benefit to their high total revenue as they have been able to implement the best practices within the hospitality industry. By conducting thorough studies of successful hotels such as Ritz-Carlton Accor North America, Disney, Four Seasons and Regent Hotels and Resorts, Hyatt Regency, Marriott International and Hilton that follow total quality management approaches, Marriott has been able to capitalize on growth opportunities effectively while maintaining a high standard of service (Bruns-Smith, 2015). Furthermore, Marriott's total revenue is positively impacted by its market position as it operates across a wide range of markets, including both domestic and international locations (Behtesda, 2022). This is reflected in their revenue growth rate of 7.6% within the same year (MacroTrends, n.d). Furthermore, their ability to recover their revenue quickly and effectively after periods of economic uncertainty such as the recent COVID-19 pandemic demonstrates their resilience, adaptability and flexibility in financial management (Sperance, 2022). Similarly, Hyatt Hotels’ revenue growth rate was negatively impacted by COVID-19 with a decrease of 60.7% in 2020 reflecting a lower revenue of $2.4 billion (Bryant, 2021). However, Hyatt's revenue growth has increased significantly in the recent past after implementing new strategies and adopting innovative technologies such as their mobile app that allows customers to easily make bookings, order food and manage their stay (Thu, 2020). Hyatt Hotels revenue growth rate has recently increased by 1.7% and they are now investing in new markets to further increase their market share (Deleon, 2023). 
Whilst both companies' revenue is increasing annually, Marriott's larger market position and ability to leverage best practices within the hospitality industry has allowed them to generate a significantly higher total revenue than Hyatt Hotels. However, both companies could further promote their differing levels of revenue growth by evaluating opportunities for outsourcing certain services to reduce costs and increase profitability, as well as by implementing effective marketing strategies through social media channels (Espino-Rodríguez & Ramírez-Fierro, 2018).
Market Position
Market position refers to a company's standing in the marketplace relative to its competitors, and can be determined by factors such as market share, brand recognition, product differentiation, customer loyalty and profitability. (Mi et al., 2019) In order to achieve a strong market position, companies need to employ effective strategies that enable them to meet customers' needs while also maximizing profits. The hotel industry is no exception. One strategy employed by hotels since the early 1980s has been revenue management - which involves adjusting prices based on demand in order to maximize revenue from room sales. Marriott International was one of the pioneers of this approach and experienced success with annual revenue increases ranging between 2-5% (Demirçiftçi, 2022). To support their efforts in revenue management implementation, they established dedicated Revenue Management departments for different brands within their organisation. Marriott invested heavily into software systems aimed at providing daily forecasts of demand across all rooms throughout its entire chain, covering Marriott branded properties through Courtyard & Residence Inn lines, using automated inventory recommendations and targeted price discounts were offered where required so-called 'fenced rate' logic similar to airlines. (Oklevik et al., 2021) Similarly, Hyatt Hotels’ market position strategies involve a focus on luxury, with their higher-end brands such as Grand Hyatt and Park Hyatt catering to affluent travellers who are willing to pay premium prices (Kizilirmak, 2022). They have further increased their market position by developing new brands which cater to different segments of the market, such as Hyatt Place and Hyatt House for budget-conscious travellers, therefore emphasising on catering to a wide range of customers (Hyatt, 2023). Despite this, it is recommended that Marriott and Hyatt further their market positions by keeping a close eye on emerging market trends, and by establishing efficient feedback mechanisms with their customers to ensure that they are able to respond quickly and appropriately in the event of a changing market landscape. This will ensure that they stay competitive and continue to grow their market share over time (Phan et al., 2021). 
Growth Potential
Growth potential is a critical aspect of financial management within the hospitality industry. Marriott International has demonstrated an exceptional ability to grow and expand its operations both domestically and internationally, with a portfolio of over 7,600 properties across 133 countries (Marriott, 2022). Furthermore, Marriott has recently invested $2 billion to open new hotels in emerging countries, showcasing its commitment to expanding its market share (Marriott, 2022). Marriott 's success in growth can be attributed to their ability to identify and capitalize on strategic opportunities such as mergers, acquisitions, and partnerships. In contrast, Hyatt Hotels has a smaller market size with 20 brands and approximately 900 properties worldwide (Hyatt Newsroom, n.d). However, Hyatt has also demonstrated notable growth potential by targeting niche markets and investing in innovative technologies such as their mobile app to improve customer satisfaction (Hyatt Newsroom, n.d). When assessing the growth potential of each company, Hyatt's growth potential may be considered higher as they have a smaller market share compared to Marriott and may leverage strategies such as outsourcing, mergers & acquisitions, or partnerships to expand their business operations (Speros, 2021). Furthermore, Hyatt's focus on innovation and the adoption of new technologies such as their mobile app could open doors to new markets and customer segments. On the other hand, Marriott's larger market share and extensive experience within the hospitality industry could enable them to grow through more significant acquisitions or mergers. Additionally, Marriott's global presence in many countries, including emerging markets such as India, provides opportunities for growth and market penetration (Ahmad, 2019). 
 It is recommended that Marriott International continues exploring opportunities such as forming strategic partnerships or pursuing acquisitions with local brands from different geographic regions particularly those relatively untapped by other international chains. By expanding into these emerging markets through strategic approaches guided by thorough research and analysis while being mindful of cross-border differences including cultural values, business practices and more, Marriott can potentially increase brand exposure gain access to more assets create higher revenues - all factors leading back towards sustainable competitive advantage throughout industries globally (Marriott, 2021). Furthermore, Hyatt Hotels could enhance their growth potential by exploring outsourcing options and leveraging innovation even further to improve their services and attract a wider customer base. For instance, Hyatt could consider outsourcing certain non-core functions such as housekeeping and maintenance to third-party service providers to reduce costs and focus on its core competencies (Lee, 2022). Moreover, Hyatt should focus on expanding into niche markets such as wellness tourism and eco-friendly accommodations where their brand values align. This would not only help them differentiate themselves from competitors but also appeal to a growing segment of environmentally conscious and health-conscious travellers. (Ober, 2022)

Financial Commitment to CSR
In the hospitality industry, Corporate Social Responsibility activities are becoming increasingly important as they can enhance a company's reputation and attract more customers. CSR activities can encompass areas such as environmental sustainability, social responsibility, philanthropy and community involvement. (Tarek, 2019) Marriott and Hyatt Hotels both have demonstrated financial commitment to CSR in their operations. Marriott International has implemented extensive programs such as its Sustainability and Social Impact Platform that aims to reduce environmental impact, support local communities, promote human rights and diversity and inclusion as well as promote responsible sourcing (Marriott, 2021). Furthermore, Marriott has set specific sustainability goals for the future such as reducing its carbon footprint by 30% per room by 2025. (Masubelele & Masubelele, 2021) Hyatt Hotels has also been actively involved in CSR activities such as its support for the International Tourism Partnership and reducing food waste through partnerships with organizations such as the World Wildlife Fund (Hyatt, 2023). Additionally, Hyatt has set ambitious sustainability goals such as reducing energy consumption, greenhouse gas emissions and water consumption by 25% per square meter in 2020 (Migale et al., 2019). These goals show commitment to CSR due to their measurable targets, which can help hotels drive their sustainability efforts and enhance their reputation while also benefiting the environment. Furthermore, both companies have established philanthropic programs such as Marriott's "Serve 360" and Hyatt's "Hyatt Community Grants" which provide funding and resources to local communities and organizations (Yang & Yang, 2022). 
Despite this, it is recommended that Hyatt could increase their financial commitment to CSR activities, especially in the areas of environmental sustainability and social responsibility. In particular, they could focus on expanding their efforts in environmental sustainability by implementing more energy-efficient practices such as converting to renewable energy sources like solar power, or investing in water conservation projects. Additionally, they could also prioritize social responsibility initiatives such as supporting local communities through job creation programs or partnering with local charities. On the other hand, Marriott International has already made significant strides towards sustainable practices but there is still room for improvement. To further enhance their efforts and promote transparency, they could provide more detailed reporting of their sustainability initiatives to stakeholders which can strengthen trust and credibility in the brand. This includes disclosing specific goals that have been set regarding reducing carbon footprint and waste management targets. By doing so, Marriott International would be able to demonstrate its leadership position within the global hotel industry's drive toward greater corporate social responsibility. 

Conclusion
In conclusion, both Marriott International and Hyatt exhibit key aspects of growth potential, a star commitment position, commitment to CSR and high total revenue, which are critical factors for success in the hospitality industry. However, the recommendations highlighted throughout this report could be critical in providing feedback to expand and further develop the brands' successes. 
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