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             Revenue refers to the monetary resources or income a business acquires through engaging in everyday business activities, such as offering goods and services to the market. Revenue is calculated by getting the product of the goods and services sold by the average sales price (Lampadarios et al., 2017). A revenue generation plan is significant for any business, regardless of the scale or extensiveness based on capital, customer base, products and service variability, and the nature of the micro and macro business ecosystem (Lampadarios et al., 2017). 
             Rolling out a comprehensive and profitable sustainable business revenue generational plan involves paying attention to critical success factors such as the business's past experiences, capital availability, available resources, human capital management and maximization, and the general financial position and capability of the company (Massa et al., 2017). Profitable companies venturing into different commodities that have consistently generated profits and stayed economically viable and relevant even during economic crises such as the COVID-19 pandemic have one thing in common: an intensive well, manicured, and strictly monitored business generation plan (Massa et al., 2017). This paper evaluates whether a business revenue generation plan is more profitable and efficient if it is internally or externally sourced. The company case study is Hyatt International Hotels.
              Housekeeping teams in hotels are mandated to ensure customers get a clean, safe, beautiful, and comfortable stay in hotels. A company can employ either internally or externally sourced Housekeeping teams based on the company's business model, market share and company size, policies, procedures, and objectives (Sadhale, 2021). Other factors like capital and company’s products and services also determine if the housekeeping services are centralized or decentralized. For internally sourced housekeeping, companies use internal human resources to tackle the chores, ensure customer satisfaction, and enact a business culture utilizing the company's resources and assets (Sadhale, 2021). Conversely, externally sourcing a housekeeping team means a company going out of its way to subcontract the service products and services through contracting registered companies and incorporating them into their business model. This move ensures flexibility in products and services offered to meet market demands.
	Hyatt Hotels Corporation, popularly known as Hyatt Hotels and Resorts or Global Hyatt Corporations, is an American international hotel, accommodation, and resort company headquartered in Riverside Plaza, Chicago. Global Hyatt Corporation is one of the top luxury hotels and accommodation companies globally. With over 1,350 hotels and resorts encompassing over 150,000 rooms and a footprint in over 69 countries worldwide, Hyatt is ranked top in the Best Hotel Rewards Program (Tariq et al., 2021). The Chicago-based Pritzker family owns the company. Based on the New York Stock Exchange, Hyatt Hotels boasts a staggering multi-billion balance sheet with over $5.891 billion in revenue by the year ended 2021 (Lapan, 2022). The company posted a gross profit of $ 1.288 billion, awarding its shareholders a $4.09 per share, one of the best in the United States and the world's economies (Rodrigues, 2021). With this generous revenue, it is intriguing to dive in and understand the model incorporated by the Hyatt Housekeeping department to keep the numbers skyrocketing over decades.
	An understanding of the business operation model of Hyatt corporation is crucial to the in-depth understanding of its revenue generation model. Hyatt Hotels operates hotel chains and outsources revenue through franchising, administering, leasing, and acquiring various accolades-related properties globally. It operates in three segments: owned and leased hotels, the Americas franchising and management, Asia Pacific Network of Science & Technology Centres (ASPAC ) administration and franchise, and the EAME/SW Asia ( Lodging Magazine, 2021). In addition to the hotel rooms, the company has over 875 other properties in over 60 countries globally. Although the umbrella brand is Hyatt Hotels, the company has over 20 sub-brands (Tariq et al., 2021). With this size, managing a centralized housekeeping department is impossible hence need to outsource.
             The company is segmented into three in terms of ownership and revenue streams first is the Owned and Leased segment, which amounts to $1.3 billion, is 36%; management and Franchises are the highest with $ 2.1 billion (61%) and lastly Corporate and others $0.1 billion (Tariq et al., 2021) These values indicate that most of the company's revenue comes from outsourced entities, dubbed management, and franchises. This largeness and decentralized business generation model incorporates outsourcing house management teams for hospitality. Hyatt is a large company with footprints worldwide and one of the most significant market shares. With such a vast company and many sub-brands under it, Hyatt has extensively invested in external business revenue generation plans involving extensive integration of other stakeholders and game players. This consists in outsourcing the housekeeping department. This integration ensures it diversifies products, policies, services, and business approaches to maintain relevance and success (Tariq et al., 2021). The company has entities on every continent and leased properties worldwide; hence it can't be centrally controlled efficiently owing to different cultures and market demands from place to place. In this regard, Hyatt has employed an outsourced plan involving different revenue generation strategies discussed herein.
	Hyatt Corp has diversified its generational revenue channels by engaging in outsourced housekeeping brands and incorporations under one umbrella brand-Hyatt. Despite being globally known as a hotel brand, the company has ventured into different revenue-generating entities related to its brands. For instance, Hyatt Hotels and Resorts is the company's significant portfolio with different major brands: Hyatt Regency, Park Hyatt, Grand Hyatt, Hyatt, Caption by Hyatt, The Unbound Collection by Hyatt, and Andaz, among others (Tokue, 2021). An externally sourced housekeeping department is crucial with all these brands since a single internal housekeeping unit cannot manage them. In addition to this, the company has two distinct service brands, Hyatt House and Hyatt Place. The brands are partitioned into categories ranging from luxury, all-inclusive, luxury and wellness, and upper upscale and upscale (Tokue, 2021). All these brands and class diversification are deliberately set out to ensure the company gets revenue from every economic class by offering all-inclusive services to anyone at their price ranges. Externally sourced housekeepers tend to have better service delivery due to intensive training instead of providing training by the company, such as Hyatt, which will be expensive (Hussain, 2016).
	The external sourcing of housekeeping has enabled Hyatt to diversify extensively in products and services. Hyatt's diversification strategy has been successful due to its economic and cost-conscious leadership model, which incorporates evolving with changing market trends and investing in economically sensible markets (Bardi, 2021). A quick look at Hyatt's official website reveals that the company has many hotels not necessarily in its pipeline but under franchise and contracts to avoid losses in revenue and shield it from economic uncertainties such as the COVID-19 pandemic. The company leadership has employed economic soundness in distributing its properties and franchises strategically positioned in the most visited coastal and vacation areas (Bardi, 2021). This strategy reveals a diversification strategy focused on intensive growth and profitability through well-thought property acquisition. The company intentionally acquires or leases properties related to its services and avoids unknown regions with high risks. This acquisition through leasing and franchising of property comes alongside housekeeping. The diversification map indicates its concentration in America, Asia, and Europe. It would be difficult for the company to control the employee population and enact policies and procedures that should be adhered to by employees in different cultures and environments. Hence, outsourcing the well-versed housekeeping companies in the markets is the best option.
	Hyatt's diversified outsourced housekeeping and revenue generation model has incorporated externally sourced strategies that ensure it stands the waves of economic uncertainties and market fluctuations. Through an ongoing assessment of customer needs by independent auditors and consultants, Hyatt has diversified its products in the markets to match the evolving purchase behavior of the customers (Ferrell et al., 2021). Customers are, for instance, ranked in different loyalty programs, each with varying benefits of membership that are well above its competitors. It is easier to focus on programs with fewer employees due to externally sourced housekeepers. The company has also profoundly invested in innovation and technology to outsmart its market alternatives. Other than related diversification, the company has also utilized unrelated diversification by offering different products, such as refrigerators, in some of its leased entities. All these are because the company has dedicated housekeeping; hence it can focus on other business success factors.
                  Through external housekeeping, Hyatt has cut its costs, maximizing revenue. When a company like Hyatt employs a housekeeping team, they must reimburse them, give them allowances and cover their insurance and pensions (Noone et al., 2017). However, if a company outsources, it is the mother company with all those responsibilities; hence Hyatt saves cost. Cost Leadership is, therefore, one of its extensive profit-oriented models. It entails countering competition by offering the same or better products and services at a slightly lower cost than the market value. This has also been realized by allowing the entities to outsource the housekeeping teams at their market values. This is the primary business strategy it employs in its diverse global markets. The House management team at Hyatt understands the need to make sure the company remains the leading brand in the hotel industry and widen its market share. Hyatt gains a competitive advantage over its peers by cost sharing and sustains generic and intensive growth. Cost leadership has allowed Hyatt to broaden its market visibility and include the middle-class  economy, which is undoubtedly the majority in most global economies (Johnson et al., 2020). The company, in turn, ensures increased accessibility through leasing and franchising, and this, coupled with affordability, increases its brand popularity and sales, doubling revenue. Instead of directly changing prices which might impact its revenue, Hyatt sometimes has discounts and coupons, which help hit the targets and keeps competition in check.
             External housekeeping is better at product development than internally sourced. Hyatt has notably employed a product development strategy and an outsourced business revenue generation plan. Rolling out and marketing products with a dedicated team are easy since their parent companies are in business and would not want to lose contracts. With the evolving trends in customer demand and technological evolution, Hyatt understands the need to remain relevant by matching the market needs (Bowie et al., 2016). When the team employs external housekeepers, it operates the evolution strategies that come with it. The company further outsources housekeeping and technology from established technology companies to expand the opportunities beyond the existing markets. In 2020, for instance, Hyatt rolled out a contactless key technology where its World of Hyatt customers could use their iPhones and apple watches to unlock their guest rooms with just a tap (Dan Wacksman et al., 2021). This move employs Apple Inc.'s technology and popularity and Hyatt's brand awareness to make products that offer efficiency, class, and comfort to counter competition and increase revenue. 
	Through ownership, leasing, and franchising property across the globe, Hyatt has successfully employed a market development and support strategy to double its revenue streams (Richard, 2017). It would be difficult for the company to insist on rigid internal housekeeping, yet there is diversification in management. Since some properties are not owned but rather leased, external housekeeping is part of risk mitigation. Hyatt's leadership understands the need to penetrate different markets and the risks involved, hence the need to outsource entities familiar with those markets under contracts and generate substantive revenue (Richard, 2017). A quick scan through the company's official website shows that Hotels marked as in its pipeline do not necessarily mean direct ownership by Hyatt. As of June 2020, the company had over 550 hotels with over 113,000 rooms worldwide under franchise and leased operating in Hyatts name (WHO, 2023). This development strategy has allowed Hyatt to venture into new markets without risking a lot through property ownership and having internally employed housekeepers. The company has also used celebrities for advertisement, endorsement, and worldwide campaigns to strengthen its brand visibility and acquire new customer bases.
	As observed in Hyatt's resilience throughout the decades, exemplary customer experience and brand loyalty, a blossoming balance sheet with high revenue and encoring profitability figures, and externally controlled housekeeping such as the one employed by Hyatt is undoubtedly the best model (Tokue, 2021). This success can be attributed to outsourcing housekeeping erasing the feeling of job entitlement as contracts are assessed based on performance and customer satisfaction. This approach is mainly for corporations with footprints in different markets and cultures, so the company is flexible and equipped to traverse the constraints. If Hyatt had an internally sourced housekeeping and operational mode, it would not employ the diversified approach to business ideas and be a global giant in the hotel industry. Its operations, such as risk-conscious leasing and contracting of properties and market analysis before entering risky economies, show its commitment to externalizing its management, enabling it to regulate its financial inflow. 
When a company outsources its housekeeping team, it can get the direct and correct facts about the competition, market fluctuations, cultural constraints, and other micro or macro business factors crucial for its increased revenue and profit maximization. The external management also puts it on global maps as it ensures the incorporation of different business ideas that can be tasted and verified. The company is also motivated to perform better because it is on contract. Nevertheless, externally sourcing the housekeeping department ensures the company spends little on pensions and other allowances, hence increasing its revenue.
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