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[bookmark: _Toc127308698]Introduction 
Hospitality organizations are businesses that provide accommodation, food, and other services to travellers and guests. These organizations can include hotels, resorts, cruise ships, restaurants, and other types of establishments. They are responsible for making sure that guests have a comfortable and enjoyable experience, and they employ a wide range of staff to help with this, including front-desk clerks, housekeeping staff, chefs, and servers (Kansakar and Shabani, 2019). The hospitality industry is a large and important sector of the global economy, and it is constantly evolving to meet the changing needs of travellers and guests. This report will compare Marriot International Hotel and Hyatt hotels in terms of total revenue, market position, growth potential, and financial commitment to CSR. 

[bookmark: _Toc127308699]Total revenue 
Both Marriott International and Hyatt Hotels are considered to be two of the most important hotel chains in the world. However, the sum of their revenues is distinct from one another.
The overall revenue for Marriott International was reported to be $14.9 billion as of the year 2021. The corporation manages a varied portfolio of hotels under several different brand names, some of which are Marriott, Ritz-Carlton, and St. Regis, among others (Law and Lee, 2013). The revenue that Marriott generates comes from a variety of sources, including the leasing of hotel rooms, sales of food and beverages, and income from other hotel-related services. On the other hand, Hyatt Hotels reported a total revenue of $4.7 billion for the same year. The majority of the company's hotels are operated under the Hyatt brand, which is part of a smaller portfolio overall. Room rents, food and beverage sales, and other hotel-related services all contribute to Hyatt's revenue, just as they do for Marriott. It is essential to be aware of the fact that Marriott International operates a substantially higher number of hotels than Hyatt Hotels, which can at least partially explain the disparity in their total revenues. While Marriott manages over 7,500 hotels throughout more than 131 nations and territories, Hyatt is responsible for more than 900 establishments spread over more than 60 countries. A considerable percentage of the disparity in revenue can be attributed to differences in the number of properties alone. In addition, the presence of Marriott International in the luxury hotel industry through brands such as Ritz-Carlton and St. Regis contribute to the company's increased income. These luxury brands can command higher accommodation rates and other service fees, both of which can contribute to the disparity in revenue.
[bookmark: _Toc127308700]Market position 
During the past few years, in terms of financial success, Marriott has consistently been in a better position than Hyatt. When compared to Hyatt's revenue of $3.8 billion in 2020, Marriott's revenue totaled $13.1 billion that year. The market capitalization of Hyatt is approximately $5.2 billion, which is significantly lower than that of Marriott, which is worth $44.4 billion. Both businesses place a significant emphasis on customer retention efforts and rewards programs. The Marriott Bonvoy program is offered by Marriott, and it enables members to earn and spend points at any of the company's properties located anywhere in the world. The World of Hyatt program is run by Hyatt, and it provides members with perks that are comparable to those offered by other programs (Legrand and Chen, 2013).
In terms of its geographical reach, Marriott has a more extensive worldwide presence than Hyatt does because it has properties located in a greater number of countries and territories. In addition, Marriott has a higher presence in the United States, whereas Hyatt excels in both Asia and Europe when it comes to their respective markets (Bharwani and Butt, 2012).
When compared to Hyatt, Marriott boasts a more extensive and varied collection of brands in its portfolio. While Hyatt only has 12, the portfolio of brands that Marriott has includes 30 different names. In addition, Marriott's portfolio includes some luxury brands. Mobile check-in and keyless room entry are just two examples of the new technologies that both organizations have been investing in to improve the overall experience for their customers. In addition, Marriott has been making investments in virtual reality technology, which will enable visitors to experience a preview of their rooms before making a reservation.
Finally, Marriott International is a lot larger corporation than Hyatt Hotels, with a more widespread global presence and a more diverse brand portfolio than Hyatt Hotels. Hyatt Hotels is a more well-known name in the hospitality industry (Boella and Goss-Turner, 2013). In addition, the financial performance of Marriott is superior to that of Hyatt. However, Hyatt has a more significant presence in certain regions, including Asia and Europe, and both businesses have been investing in new technologies to improve the quality of the experience they provide their customers.
[bookmark: _Toc127308701]Growth Potential
· Even though Hyatt is a big player in the hospitality sector, Marriott has a clear advantage in terms of its capacity for future expansion thanks to its larger size and scale. Because it offers a wider selection of hotels and resorts, Marriott has more options to broaden its reach and boost its revenue (Barth and Barber, 2017). 
· Second, it is essential to take into account the various kinds of real estate that are managed by each organization. The hotel chain Marriott has a wide variety of brands, some of which include luxury, leisure, and select-service accommodations. Because of this versatility, Marriott can target a broad spectrum of clients and markets, which increases the company's potential for expansion (Khalimova, 2020). On the other hand, most of the Hyatt's business is conducted in the luxury and upper-upscale portions of the market. This makes it possible for Hyatt to target a certain consumer group; nevertheless, it also restricts the company's growth potential in comparison to that of Marriott.

· Third, it is essential to take into account the regional presence of each business. A major presence for Marriott can be found in both developed and emerging markets, with the company's strongest footholds being in Asia and the Americas. In developed regions, particularly in North America, Hyatt has a more established presence than in emerging markets. Although both corporations have a presence in foreign marketplaces, the bigger geographical reach held by Marriott affords it a higher opportunity for expansion.
Last but not least, it is essential to investigate the various new advancements and projects that are in the works at each organization. The hotel chain Marriott has a robust plan for future expansion, which will see it build more than one thousand new locations by the year 2022. In addition, Hyatt has a substantial number of new initiatives in the works, and the company intends to build more than 200 additional hotels by the year 2025. Although both firms have robust pipelines for new development projects, the larger pipeline that Marriott has given them a greater potential for growth than its competitor.
Marriott International and Hyatt are both significant players in the international hospitality business; but, when considering their respective development potentials, Marriott comes out on top by a significant margin (Wernick and Von Glinow, 2012). The greater potential for growth that Marriott possesses is due in significant part to the company's larger scale, more varied portfolio of brands, widespread geographical presence, and larger pipeline of new projects. Even though Hyatt has a strong presence in the luxury and upper-upscale segments of the market as well as a healthy pipeline of new developments, the company is restricted to a particular consumer demographic and has a more limited geographical reach.

[bookmark: _Toc127308702]Financial Commitment to CSR
Corporate social responsibility (CSR) programs have been introduced at both Marriott International and Hyatt Hotels, both of which are worldwide hospitality firms. Both businesses have made public commitments to advance diversity and inclusion in the workplace, as well as to lessen their negative effects on the environment and the communities in which they operate (Andreani and Lie, 2012).
The corporate social responsibility programs run by Marriott International are geared toward lowering the company's overall impact on the environment through the implementation of environmentally friendly policies and procedures. These include lowering energy and water consumption, cutting waste, and promoting sustainable sourcing (Madar, 2017). They have committed to lowering their carbon footprint by thirty per cent by the year 2025 and have launched several initiatives to achieve this objective. These initiatives include the installation of energy-saving lighting and heating, ventilation, and air conditioning (HVAC) systems as well as the utilization of renewable energy sources (H. and TRAVEL, 2015). Additionally, the corporation has developed a thorough program for procuring sustainable products, which includes the procurement of sustainable seafood, coffee, and palm oil. The Corporate Social Responsibility (CSR) initiatives run by Hyatt Hotels are geared toward minimizing their negative effects on the environment and fostering the use of environmentally friendly business methods. They have committed to cutting their carbon footprint by half by the year 2030 and have launched several initiatives to achieve this objective. These initiatives include the installation of energy-saving lighting and heating, ventilation, and air conditioning (HVAC) systems as well as the utilization of renewable energy sources (Mazen Alomari, 2017). Additionally, the business practices sustainable sourcing, which includes the procurement of seafood, coffee, and palm oil from sustainable sources.
Both Marriott International and Hyatt Hotels have committed to providing help to the communities that surround their properties through a range of different programs. Spirit to Serve is a program run by Marriott International that encourages its employees to give back to their communities by volunteering and donating to charitable organizations (Law and Chan, 2019). The issues of hunger and homelessness, education, and volunteerism in the community are the focal points of this program. A program quite similar to this one is offered by Hyatt Hotels and is named Hyatt Thrive. Its purpose is to lend support to the communities surrounding Hyatt Hotels by encouraging charity contributions and volunteering. Education, community engagement, and protecting the environment are the focal points of this initiative.
There has been a commitment made by both Marriott International and Hyatt Hotels to fostering an environment that is inclusive and diverse in the workplace (Kumar and Sharma, 2014). Training, mentoring, and other professional development opportunities for employees are just some of the ways that Marriott International's "Global Diversity and Inclusion" initiative seeks to advance diversity and inclusion initiatives in the workplace (Jones and Comfort, 2019). A supplier diversity program has also been implemented by the company, the purpose of which is to broaden the range of businesses with which the company conducts business. Hyatt Hotels also runs a program called Global Diversity and Inclusion, which provides employee training, mentoring, and networking opportunities to further the company's mission of fostering an inclusive and diverse environment in the workplace. A supplier diversity program has also been implemented by the company, the purpose of which is to broaden the range of businesses with which the company conducts business. 
[bookmark: _Toc127308703]Recommendation 
Marriott International should consider outsourcing certain non-core functions to improve efficiency and reduce costs. Some examples of functions that could be outsourced include IT support, payroll and accounting, and customer service (Т.Н et al., 2021). By outsourcing these functions, Marriott International can focus on its core competencies of managing and operating hotels, while also reaping the benefits of cost savings and access to specialized expertise. Additionally, outsourcing can also help the company to improve its flexibility and adapt to changing market conditions. However, it is important to note that outsourcing also has some potential downsides, such as loss of control and potential communication issues (Mazen and Yahya., 2016).
One opportunity for growth for Hyatt Hotel could be to expand its presence in the luxury travel market. This could include opening new properties in upscale destinations, as well as offering more high-end amenities and services at existing properties. Additionally, Hyatt could also focus on expanding their loyalty program and offering exclusive perks and experiences for frequent guests (Dobie and Lagiewski, 2018). Another opportunity for growth could be to increase their focus on sustainable and eco-friendly practices, as this is becoming an increasingly important factor for travellers.

[bookmark: _Toc127308704]Conclusion 
To improve hospitality in hotels, it is crucial to focus on providing excellent customer service, creating a welcoming and comfortable atmosphere, and offering high-quality amenities. Additionally, hotels should strive to be more sustainable and eco-friendlier. They should also invest in technology that can enhance the guest experience, such as mobile check-in and keyless room entry (Rodrigues, 2021). Furthermore, they should invest in their staff by providing training and development opportunities. To stand out in the competitive hospitality industry, hotels should also focus on creating unique and memorable experiences for guests (Denysenko and Breus, 2020).
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