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The hospitality industry has experienced rapid growth in recent years, with global tourism on the rise and an increasing demand for high-quality accommodations and amenities. In such a competitive market, it is crucial for hotel chains to differentiate themselves and establish a strong brand image to attract and retain customers. Marriott Hotel and Hyatt Hotel have both emerged as top players in this industry, known for their exceptional service, luxurious amenities, and commitment to corporate social responsibility (CSR).
With a history spanning over 90 years, Marriott Hotel has become the largest hotel chain in the world by number of rooms, with a portfolio of over 31 hotel properties and 7,600 properties in over 133 nations and territories. In contrast, Hyatt Hotel is a smaller, more boutique-style hotel chain with 921 properties in 72 countries. Despite their differences in size and style, both Marriott and Hyatt are recognized for their high standards of service and hospitality.
Both Marriott and Hyatt are dealing with new difficulties and chances for growth as the hospitality sector continues to expand and change. A major effect of the COVID-19 epidemic on the sector, forcing hotel chains to adapt to changing consumer preferences and behaviours. Additionally, the rise of technology and online platforms has disrupted traditional distribution channels, creating new opportunities for direct booking and personalized customer experiences. In this report, we will analyse the financial management approaches of Marriott and Hyatt in four key areas, with the goal of providing insights into their strengths and weaknesses, as well as identifying opportunities for growth and improvement.
Total Revenue:
Total revenue is a key metric for measuring the financial performance of a hotel chain. According to (Statista, 2021), Marriott International generated $10.6 billion in revenue in 2020, while Hyatt Hotels Corporation generated $2.4 billion. This suggests that Marriott Hotel has a much stronger financial position than Hyatt Hotel, with a revenue stream that is over four times larger. One possible explanation for this difference in revenue is the size of the two hotel chains. Marriott Hotel has a much larger portfolio of hotels, with well over 7,100 properties in 130 countries, while Hyatt Hotel has around 900 properties and in 60 countries (EY, 2021). This gives Marriott Hotel a much larger customer base and more opportunities to generate revenue. Additionally, Marriott Hotel has a wider range of hotel brands, from luxury to budget, which allows it to appeal to a broader range of customers.
Another crucial criterion for assessing the financial performance of a hotel chain is market position. Marriott Hotel rated top among upper-upscale hotel chains in terms of customer satisfaction according to the J.D. Power 2020 North America Hotel Guest Satisfaction Index (Upper Upscale), whereas Hyatt Hotel ranked fourth (J.D. Power, 2020). This suggests that Marriott Hotel has a stronger reputation and brand image among customers, which could translate into a larger market share.
Moreover, Marriott Hotel has been consistently ranked as the largest hotel chain in the world by the number of rooms (Deloitte, 2021). This indicates that Marriott Hotel has a larger presence in the market and could have a greater influence on industry trends and customer preferences. On the other hand, Hyatt Hotel has a smaller market share but a strong reputation for luxury and high-end hospitality services.
Growth potential is a key factor for investors and stakeholders who are looking for long-term profitability and sustainability. Marriott Hotel has been expanding its portfolio through a combination of new hotel construction and acquisitions. For example, Marriott International recently acquired Starwood Hotels & Resorts Worldwide, adding several popular hotel brands to its portfolio, such as Sheraton, Westin, and St. Regis (EY, 2021). This acquisition has helped Marriott Hotel to expand its reach in new markets and diversify its portfolio.
Similar to how Marriott has done so, Hyatt Hotel has been growing its portfolio by buying and building new hotels. As an illustration, the hotel chain only recently purchased Two Roads Hospitality, a lifestyle hotel management company with a portfolio of opulent inns and resorts (EY, 2021). Through this acquisition, Hyatt Hotel has been able to solidify its position in the luxury hospitality market and win over wealthy clients who are willing to spend more for upscale services.
Corporate social responsibility (CSR) is becoming increasingly important for hotel chains as customers and investors demand more sustainable and ethical business practices. Marriott Hotel has a strong commitment to CSR, with initiatives focused on environmental sustainability, human rights, and community engagement (Marriott International, 2021). For instance, the hotel chain has set goals to eradicate single-use plastics from its hotels by 2026 and to cut its greenhouse gas emissions by at least 35% by that time.
Similarly, Hyatt Hotel has a strong commitment to CSR, with initiatives focused on environmental sustainability, diversity and inclusion, and community development (Hyatt Hotels Corporation, 2021). For instance, the hotel chain has pledged to reduce its greenhouse gas emissions by 26% by 2025 and to source well over 85% of its energy from renewable sources by 2031. Hyatt Hotel also has a program called World of Hyatt, which aims to promote inclusivity and cultural understanding among its guests and employees.
Based on the findings of this report, it is recommended that the following strategies for Marriott Hotel and Hyatt Hotel are as follows:
Marriot Hotel: Leverage its strong financial position and market presence to continue expanding its portfolio through acquisitions and new hotel constructions. This will allow Marriott Hotel to capture new market opportunities and diversify its brand portfolio.
Set more challenging goals for community involvement and environmental sustainability to demonstrate a stronger commitment to CSR. By doing this, the Marriott Hotel will be able to stand out from its rivals and attract clients that value ethical and sustainable business practises.
Hyatt Hotel: Focus on strengthening its luxury hospitality segment by investing in new hotel constructions and refurbishments. This will help Hyatt Hotel to differentiate itself from competitors and attract affluent customers who are willing to pay a premium for high-end services.

Enhance its commitment to CSR by developing more targeted initiatives for environmental sustainability and diversity and inclusion. This will help Hyatt Hotel to improve its brand reputation and appeal to customers who value sustainable and socially responsible business practices.

In terms of fixed assets, Marriott International, Inc. has a higher value than Hyatt Hotels Corporation. Fixed assets include property, plant, and equipment, which are tangible assets with long-term value for a company. As of December 2020, Marriott's fixed assets were valued at $12 billion, while Hyatt's fixed assets were valued at $6 billion. This indicates that Marriott has more investments in land, buildings, and equipment than Hyatt. This may be due to Marriott's larger portfolio of hotels and resorts, as the company has more properties that require investments in fixed assets to operate and maintain.

When it comes to intangible assets, both Marriott and Hyatt have significant amounts of goodwill on their balance sheets. Goodwill is an intangible asset that represents the premium paid for an acquisition over the fair value of the net assets acquired. It is an important intangible asset for hospitality companies that grow through acquisitions. Marriott had $9 billion in goodwill as of December 31, 2020, while Hyatt had $1.5 billion. This suggests that Marriott has engaged in more acquisitions than Hyatt and has paid higher premiums for these acquisitions, resulting in a larger amount of goodwill on its balance sheet.

In terms of current assets, both Marriott and Hyatt have significant amounts of cash and cash equivalents, as well as accounts receivable. Cash and cash equivalents are liquid assets that a company can use to pay its short-term obligations. Accounts receivable represent money owed to the company by its customers. As of December 31, 2020, Marriott had $3.5 billion in cash and cash equivalents and $500 million in accounts receivable. In comparison, Hyatt had $1 billion in cash and cash equivalents and $165 million in accounts receivable. These numbers suggest that Marriott has more cash on hand and is owed more money by its customers than Hyatt, which may indicate a stronger financial position for Marriott.
In summary, this study contrasted the financial management strategies used by Marriott Hotel and Hyatt Hotel, concentrating on four crucial factors: total revenue, market position, growth potential, and financial commitment to CSR. Hyatt Hotel has a solid reputation for providing upscale hospitality services, even though Marriott Hotel is more financially secure and has a larger market reach. Both hotel chains have strong commitments to CSR and are actively working towards achieving their sustainability goals. Based on our analysis, we recommend that Marriott Hotel and Hyatt Hotel continue to focus on their respective strengths while also improving their commitments to CSR. By doing so, these hotel chains can continue to stay competitive and appeal to a broad range of customers in the highly competitive hospitality industry.

To support the findings, it is also recommended that both Marriott Hotel and Hyatt Hotel invest in data analytics tools to better understand their customers and market trends. By leveraging big data and analytics, hotel chains can gain insights into customer preferences and behaviours, which can help them improve their services and stay ahead of competitors.
Furthermore, it is suggested that both Marriott Hotel and Hyatt Hotel focus on digital transformation initiatives to enhance their customer experience and streamline their operations. For instance, implementing mobile check-in and digital concierge services can improve the convenience and efficiency of hotel services, while also reducing operational costs.
In terms of future research, it would be beneficial to conduct a more comprehensive analysis of the hospitality industry, considering other major players such as Hilton, Intercontinental Hotels Group, and Accor. Additionally, it would be interesting to examine the impact of emerging technologies such as artificial intelligence and blockchain on the hospitality industry and how hotel chains can adapt to these trends.
Overall, the hospitality industry is highly competitive, and hotel chains must continually adapt and innovate to stay ahead of the curve. By focusing on their strengths, investing in data analytics and digital transformation, and improving their commitments to CSR, Marriott Hotel and Hyatt Hotel can continue to thrive in the years to come.




References
1. Statista. (2021). Revenue of Marriott International worldwide from 2010 to 2020. Retrieved from https://www.statista.com/statistics/193125/revenue-of-marriott-international-worldwide-since-2008/
2. Statista. (2021). Revenue of Hyatt Hotels Corporation worldwide from 2008 to 2020. Retrieved from https://www.statista.com/statistics/193232/revenue-of-hyatt-hotels-worldwide-since-2008/
3. J.D. Power. (2020). J.D. Power 2020 North America Hotel Guest Satisfaction Index (Upper Upscale). Retrieved from https://www.jdpower.com/business/press-releases/2020-north-america-hotel-guest-satisfaction-index-upper-upscale
4. EY. (2021). Global Hospitality Insights. Retrieved from https://www.ey.com/en_us/hospitality-tourism/global-hospitality-insights
5. Marriott International. (2021). Corporate Social Responsibility. Retrieved from https://www.marriott.com/corporate-social-responsibility/corporate-social-responsibility.mi
6. Hyatt Hotels Corporation. (2021). Sustainability. Retrieved from https://www.hyatt.com/en-US/info/sustainability-pledge
7. Cheng, A. (2019). How AI and Machine Learning are Revolutionizing the Hospitality Industry. Retrieved from https://builtin.com/artificial-intelligence/ai-machine-learning-hospitality
8. Deloitte. (2021). Global Hotel Outlook. Retrieved from https://www2.deloitte.com/global/en/pages/about-deloitte/articles/global-hotel-outlook.html
9. PwC. (2021). Hospitality Directions US: Annual Report. Retrieved from https://www.pwc.com/us/en/industries/hospitality-leisure/library/hospitality-directions-annual-report.html
10. Cornell University School of Hotel Administration. (2021). Center for Hospitality Research. Retrieved from https://sha.cornell.edu/centers-excellence/center-hospitality-research/
11. International Journal of Hospitality Management. (2021). Retrieved from https://www.journals.elsevier.com/international-journal-of-hospitality-management
12. STR. (2021). Global Hotel Study. Retrieved from https://str.com/data-insights-blog/global-hotel-study
13. The Balance Small Business. (2021). Understanding Financial Management. Retrieved from https://www.thebalancesmb.com/financial-management-definition-and-explanation-393293
14. Harvard Business Review. (2021). Financial Management. Retrieved from https://hbr.org/topic/financial-management
15. https://investor.marriott.com/financials/annual-reports/default.aspx
16. https://investors.hyatt.com/static-files/9f60a880-b70a-4bbd-b0f6-7b6a2f6d0f6d
17. 




