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Executive summary 
The Marriott Company is the world’s leading hospitality company with 8,800+ locations in total, and it also proved to be rather stable during the COVID-19 pandemic. However, Marriott, as one of the world’s largest hospitality chains, managed to bank on leisure travel demand, reported with the total revenue of $2.03 trillion in 2021. By the end of 2022, revenue recovery along with emerging business and group travel helped to achieve the increase of EBITDA by 70%. Outbound expansion of the midscale segment and digital development contributed to subsequent growth. In 2023, Marriott reported the record-level of its revenue due to the further focus on sustainable operation and the expansion of the company’s market share through the acquisition of new facilities. Combined with the organization’s brand-scale advantage and the presence of loyalty programs, these strategies have enabled Marriott to build up constant growth in competitively and in an environment of economic instability.




[bookmark: _Toc179545517]Introduction
[bookmark: __RefHeading__1431_1011104333]Marriott International is one of the largest hospitality companies globally with a history reaching over the years and boasting a portfolio that accommodates more than 8,800 properties spread across 139 countries. The company has faced immense challenges following the outbreak of the global pandemic of COVID-19 in the last three years. One of the worst-hit sectors was the hospitality industry where widespread global travel restrictions were accompanied by a massive fall in traveling globally (Neupane and Khanal, 2022). Despite the challenges highlighted above, Marriott's performance shows remarkable resilience, adaptability, and strategic foresight in its financial performance from 2021 to 2023. This essay evaluates Marriott's financial performance critically in three dimensions: total revenue, market position, and potential for. Thus, analysis of these aspects would result in the understanding of how Marriott addressed the challenges of a pandemic and prepared to have prospects in future.
Revenue analysis 
[bookmark: __RefHeading__1433_1011104333]Marriott International, to date, 2021, is still navigating the impact of the COVID-19 pandemic on its business. The COVID-19 disaster rebounded heavily in travel restrictions, low consumer confidence, and curbs on gatherings in the year 2020, leading to significant blows to worldwide hotel occupancy rates (Wesley et al., 2024). However, with time slowly getting back to normal and the vaccination campaigns taking hold, Marriott can begin to see returns in the revenue streams, particularly with leisure travel. The group's total revenue of $2.03 Trillion of adjusted EBITDA for the fiscal year 2021 evidences a slow, steady recovery. The surge in leisure travel demand contributed significantly, as individuals seized the opportunity to travel once restrictions eased. Marriott's focus on leisure destinations, combined with its broad portfolio of luxury and all-inclusive properties, helped offset the continued lag in business travel and group bookings (Marriott International, 2024).
[image: ]
Figure 1
Statista, Revenue of Marriott International worldwide from 1999 to 2023 (2024)
Into 2022, Marriott's revenues recovered more strongly. The company reported gross fee revenues of $4.1 billion, a big bounce from the prior year. Improving was global RevPAR, which the company said had fully recovered to prior pandemic levels by June 2022. Rooms also continued to provide support, with more than 65,000 net new rooms added to the pipeline. Non-RevPAR-related franchise fees were also up considerably in 2022, largely driven by co-branded credit cards and other non-room revenue. Strong incentive management fees also showcase the top-line lift Marriott is noticing in hotel operating profit margins across its portfolio. Ending 2022 at nearly $3.9 billion, adjusted EBITDA for Marriott was more than 70% higher than 2021 (Statista, 2024).
This was the best year for Marriott, as total revenue kept going up. Marriott's global RevPAR also increased by close to 15% following high demand among travel segments. The total revenue improved further in 2023 as a result of both increases recorded for business and group travel. Group travel, just like business travel, did not rebound this time around as fast as in other years. Gross fees from Marriott increased by 18%, while the adjusted EBITDA reached above $4.6 billion, a 21% improvement compared to 2022. The asset-light business model in which the company has always focused on management and franchise fees and not properties generated tremendous cash flows that Marriott returned to the shareholders through dividends and share repurchases of more than $4.5 billion by the end of 2023. This success over the last three years can be seen as a testament to the strong strategies and adaptability of the company to unprecedented global challenges (Seruna, 2021).
Multiple business drivers contributed to the rise in Marriott's revenues for the period 2021-2023. The most significant driver in 2021 was the capture of leisure travel demand, as country borders opened up and freed pent-up consumers who had spent much of the pandemic period under lockdown. These pent-up consumers are eager to travel, and especially for leisure purposes; the all-inclusive resorts and vacation properties developed by Marriott were in an excellent position to capitalize on this trend (Hay, 2020). In addition, Marriott's massive Marriott Bonvoy loyalty program, which counted tens of millions of members, proved to be a robust recommender of repeat stays and loyalty from customers. Marriott Bonvoy extension into new products included vacation rentals and yacht charters, which opened up more revenue streams and broadened the reach of Marriott across all types of travelers.
Business and group travel rebounded in 2022 and helped to increase Marriott's revenues. Group, which comprises meetings, conferences, and events, was one of the significant growth drivers and experienced a 19% revenue growth over 2021. This is one of the segments that had experienced the most detrimental impact from the pandemic, and with businesses gradually returning to in-person events, Marriott was positioned perfectly to capitalize on the trend (Wang et al., 2020). Business transients experienced impressive growth, which is pretty strong compared to that of small- and medium-sized businesses. Capturing demand in multiple travel segments enabled Marriott to outperform others with the highest revenue figures ever recorded in 2022.
Despite Marriott's source of revenue growth via strategic expansion in new markets by 2023 and strong demands across all travel segments, reports have mentioned that it hits record figures. The acquisition of the City Express brand expanded Marriott's presence in the affordable midscale segment, thereby opening new markets to price-sensitive travelers and adding to its revenue growth (Neves, 2022). The continued investment by Marriott in digital platforms, including the mobile app and direct booking channels, facilitated profitable direct bookings and further reduced its reliance on third-party platforms to increase profitability as a whole. However, the revenue growth over the past three years must be accounted for by the sheer innovation and ability to change the market model presented by Marriott.
Market potential 

The company has also maintained significant market positions over the last three years. That said, this simply means Marriott maintained leadership in the global hospitality sector. When business and group travels remain slow to recover during 2021, the diversification of the Marriott company's brand portfolio-from luxury midscale properties-enabled the company to tap into demand from different segments of travelers (Aroul et al., 2023). Strategic focus on luxury to upper-upscale brands that are profitable built a competitive position for Marriott across competitors.
In 2022, Marriott's market position improved further as global RevPAR completely recovered to pre-pandemic levels by mid-year. The company's net rooms growth of 3.1%, driven by the addition of more than 65,000 new rooms, reflected Marriott's ability to expand its footprint even during a challenging time for the industry. The company's Marriott Bonvoy loyalty program remained one of the key enablers of its market position, with millions of members worldwide contributing to a steady stream of repeat business. Marriott's robust brand equity and extensive portfolio of properties at all price points further helped it capture a more significant share of the recovering travel market. 
By 2023, Marriott had strongly held its place in the market as one of the hospitality industry giants in the world. The organization realized the highest net rooms growth since 2019, with a total of nearly 8,800 properties across 139 countries. Strategic relationships like Marriott's with MGM Resorts International positively impacted its market location presence in places like Las Vegas, where Marriott executed a record number of conversion properties. Its strategy in building luxury and premium brands enabled Marriott to capitalize on demand created by high-net-worth individuals as well as more affluent travelers, thereby strengthening the position of the firm further in the market (Lutskyi and Chepurda, 2023). Marriott has growth prospects on the strong side and enjoys a sound development pipeline, entry into new markets, and its focus on digital transformation. In 2021, Marriott saw a rebound in its development activity, adding more than 86,000 rooms to its portfolio, an achievement made during an era of continuing challenges due to the pandemic. This indicates how good Marriott's brand appeal is, complemented by the significant investments from hotel owners and developers, thus increasing room supply in an uncertain economic period.
Growth potential at Marriott
 
Marriott further enhanced its growth potential by focusing on high-value luxury and premium brands. The development team at Marriott inked nearly 108,000 rooms across the globe, of which luxury and premium brands accounted for a considerable chunk. Marriott's pipeline at the end of 2022 stood at more than 3,000 properties and included more than 496,000 rooms. This pipeline is strong because it reflects Marriott's prowess in developing growth, considering market opportunities and catering to travelers' evolving needs.
[image: Marriott 2018 Deep Dive: Analyzing the Power of Integration]
Figure 2 
Marriott brand awareness, usage, popularity, loyalty, and buzz among hotel customers in the UK in 2023,  Kunst (2024).
Marriott's growth potential jumped to new peaks in 2023 as the company expanded by 15% its development pipeline and expanded its total figures to 460000 rooms. Moreover, Marriott is building up a strong business position to capture demand from price-sensitive travellers in Latin America, among other regions, through its acquisition of the City Express brand. Marriott's business has dived into growth potentials through embracing the area of sustainability and responsible operations (dos Santos Pereira, 2021). It has concentrated efforts on reducing its carbon footprint and net-zero emissions by 2050-an initiative that will align to the increasing demand of consumers looking for environmentally responsible businesses (Kunst, 2024).
Despite the enormous scope that Marriott affords for itself in growth, the company still faces several limiting factors that may confront it as it charts its future growth path. Firstly, the company is largely constrained by economic instability in emerging markets. Increasing inflation, interest rates, and geopolitical tensions could squeeze consumer outlays into travel, especially in price-sensitive locations (Hultman et al., 2021). Secondly, regulatory hurdles existing in some markets may limit Marriott's expansion. Such shortcomings include restrictions on foreign investment and labor laws.
The global hospitality sector is witnessing rising competition. Marriott has a few big competitors: Hilton, Hyatt, and Accor, all of whom are expanding their footprints and investing immensely in digital transformation. Therefore, it will be very vital for Marriott to differentiate itself through its brand portfolio, loyalty program, and customer experience in competing with its competitors and defending the market position (Bharwani and Mathews, 2021). Apart from this, the increasing labor cost and operational cost, mainly in the key markets like the United States and Europe, could hinder the profitability of Marriott in the long run.


Recommendation 

Therefore, there is an indication that Marriott International should expand its growth and market by penetrating the India market. With India being one of the fastest-growing economies of the world and a growing middle-income group and the penchant for travelling – it is a low hanging fruit. Marriott can penetrate more into the hospitality sectors since it is growing by developing strategic alliance with local firms and outsourcing with other local firms its non-crucial activities thus cutting on its expenses and flexible in responding to market forces. There is upward trending orders for luxury and mid-scale hospitality services in India due to increased tourism in the domestic front and international tourist traffic. Based in Marriott’s asset-light model, the expansion into India would be Hampton’s strategically significant since it targets the growth of price-sensitive markets. Marriott has its expansions more focused on Latin America in which many companies successfully localized as well as using an acquisition expansion strategy which has greatly boost its revenues.
Conclusion

[bookmark: __RefHeading__1435_1011104333]Marriott International's financial performance from 2021 to 2023 reflects the strength and resilience that the company has shown during times of trouble. The company, with its asset-light business model, was well-set to sustain the market share and deliver high revenue growth and expand its global presence leading into the recovery phase of the hospitality sector post-pandemic. Since Marriott concentrated on building up its portfolio by targeting luxury and midscale travelers alike, it covered a whole cross-section of market segments while driving its revenue growth for the last three years. The company will have significant difficulties on the way to the continuation of leadership position in the hospitality industry, like uncertainty about the economy and increased competition. As an example, Marriott has a strong pipeline of developments, commitment to sustainability, and drive for innovation that positions it well for long-term growth and success in existing markets and new ones.
With such strength, forward-thinking strategy, and the ability to adapt to changing market conditions, Marriott International is well-primed to continue as a leading player in the global hospitality sector. Recent profitability, therefore, bodes well for further growth and is bound to allow it to sustain success in its pursuit of innovative, diverse offerings, while targeting new opportunities in a dynamic travel market.
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Today, Marriott has 1.3 million rooms and a
growing pipeline of 460,000 rooms

Marriott’s total worldwide room count is steadily growing.

Marriott Rooms

11906K
——Year-Over-Year Growth
* 62%
® 58%
7593K
6756K T8
25
2013 201 2015 2016

Marriott’s pipeline is an increasing proportion of its total

existing supply.

mMarriott Pipeline (000s)
420K

Pipeline % of Total
Systemwice Rooms oo
36%
270K
200K
195K

2013 2014 2015 2016

460K

Im

2017




