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Executive Summary
This report analyses the financial performance, segment position, and growth potential of Marriott International over the past three years (2022–2024), with a focus on the company’s planned expansion into developed regions in 2026. Marriott has demonstrated strong revenue expansion, supported by diversified income streams from room bookings, food and beverage services, franchising, and its loyalty programme, Marriott Bonvoy.
Marriott should expand into developed regions in 2026 because these markets offer stable and predictable demand, high customer purchasing power, and a strong alignment with Marriott’s well-established brand reputation. Expansion in these areas would increase revenue, enhance market presence, and allow the company to use its asset-light model efficiently to grow at lower financial risk.
The company’s strong industry position is driven by brand recognition, strategic locations, and consistent amenities quality across its portfolio of luxury, premium, and mid-range hotels. Marriott’s experience in international operations, combined with its asset-light strategy of franchising and management agreements, enables efficient expansion with lower financial risk (Mulet-Forteza et al., 2024).
This report identifies both opportunities and challenges in mature markets, including high competition, operational costs, and labour availability. Recommendations focus on strategic improvement through franchising, partnerships with local operators, selective buying smaller competitors, investment in technology, sustainability initiatives, and leveraging the loyalty programme to strengthen customer retention (Märklin & Bianchi, 2022).
In summary, Marriott is well-positioned to continue growing in the dynamic global hospitality industry, with careful planning and risk management key to sustainable success.
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[bookmark: _Toc214110014]Introduction
The hospitality industry is an important part of the global economy. It supports tourism, creates jobs, and generates significant income for many countries (Macrotrends, 2024). Because the industry is very competitive and always changing, companies must manage their finances carefully to stay successful. Recent research highlights that the hospitality industry’s recovery and growth depend on adapting to changing guest behaviours and technological trends (Peterson, 2024). One of the world’s leading hotel companies is Marriott International, Inc. (Marriott), which provides a clear example of how financial results can influence business decisions in this domain.
Marriott was founded in 1927 in Washington, D.C. and has grown from a small family business into one of the largest hotel groups in the world. Today, it operates over 8,000 properties in about 139 countries and territories (Marriott International, 2024). The company manages and franchises establishments under many well-known brands such as The Ritz-Carlton, Sheraton, W Hotels, and Courtyard by Marriott. Its success has come from a mix of strong business management, international partnerships, and an effective client loyalty programme known as Marriott Bonvoy.
The purpose of this report is to analyse Marriott International’s financial performance over the past three years and to discuss how these results affect management decisions and company policies. This report will look at total revenue, sector position, and rise potential, before offering one clear recommendation for Marriott’s planned expansion into mature markets in 2026. This discussion is important because the global hotel industry has faced many challenges in recent years, such as the post-COVID pandemic, higher costs, and changes in customer behaviour. Understanding Marriott’s financial position will help to show how the company can stay competitive and continue to grow in the future.
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[bookmark: _Toc214110016]Total Revenue (2022–2024)
Marriott International has experienced a continuous increase in total earnings over the past three years. Following the impact of the post-COVID period, the company’s financial performance showed significant improvement from 2022 onwards. This growth reflects a combination of increased travel demand, strategic pricing, and operational efficiency. Marriott’s earnings primarily come from room bookings, which remain the essence of its business. However, additional sources such as food and beverage offerings, meetings and events, and franchise fees have also contributed to the general income growth (Williams, 2023). Recent trends indicate that customer demand for personalised services significantly influences hotel revenue (Taylor, 2023). Recent studies suggest that improvements in operations and advertising contribute to earnings increases (Green, 2022).
In 2022, Marriott began to recover from the effects of travel restrictions and lower occupancy rates caused by the pandemic. Many countries reopened borders, which led to higher international and domestic travel. Business travel increased as companies resumed meetings and conferences, positively impacting sales. Leisure travel also grew as people were eager to resume holidays, benefiting hotels in popular tourist destinations. The management’s focus on adjusting room rates and optimising occupancy helped maximise earnings during this period (Smith & Brown, 2022).
By 2023, Marriott’s returns continued to strengthen. The company invested in technology to improve booking systems, enhance guest experience, and manage costs effectively. Recent studies suggest that digital marketing and operational improvements significantly influence hotel profit progress (Clark, 2024). Sales from franchised hotels increased as more independent operators joined Marriott’s portfolio, attracted by the brand’s strong reputation and loyalty programmes. Additionally, Marriott’s promotion campaigns and targeted promotions helped attract new travellers while maintaining repeat business from loyal members of Marriott Bonvoy (Johnson, 2022). The combination of operational efficiency and a strong reputation supported sustainable turnover development.
In 2024, Marriott’s financial performance remained positive, demonstrating the company’s resilience and strategic planning. The income rise was supported by further expansion into developing sectors and the recovery of premium and luxury segments. Marriott’s management continued to monitor business environment conditions closely, adjusting strategies to maintain profitability even though challenges such as inflation and increased operating costs. The company’s focus on cost management, efficient resource allocation, and innovation in services allowed it to achieve steady financial results, which are important for long-term sustainability (Evans & Carter, 2021).
Marriott International has shown that careful financial management, combined with a varied income model and awareness of sector trends, can drive consistent growth. Understanding these turnover trends is essential because they directly influence management decisions, such as pricing strategies, investment in new properties, and resource allocation. Effective monitoring of profit performance allows Marriott to make informed decisions that balance short-term profitability with long-term strategic goals.
Figure 1 — Marriott: Total Revenue 2022–2024 million USD (mil. USD). Revenue rose from 20,773 mil. USD in 2022 to 25,100 mil. USD 2024 (+20.83% over the period), driven by recovery in travel demand, pricing strategies, franchise expansion and growth in food & beverage and events. Source: Marriott International (2024); Macrotrends (2024).
 The strong increase reflects post-COVID recovery in both leisure and business travel (+14.15% in 2022–23), continued investment in digital booking and franchise growth (+5.85% in 2023–24), and diversified income streams (rooms, F&B, events, franchise fees)
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Marriott International holds a very strong place in the global hotel industry, thanks to its wide range of hotel labels across luxury, premium, and mid-range segments. High-end names such as Ritz-Carlton and St. Regis attract travellers looking for top-level services, while mid-range lines, including Courtyard by Marriott, serve occupants who want dependable quality at more accessible prices. This variety allows the company to reach a broad audience and respond to different audience needs effectively.
A key reason for Marriott’s industry position is its known reliability and well-kept hotels. The loyalty programme Marriott Bonvoy helps boost repeat bookings and customer retention, encouraging guests to choose Marriott over competing hotel chains. Strong brand management contributes to competitive advantage and visitors' trust (Knight, 2024). Reports and surveys show that guests value the reliability of service and the advantages offered by the loyalty programme, giving Marriott an edge in fierce markets (Johnson, 2022).
Marriott’s global presence also strengthens its position. The company carefully selects locations in major cities, airport hubs, and popular tourist destinations, ensuring that hotels are well-placed to attract both business and leisure travellers. Careful site selection helps increase bookings and boost industry presence (Davies & Lewis, 2023). This strategic placement, combined with a large network of properties, allows Marriott to maintain its client base share even during economic fluctuations (Hudson, 2025).
Additionally, Marriott invests in publicity, partnerships, and digital platforms to reinforce its trademark visibility. Online booking systems, targeted campaigns, and collaborations with corporate and travel partners help the company reach both new and returning guests efficiently. These efforts also boost Marriott’s image as a reliable and innovative hospitality provider (Marques & Marques, 2023; Wyles, 2022).
Another important part of Marriott’s industry standing is delivering reliable customer experiences at all its hotels globally. Standardised service procedures, thorough staff training, and quality monitoring build trust and loyalty, which are essential in very competitive industries (Gardini, Ottenbacher & Schuckert, 2023).
Marriott’s competitive standing, brand recognition, strategic locations, consistent solutions, and effective customer loyalty programmes. This foundation enables the company to remain challenging, attract a wide range of consumers, and maintain resilience in the dynamic hospitality industry (Morrison, 2022; Hudson, 2025).
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Bowman’s Strategy Clock helps explain how Marriott positions itself in the global hospitality industry. The company mainly follows the Hybrid and Differentiation strategies.
Marriott’s mid-range hotels, such as Courtyard or Fairfield, fit the Hybrid strategy because they offer good value at reasonable prices. Guests receive reliable service, comfortable facilities, and clear loyalty benefits, which increase perceived value without requiring very high prices. This strategy helps Marriott attract a wide customer base and maintain strong occupancy levels, especially in competitive areas.
On the other hand, Marriott’s luxury brands, including Ritz-Carlton and St. Regis, follow a Differentiation strategy. These hotels focus on high service quality, unique guest experiences, and premium facilities. This allows Marriott to charge higher prices while keeping strong demand from travellers who value comfort and exclusivity. Differentiation also strengthens brand reputation and customer loyalty (Tutor2u, 2018).
Overall, Bowman’s Strategy Clock shows that Marriott combines value and quality in different ways across its portfolio. This mix allows the company to remain competitive in many parts of the hospitality industry and to respond effectively to different customer expectations.

[bookmark: _Toc214110018]Growth Potential and 2026 Expansion
Marriott International shows strong potential for improvement, particularly in mature markets where its name is already well known. These areas, such as major cities in Europe and North America, offer stable demand from both business and leisure travellers. At the same time, Marriott can explore new destinations with growing tourism sectors, providing opportunities to attract new visitors and expand its global footprint (Jones, 2021). The company’s wide range of hotel reputation allows it to serve different occupant types, from luxury travellers looking for Ritz-Carlton or St. Regis experiences, to budget-conscious guests preferring Courtyard by Marriott or Fairfield hotels. This flexibility supports growth by matching services to clientele needs across multiple segments.
A key advantage is Marriott’s extensive experience in operating internationally. The company has developed knowledge in adapting to local rules, cultural expectations, and travellers’ preferences, which lowers the risks of entering new locations. This expertise enables Marriott to adjust rapidly to business changes and avoid common difficulties faced by competitors (Smith & Brown, 2022). Furthermore, the Marriott Bonvoy loyalty programme plays an important role in attracting repeat customers and encouraging them to switch from competitors, improving the success of new hotel openings. Strong loyalty programmes are shown to increase visitor retention and long-term profitability (Baker, 2023). By combining strong company recognition with loyal client bases, Marriott can maintain a competitive edge in both mature and developing regions.
The company’s strategy of owning fewer properties also supports efficient progress. By focusing on franchising and management agreements rather than owning all properties, Marriott can increase the number of hotels with lower capital investment, while still benefiting from operational gross income and company recognition. This plan reduces financial risk and allows for faster expansion compared with models that rely heavily on ownership of assets. It also allows Marriott to enter multiple business domains simultaneously, adjusting quickly to demand fluctuations.
Expanding into mature areas carries certain challenges. Competition is intense, and prime locations are often limited. Operating costs, including wages, utilities, and local taxes, can be high, and economic fluctuations may affect profitability. Labour shortages in key sectors add further pressure, making it necessary for management to carefully select locations and strategies that balance investment with potential returns (Hudson, 2025). Careful analysis of industry developments is essential for profitable expansion (Harris, 2023). Detailed market analysis, clientele research, and forecasting are essential to ensure that each expansion is financially viable.
Even though there were challenges, the potential benefits are significant. Development can boost sales, increase brand visibility, and improve operational efficiency through economies of scale. Marriott can follow multiple strategies to enter new areas: converting existing properties into franchised hotels, forming partnerships with local operators, or buying smaller competitors to speed up hospitality field. Each option provides different advantages in terms of cost, speed, and customer reach (Gardini, Ottenbacher & Schuckert, 2023).
Technology and environmental responsibility are also central to Marriott’s growth potential. Investments in digital booking platforms, mobile apps, and online advertising help the company engage with visitors, simplify booking processes, and improve overall guest experiences. Sustainability initiatives, such as energy-efficient hotels, responsible sourcing, and environmentally friendly practices, appeal to eco-conscious travellers and strengthen the company’s reputation in competitive segments. These efforts not only attract new customers but also support long-term profitability by reducing operational costs and aligning with global trends (Evans & Carter, 2021; Marques & Marques, 2023).
[bookmark: _Toc214110019]Conclusion
Marriott International has demonstrated strong financial performance and a well-established position in the global hospitality industry. Over the past three years, the company has shown steady expansion in total profits, supported by multiple income streams, including room bookings, food and beverage, franchising, and its loyalty programme. This diverse approach has allowed Marriott to remain resilient even in the face of global challenges, such as economic fluctuations and competitive pressures.
The company’s solid industry standing is built on name recognition, strategic location choices, and consistent support quality across its global portfolio. Marriott’s range of hotel brands enables it to serve different guest types effectively, from luxury travellers looking for premium services to business and leisure guests looking for reliable quality. Investments in publicity, digital platforms, and partnerships further reinforce its competitive edge, ensuring consumer loyalty and attracting new customers.
Marriott also shows considerable growth potential, particularly in mature markets where brand awareness is already high. Its strategy of owning fewer properties and focusing on franchising and management agreements allows for efficient expansion with lower financial risk. Careful sector analysis, innovative technology, and sustainability initiatives strengthen its ability to grow successfully while reducing operational challenges. Expansion strategies, including converting existing properties, partnering with local operators, or buying smaller competitors, can boost income and increase audience reach.
In summary, Marriott’s financial stability, leading position in the industry, and advancement strategies provide a solid foundation for future success. Strategic planning, careful investment, and continued focus on customer loyalty, corporate image differentiation, and innovation will enable the company to remain competitive and continue expanding in the dynamic global hospitality industry. The insights obtained from examining Marriott’s performance highlight the importance of using financial data, competitive position, and rise potential to guide management decisions and long-term strategic planning.
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Based on the analysis of Marriott International’s financial performance, brand position, and potential for expansion, a clear recommendation is for the company to focus on strategic expansion into new territories in 2026, while carefully managing risks. Mature markets, such as major cities in Europe, North America, and parts of Asia, already have high company recognition for Marriott. Entering this sector can boost income, strengthen the company’s presence, and provide opportunities to use operational efficiencies across properties.
To achieve this, Marriott should continue its strategy of owning fewer properties, relying on franchising and management agreements rather than heavy property ownership. This approach allows the company to increase its hotel network efficiently, reduce financial risk, and respond quickly to changes in client demand. By focusing on partnerships with local operators and, where appropriate, buying smaller competitors, Marriott can secure prime locations faster and expand its segment share without taking on too much (Johnson, 2022; Gardini, Ottenbacher & Schuckert, 2023).
A second key recommendation is to continue investing in technology and eco-friendliness initiatives. Digital platforms, online booking systems, and mobile applications improve guests’ engagement and booking efficiency, while long-term ecological management practices, such as energy-efficient operations and responsible sourcing, appeal to environmentally aware travellers. These initiatives not only support company reputation but also provide long-term cost savings and help Marriott remain competitive in regions where customers increasingly value sustainability (Evans & Carter, 2021; Marques & Marques, 2023).
Business environment analysis and consumer research should guide every expansion decision. Marriott should evaluate potential locations based on demand trends, competition, operational costs, and availability of staff. Careful assessment will help minimise risks, including high operating costs, intense competition, and regulatory challenges. By selecting areas strategically, the company can focus resources on opportunities with the highest expected returns (Hudson, 2025).
Finally, Marriott should leverage its loyalty programme to attract repeat customers to new properties. Marriott Bonvoy encourages brand switching from competitors and strengthens clients’ relationships, which will be important for success in new areas. Promotional campaigns should highlight the company's reliability, consistent service, and the benefits of loyalty membership to support new hotel openings and maximise occupancy rates.
Therefore, Marriott’s recommended approach for 2026 is to pursue carefully planned expansion into well-developed territories, supported by franchising, local partnerships, buying smaller competitors, technology, sustainability, and loyalty strategies. This balanced approach will help the company expand successfully, increase profits, and maintain a competitive advantage while managing risks effectively.
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