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[bookmark: _Toc181197640]Executive Summary
This report presents a thorough analysis of Marriott International’s financial performance over the past three years while focusing on revenue trends, market position, and growth potential. The analysis revels that Marriott International has sowed strong resilience and adaptability within the competitive hospitality sector. 
Over the past three years, the chain hotel conglomerate manged to generate strong revenue recovery following hefty push from post-pandemic. The growth in revenue and profit is mainly driven by diversified revenue streams. This report examined Marriott International’s solid brand positioning and its market share across customer demographics while assessing its ability to compete globally. 
Upon finding of the financial situation, this report evaluated potential expansion and found that there are number of region that Mariott International can expand by 2025. This report also made some recommendations Marriott’s to expand into emerging markets in 2025. The main focus in recommendation was to expand in  India, Vietnam and some European countries including Bulgaria, Ireland, Iceland due to their potential economic growth and rising middle class populations.
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[bookmark: _Toc181197641]Introduction
Marriott International is a global leader in hospitality business. It began as an A&W Root Beer franchise in Washington DC in 1927. Today it is a global leader in hospitality industry with over 8,000 properties encompassing around 31 different brands with operations in 131 counties across the world (Marriot International,2024). The chain has a robust  portfolio that spans luxury, premium and budget friendly accommodations that serves a diverse customer base across all continents (Marriot International,2024). The giant hospitality conglomerate employs 148,000 employees across its worldwide operations (Statista,2024). Its annual revenue was $ 23,713 and the business made a net profit of $3,083. Its earning per share was 10.23 in financial year 2023 (Annual Report,2023,p41). 
The purpose of this report is to analyse Marriott International’s financial performance over the last three years in order to provide an insights into its key revenue trends, market positionings and growth potential predominantly with focus on possible expansion into emerging markets by 2025. This report is prepared to guide strategic management decision while evaluating Marriot International’s overall financial health and identifying opportunities to enhance its competitive advantage. 
[bookmark: _Toc181197642]Main findings
1.1. [bookmark: _Toc181197643]Total revenue analysis
Marriott International is the leading hospitality business encompassing over 30 brands. According to its Annual Report (2023) the business has demonstrated a significant growth in its revenue in  last three consecutive years (Figure 1). This growth reflected  on its attempt to recovery from the lass following the pandemic of covid-19 and desire for strategic expansion of its operation in 2025. According to financial data presented on figure 1, the company in financial year of 2021, has generated $13.857 billion net revenue. This was the year that was marked as gradual reopening following pandemic period of stagnation. The Annual report (2023) highlighted that primary drivers of revenue for this year were base management fees of $669 million, franchise fees of $1.79 billion and incentive manage fees of $235 million as well as substantial cost reimbursement that generated $10.442 billion. 
Figure 1. Consolidated financial statement of Marriot International from 2021 to 2023
[image: A blue and white striped report with numbers and text

Description automatically generated]
Source (Adopted from Annual Report,2023)
In the financial year of 2022 as presented on figure 1, Marriott saw a sharp increase in revenue, reaching out to $20.773 billion. This is found as a nearly as 50% jump from the previous year. Company Annual report (22023,p43) attributed this growth to a resurgence in travel following the ease of pandemic related restrictions across the world. the company experienced an increase in base management fees to $1.044 billion. Its franchise fees also reached to $2.505 billion, and its incentive fees increased more than doubled to $529 million. Moreover, its cost reimbursement revenue also increased significantly to $15.417 billion. This revenue stream reflected Marriott international’s desired for continued expansion and its capacity to extensively manage property portfolio.
For financial year of 2023, the figure 1 highlights that Marriott international’s revenue further to $23.713 billion, which is a sharp 14% increase from 2022. According to the Annual report (22023), this growth was mainly driven using increased franchise fees that incurred $2.81 billion. Then there was increase in base management fees that brought in $1.23 billion. The company had also increase incentive management fees and that generated sum of $755 million. Moreover, Marriott International’s cost reimbursement revenue also grow significantly to $17.41 billion highlighting its capacity to effectively mange and scale its operation. From the above analysis of its revenue, it can be inferred that Marriott Internation is in very health  position with the management of its finance with continued increase of its revenue streams. 
1.2. [bookmark: _Toc181197644]Analysis of factors driving revenue and profitability 
Looking at the financial statements and review of company reports for last three years 2021 to 2023, Marriott International’s is found to have pull a very impressive growth in almost every aspects of its operations. However, according to Marriott International (2024,b), the company has taken number of strategic initiatives that has successfully worked as topline for revenue, generation in the bottom line with cost savings (Figure 2) as well as it had the adventage of favourable market condition. 
Figure 2. Marriott International  program of Revenue generation and profitability
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Source (Adopted from Marriott International,2024,b)
Analysis of its strategic  program as presented on figure 2, reveals that the company has capitalised on the strong recovery in global travel, with increased occupancy rates (Reservation) and average daily rates across its properties (Marriott International,2024,b). It is also found that its key revenue generators have been franchise fees (Loyalty), which rose significantly from $1.79 billion in 2021 to $2.831 billion in 2023. Moreover, Marriott’s base management fees (included in sales), which grew from $669 million in 2021 to $1.238 billion in 2023 (Marriott International,2024,b). The company has also done well with its cost reimbursement mainly cost saving that growth from $10.442 billion in 2021 to $17.413 billion in 2023. This was due to Marriott’s extensive operational footprint and the efficiency of its managed services model (Marriott International,2024,b)
In terms of profitability, figure 1 shows that Marriott International’s has gain healthy profit as its net income has more than doubled over last three years period. For instance, its profit has increased from $1.099 billion in 2021 to $3.083 billion in 2023  (Annual Report,2023,p41). This growth reflects on not only its increased revenues, but also its effective cost management and improved operational efficiencies. Moreover, Marriott International’s earnings per share (EPS) has similarly surged from $3.36 in 2021 to $10.23 in 2023. This highlights its ability to deliver substantial shareholder value (Annual Report,2023,p41). 
While looking into the prospect of international growth and expansions, the significant rise in EPS (Earning Per Share) demonstrates strong profit growth and its positively functional share buyback strategies. However, the reason for such sanguine growth  can be attributed to reducing the number of outstanding shares (Marke Screener,2024). The performance therefore shows high resilience, and management commitment and capacity to deliver value for stakeholders, 
[bookmark: _Toc181197645]2. Market Position analysis 
Market position is referred to the capacity of business to influence consumers perception regarding brad, products and services as opposed to competitors in the market (CFI,2024). Thes market position can be measured through market share, customer demographic and customer  perception of the brand (CFI,2024). 
[bookmark: _Toc181197646]2.1. Market Share
As one of the leading chain, the Marriott international maintains a leading position in global market. It has global market share of 20.10%, then in North America it has 10% and Europe over 9% as well as in Asian market it has overall 4% market share (Gill,2024). While talking about its market share, Gill (2024) pointed out that Marriott’s diversified brand portfolio gives it a competitive edge against rivals such as Hilton and Accor while allowing it to capture a broad range of consumer segments.
[bookmark: _Toc181197647]2.2. Customer demographics
According to Lacalle (2024) customers demographic is  markets segmentation of business where customers are split in different categories and group to best target then for business benefit and to run right promotional activities to capture them. However, Marriott’s customer base is found to have spanned mainly leisure and business travellers, with its luxury brands such as Ritz-Carlton, St. Regis targeting affluent travellers, and its mid-tier brands such as courtyard, Fairfield Inn appealing to budget conscious customers. Moreover, the loyalty program of Marriott Bonvoy plays a key role in customer retention, especially among business travellers (Annual Report,2023).
[bookmark: _Toc181197648]2.3. Brand perception 
According to Anderson (2024), Marriott’s brands are consistently recognised for its quality, reliability, and service excellence, making them attractive to consumers seeking consistent experiences across regions. 
The figure 4, presents number of hospitality brands on a matrix based on perceived luxury and the type of experience offered. 
Figure 4. Customer perception on Marriott International brand along with other  brands
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Source: (Wiles,2024).
Marriott International brands position indicating that the business cater to a “tourist-like” experience. At the luxury end, brands like The Ritz-Carlton and Edition offer high-end, premium stays, while mid-tier options like Marriott and Courtyard provide affordability with traditional amenities. In contrast, Airbnb is positioned on the right, emphasising an affordable, local experience that diverges from conventional hotels (Wiles,2024). This perception map therefore suggests Marriott International mainly focus on delivering reliable, curated experiences rather than immersive local stays, distinguishing it from peer-to-peer lodging models like Airbnb (Wiles,2024).
[bookmark: _Toc181197649]3. Growth potential
The growth potential can be analysed using number of variable and these are market opportunities including funding emerging market, luxury and experiential travel, and digital transformation, then analysis of barriers to growth and analysis of expansion by 2025. 
[bookmark: _Toc181197650]3.1. Market opportunities
This include new opportunities based on market growth and demand and trends for travel and hospitality industry. these market opportunities are categorised in emerging market, experiential travel and digital transformation. 
[bookmark: _Toc181197651] 3.1.1. Emerging markets
While talking about growth potential in emerging market where the business can expand, McKensey & Company (2024) identified (figure 5) that  by 2030, intraregional travel is projected to increase across most regions, with notable growth in Europe, Africa and the Middle East. According to figure 5, domestic travel remains dominant, especially in regions like North America and Northeast Asia, where it accounts for a significant majority of travel. Interregional travel between different regions is smaller but shows moderate growth potential. The data indicates that the travel and hospitality business can capitalise on nearby markets, as travellers increasingly prefer shorter, regional trips over international travel.
Figure 5. Intraregional travel across the hospitality sector
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Source (Adopted from McKinsey & Company,2024).
[bookmark: _Toc181197652] 31.2. Luxury and experiential travel
According to Fuller (2024), the global trend towards luxury and unique travel experiences aligns fully with Marriott International’s expansion into high end offerings and experiential accommodations, enhancing growth potential across all demographics. McKinsey & Company report has highlighted  that this trend is increasing with increase in overall spending and expected reach to 391 billion by 2028 (Figure 6)
Figure 6. Global spending on luxury and leisure trends by wealth and segment
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Source: (McKinsey & Company,2024)


[bookmark: _Toc181197653]3.1.3. Digital transformation
Another important  elements of growth and expansion is to enhance digital transformation to capture the market. However, Marriott International has made significant investments in digital technology, including mobile apps and personalised guest services, contribute to operational efficiency and enhance the guest experience using AI (Artificial Intelligence), big data, cloud computing, robotic technologies and significantly increase digital operations. The  annual spending on ICT and digitalisation has been 1.5 billion in 2023 (Global Data,2023). 
[bookmark: _Toc181197654]3.2. Analysis of barriers to growth
With the potential of growth there comes many challenges. However, one of the major challenge that Marriott international might face is regulatory and economic Challenges. For instance, many emerging markets often have regulatory hurdles, including foreign ownership restrictions, capital repatriation and high taxes, which could increase operational complexity for Marriott to expand in emerging markets. There is also economic volatility with increase cost of living and people loosing out disposable income to spent on recreational activities. 
There are also regional brands in emerging markets that may pose some challenge while offering culturally tailored experiences that attract local customers (Anand,2021). This might be challenging for Marrott international compete with this strong local players. Moreover, there are growing political and economic Instability (Anand,2021). For instance, some emerging regions (Europe and Asia) face political and economic risks, such as inflation and currency fluctuations, which can impact Marriott’s International profitability and market penetration (Anand,2021).
[bookmark: _Toc181197655]3.3. Emerging Market expansion in 2025
Based on the above analysis of data on emerging travel market, Africa, Middle East and parts of Asian regions are good for expansion. Some regions such as sub-Sharan region and Middle East have identified to have significant growth in international trave. This growth are expected to rise at 39% by 2030 (McKinsey & Company,2024,b). Then emerging Europe is also showing notable growth with growth expected to reach at 44% by 2030. South Asian countries mainly India and Vietnam is expected to growth significantly (McKinsey & Company,2024,b). These regions therefore represent expanding markets as economic growth and travel demand rise locally.
[bookmark: _Toc181197656]Conclusion
This report has presented Marriott International financial performance analysis. It has found that there is impressive financial recovery and growth following the pandemic, which has helped Marriot to remain competitive. It is found that revenue streams were generated from robust loyalty programs and brand equity. However, in term of its market position, it is found to have a solid market position as it is  well-poised to leverage the global shift towards increased travel demand. This report have identified many emerging markets that present with valuable growth opportunities. However, there are some regulatory and economic challenges must be carefully navigated to ensure sustainable growth. This report can infer that Marriott International’s overall financial health, market share, and customer loyalty position it favourably for future expansion.
[bookmark: _Toc181197657]Recommendations
For Marriott International to expand in emerging market buy 2025, there are strategic expansion recommendations that are presented below. 
· Target based expansion to European and Asian market. 
That means, Marriott should pursue a targeted expansion strategy into India and Vietnam, as well as some European countries such as Ireland, Bulgaria and Iceland where strong economic growth, urbanisation, and an expanding middle class align with Marriott’s service offerings and growth objectives (Gill,2024).
India and Vietnam and some European and African countries including some sub-Sahara regions offer high market potential with favourable tourism growth projections (Luu,2023). Marriott International’s portfolio of brands can appeal to a wide customer base across luxury and mid-tier segments. Moreover, these markets have shown resilience and rising consumer spending, creating a conducive environment for Marriott’s services.
However, to mitigate risks of expansion as found in analysis, Marriott could use partnership strategy of international  expansion. It could partner with established local players to facilitate entry and ensure regulatory compliance (Gajjar,2024). By adapting its offerings to meet local preferences and maintaining a phased rollout, Marriott International can position itself for sustainable growth while minimising operational risks.



[bookmark: _Toc181197658]References
Anderson, A. (2024). How Marriott’s Personalized Customer Experience Strategy Encourages Customer Loyalty. Sharpen. Available: https://sharpencx.com/marriott-customer-experience-strategy/ (Accessed: 21.10.2024). 
[bookmark: _Hlk181195713]Anand, S. (2021). EMEA remains an important region for Marriott – Q&A with Satya Anand. Hospitality Investors: 29th June. Available: https://www.hospitalityinvestor.com/content/emea-remains-important-region-for-marriott-q-a-satya-anand (Accessed: 21.10.2024).

Annual Report (2023). 2023 Annual report of Marriot International. Available: https://marriott.gcs-web.com/static-files/ac930e85-f477-4fa8-b873-bf4d2e09ca33 (Accessed: 21.10.2024).
CFI (2024). Market Positioning. CFI. Available: https://corporatefinanceinstitute.com/resources/management/market-positioning/#:~:text=Market%20Positioning%20refers%20to%20the,it%20in%20a%20certain%20way (Accessed: 21.10.2024).
Fuller-love, H. (2024). 9 Ultra-Luxe Experiences Across the Globe, from Spain to Bahrain. Traveler Marriot. Available: https://traveler.marriott.com/hotel-experiences/luxury-hotel-experiences/ (Accessed: 25.10.2024).
Gill, R. (2024). Marriott profits from strong performance in Europe. Business Travel Niew Europe: 13th Feb. Available: https://www.businesstravelnewseurope.com/Accommodation/Marriott-profits-from-strong-performance-in-Europe (Accessed: 25.10.2024).
Global Data( 2024). Marriott International – Digital Transformation Strategies. Available: https://www.globaldata.com/store/report/marriott-international-enterprise-tech-analysis/#:~:text=Marriott%20is%20leveraging%20several%20emerging,at%20%241.5%20billion%20for%202023 (Accessed: 25.10.2024).
Gajjar, (2024). International business strategy: Global expansion, talent acquisition, and other considerations. Multiplier: 20th Sept. Available: https://www.usemultiplier.com/global-expansion/key-international-expansion-strategies (Accessed: 25.10.2024).
Lacalle, E. (2024). How hotel market segmentation enhances business success in 2024. Mews: 5th Sept. Available: https://www.mews.com/en/blog/hotel-market-segmentation (Accessed: 21.10.2024).
Luu, C. (2023). Marriott International sees exceptional growth. Vietnam Investment Review: 1st Feb. Available: https://vir.com.vn/marriott-international-sees-exceptional-growth-108787.html (Accessed: 21.10.2024).
Marriot International (2024,a). Our Story of Innovation. Available: https://www.marriott.com/about/culture-and-values/history.mi (Accessed: 21.10.2024). 
Marriot International (2024,b). The Power of Marriott​. Available: https://www.hotel-development.marriott.com/powerofmarriott#:~:text=Our%20revenue%20management%20team%20leverages,share%20and%20maximize%20hotel%20revenue (Accessed: 21.10.2024). 
McKensy & Company (2024a). Updating perceptions about today’s luxury traveller. McKensy & Company: 29th may. Available: https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/updating-perceptions-about-todays-luxury-traveler 
McKensy & Company (2024). The state of tourism and hospitality 2024. McKensy & Company. Available: https://www.mckinsey.com/~/media/mckinsey/industries/travel%20logistics%20and%20infrastructure/our%20insights/the%20state%20of%20tourism%20and%20hospitality%202024/the-state-of-tourism-and-hospitality-2024-final.pdf (Accessed: 21.10.2024).
Marke Screener (2024). Marriott International Reports Strong Fourth Quarter and Full Year 2023 Results. Marke Screener: 14th Feb. Available: https://uk.marketscreener.com/quote/stock/MARRIOTT-INTERNATIONAL-IN-14633490/news/Marriott-International-Reports-Strong-Fourth-Quarter-and-Full-Year-2023-Results-45950991/ (Accessed: 21.10.2024).
Stock Analyst (2023). Marriott International, Inc. (MAR). Available: https://stockanalysis.com/stocks/mar/employees/ (Accessed: 21.10.2024). 
Statista (2024). Number of Marriott International employees worldwide 2007-2023. Available: https://www.statista.com/statistics/297269/number-of-marriott-international-employees-worldwide/ (Accessed: 21.10.2024).
Wiles, M. (2024). Goodbye two by two. Hello two by nothing. Embedded Brand Strategy: 126th March. Available: https://embeddedbrandstrategy.substack.com/p/goodbye-two-by-two-hello-two-by-nothing (Accessed: 21.10.2024).
Page  2 

image3.jpeg
REVENUE MANAGEMENT

(CREDITICARD RATES

vorable credt

- oma
RESERVATIONS L . DIGITAL

Fully integrated platform wit Industry-leading Industry leadin

il Marmott

Expedia’  upvior

erce, PMS and G

INTERMEDIARY
CONTRACTS.
Favorable

intermediary
SHARED SERVICES

Shared.

LovaLTY ) SALES

loyalty

b miore sellers fill notels through omer

roliilonatilos aiid ta-depil manet kncniedae




image4.jpeg
Experience
like a tourist

AMAN

EDITION
8

THE RITZ-CARLTON

Luxury

MARRIOTT

nnnnnnnnnn

Affordability

Q) cirbab—

Experience
like a local




image5.png
Intraregional travel is the second-largest opportunity, after domestic travel,
and is growing.

Source of travel by region,' % of incoming travel M Domestic Intraregional Interregional
2023 2030 projected
Global 6 o IR 201 i
Americas  North America | R 5| 7 m o
Central America
Caribbean

Europe

Africa and
Middle East

Asia

South America
Western Europe
Emerging Europe
North Africa . o7 am 19
Sub-Saharan Africa T s IR i

Middle East
Northeast Asia
South Asia
Southeast Asia

Oceania





image6.png
Global spending on luxury leisure hospitality, by wealth segment,’ $ billion

CAGR
10%
301
9%
Total market 239
14%
Ultrahigh net worth -
Very high net worth 154
14%
High net worth
Aspiring luxury 5%

2023 2028 projected




image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David




image2.png
MARRIOTT INTERNATIONAL, INC.
CONSOLIDATED STATEMENTS OF IN
iscal Years 2023, 2022, and 2021
(in millions, except per share amounts)

2023 2022 2021
REVENUES
Base management fees s 1238 S 1044 s 669
Franchise fees 2831 2,505 1,790
Incentive management fees 755 529 235
Gross fee revenues 824 2078 2,694
Contract investment amortization @8) 9) as)
Net fee revenues 4736 3989 2619
Owned, leased, and other revenue 1,564 1,367 796
Cost reimbursement revenue 17.413 15417 10442
23713 20.773 13.857
OPERATING COSTS AND EXPENSES
Owned, leased, and other - direct 11635 1,074 734
Depreciation, amortization, and other 189 193 220
General, administrative, and other 1011 891 823
Merger-related charges and other 60 12 8
Reimbursed expenses 17.424 15.141 10322
19.849 17311 12,107
OPERATING INCOME 3864 3462 1750
Gains and other income, net 40 1 10
Loss on extinguishment of debt — — (164)
Interest expense (565) (403) (@20
Interest income 30 26 28
Equity in carnings (losses) " 9 18 e
INCOME BEFORE INCOME TAXES 3378 3014 180
Provision for income taxes. 295) 756) @)
NET INCOME B 3083 3 2358 S 1,099
EARNINGS PER SHARE
Farnings per share — basic s 1023 s 727 s 336
Eamings per share — diluted B 1018 s 724 s 334

" See Note 15 for disclosure of related party amounts

See Notes to Consolidated Financial Statements.




