







[image: ]Executive Summary
This report is a critical evaluation of the financial success, market placement and expansion opportunities of Marriott International, Inc. in the years 2022-2024. Marriott is the biggest hotel firm on the globe with an asset-light business model incorporating 30 brands in 144 countries. The discussion will be performed using the Annual Report of Marriott of 2024 and industry literature, and how the financial findings can be used to make a strategic management decision. It detects a steady increase in revenue and profitability since the COVID-19 pandemic, which is backed by the resurgence in international travelling demands, the growth of the Marriott Bonvoy loyalty programme and strategic partnerships including with MGM Resorts International. The findings show that Marriot International financial performance was low in 2022 and increase in 2024. It is recommended Marriot International consider expansion into a mature market.
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Marriott International, Inc. is one of the strongest players worldwide in the hospitality industry, which is identified by its broad brand portfolio, customer-focused services, and light asset model of doing business. The company, which started as a root beer stand in Washington, D.C. in 1927 by J. Willard and Alice Marriott, has grown to become the largest chain hotel in the world with more than 9,300 properties and 1.7 million rooms in 144 countries and territories (Marriott Annual Report, 2024). Marriott manages over thirty different brands within the luxury, premium, select, and mid-scale markets and provides a wide array of services to leisure, business, and group travellers. It has strategic concentration of management and franchising as opposed to ownership of property which facilitates maximum scale-ability and low risk of operation.  
This essay aims to give a financial and strategy analysis of Marriott International in the last three financial years (2022-2024). This debate will analyse the revenue growth, market position, and future growth opportunities of the company with a special focus on the expansion that the company will make into mature markets in 2026. The analysis data is based mainly on the official annual financial reports of Marriott and supplemented with literature articles and industry publications to offer the critical interpretation and context of data.  
This financial report is divided into 3 main parts. First, the report will explore the total revenue, market position, and growth of Marriott.  Second, it presents the conclusion. Finally, it ends with a critical evaluation of the prospective growth of Marriott in mature markets in the year 2026 and provides a strategic recommendation that involves scaling of mid and extended stay brand of the company.

[bookmark: _rjn9w41zyjwi][bookmark: _Toc211947035]2. Main Findings 
[bookmark: _262wqnwz6cqj][bookmark: _Toc211947036]2.1 Brief Overview of Marriott International, Inc. 
Marriott internal business is an international hotel, residential and other lodging property operator-franchisor/licensor operating as well as more than thirty brand names. The company had 9,361 properties consisting of around 1.7 million rooms as of 31 December 2024 in 144 countries and territories (Marriott, 2024). It has a business model that is mainly asset-lite, and less than one percent of its hotels is owned or leased directly. This strategy will allow Marriott to emphasize management contracts, franchising, and licensing dealings that will provide the company with predictable revenue in terms of fees and reduced capital investment.  
The brands of the company are well differentiated into four quality segments namely: Luxury, Premium, Select and Mid-scale. Luxury such as The Ritz-Carlton, St. Regis, and JW Marriott serve high-net-worth travellers who look after luxuries, whereas Premium and Select brands like Sheraton, Marriott Hotels, Courtyard and Fairfield are found in a wider customer base (Marriott, 2024. In 2024, another company, Marriott, enhanced its market presence in affordable mid-scale by launching its City Express and Four Points Flex by Sheraton brands, which is another indication that the company has a planned course of targeting price-sensitive travelers in developing and developed markets.  
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Figure 1: Marriott International 
(Source: Marriott International, 2024)
The competitive strength of Marriott is the diversified sources of revenue and its strong loyalty ecosystem. By the close of 2024, it had a loyalty programme, Marriott Bonvoy of almost 228 million members, comprising about 73 percent of room nights in the United States and 66 percent worldwide (Marriott, 2024). These co-brand credit card deals with the American Express and JPMorgan chase also make the company earn money in terms of retaining customers and coming up with recurring income through transactions related to loyalty.
[bookmark: _wc6y9qaqc3to][bookmark: _Toc211947037]2.2 Total Revenue Analysis (2022–2024) 
Marriott international has been experiencing consistent financial recovery and growth in the last three fiscal years which have been aided by increased travel demand, strategic alliances, and entering new market segments (Marriott, 2024. The annual report 2024 by the company highlights effective management of financial performance by stating that world revenue per available room (RevPAR) grew over 4 per cent year-on-year due to the growth of group business by 8 per cent and leisure and business transient by 3 per cent (Marriott, 2024.
In 2022, Marriott showed signs of the post-pandemic recovery performance, namely total revenue approximated to be 20.77 billion dollars versus 13.86 billion dollars in 2021 (Marriott Annual Report, 2022). This was a 50% growth, which was due to the revival of traveling activities internationally and the opening of major markets (Marriott, 2024. As of 2023, overall revenue had already increased to $23.70 billion, which manifests Marriot with high leverage of operational and a globally recognized brand. As of 2024, Marriott reached approximately $25.0billion of the total revenue, which stayed in the upward trend. The increase of the gross fees and adjusted EBITDA in 2024 by 7% as compared to 2023 indicates effective cost control and solid-based income (Marriott, 2024.
The key sources of revenue of Marriott include base and incentive management fees, franchise royalty, multi-labeled credit card deals and system-wide reimbursements of centralized services. Franchising and management business is the most lucrative business line of the company and contributes most of the total revenue (Garg et al., 2025). In 2024, the partnerships and the loyalty program, including the long-term contract with MGM Resorts International, would bring additional income in the form of brand licensing and the ability to cross-book, which would mean an addition of about 38,000 rooms to the Marriott portfolio.
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Figure 2: Marriott International 2024 revenue highlights
(Source: Businessworld, 2024)
There are a few important determinants of the increase in revenue in 2022-24. Global touring came back after the COVID-19 and gained momentum in North America and EMEA, thus creating increased occupancy and average daily rates (ADR). The online transformation at Marriot enhanced direct booking through its online and website platform, the Marriott Bonvoy App, and Marriott Bonvoy site which minimized the use of online travel agents (Snäll, 2023). The asset-light approach of the company guaranteed the high margin revenue base, to which fixed cost of property was minimal.
[bookmark: _u1yegq8z8sfx][bookmark: _Toc211947038]2.3 Market Position 
Marriott International is a powerful player in the hospitality sector in the world and all that made it is supported by its size, portfolio diversification and customer base loyalty (Chen, 2025). Marriott is ahead of its nearest rivals, such as Hilton, IHG Hotels and Resorts, and Hyatt, with an estimated share in the U.S branded hotel market of 17%. It has a proportion of the international market of about 4% as well (Marriott, 2024). The international presence and popular name of the company provide a strong competitive advantage that helps maintain the leadership in the market (Al Shamsi et al., 2023).
Marriott has a wide range of customers with segments in respective leisure, corporate, and group travel segments (Sakovska et al., 2024). The brand structure of this company allows it to serve a very diversified client group, including luxury travellers who want to experience exclusivity, as well as those who are cost-conscious and would need middle-price products (Menegaki, 2025). The Marriott Bonvoy loyalty program has played a critical role in enhancing customer retention in the company, the membership has provided more than two-thirds of room nights worldwide (How and Lee, 2021). Collaborations with other brands (Uber, Starbucks, United airlines and Hertz) also boost customer interactions and inter-industry exposure.
One of the strengths is still brand perception. Marriott has continuously been associated with quality, innovation, and provision of quality services. The fact that Consumers in the Fortune 100 Best Companies to Work For 27 Years in a Row category attests to its recognition of the ethical management approach and its focus on the human resource, enhancing its image of the company as an ethical leader and developer of human capital (Fowowe, 2025). Moreover, the digital ecosystem that consists of Marriott.com and Bonvoy app allows the company to make the interactions with customers more convenient and efficient and to introduce new digital innovations that make services contactless, provide the possibility of mobile check-in, and create dynamic pricing strategies (Tillery et al., 2023).
Bowman’s Strategy Clock
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The potential of expansion of Marriott is high as it has a vast development pipeline, as well as diversification of its markets and pricing brackets. According to the report, the company had over 577,000 rooms in development and over 1200 deals worldwide, the greatest pipeline in hospitality history. The growth is fueled by the attraction of partnerships, brand creation and orientation to mid-scale and extended stay segments, which are gaining popularity among investors and travellers (Eschenbrenner et al., 2023).
Growth in the mature markets is a new opportunity the company will encounter in 2026. Marriott in the United States is extending its reach to City Express as well as Studio Res to reach out to the budget-conscious and long-stay professionals (Horozhankina et al., 2024). On the same note, Marriott seeks to increase its market share in the secondary cities of Western Europe and Canada by means of flexibility and asset-light franchise design (Neupane and Khanal, 2022). These measures will allow Marriott to remain profitable and satisfy the changing demands of post-pandemic travellers that think more about price, sustainability, and longer-stay deals.
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Figure 3: growth opportunities for Marriott
(Source: qtxasset, 2017)
The new technologies and loyalty integration are also driving the growth of Marriott. Its restructuring of its reservation and property management systems is aimed at streamlining pricing, customization of guest experiences, and cutting the cost of operations. In addition, the growth of Marriott Bonvoy in co-branded financial products in 11 countries gives the company an additional uniform and diversified stream of income (Correia, 2022).
[bookmark: _ruvuh71vro4f][bookmark: _Toc211947040]3. Conclusion
The financial and operational results of Marriott International between 2022 and 2024 highlight its long-term market dominance and flexibility in the ever-changing hospitality industry in the world. The asset-light business model, diversified brand portfolio, and well-built loyalty ecosystem, have helped the company successfully leverage its strengths to ensure a steady increase in revenues and profits. The post-pandemic rebirth in international travel, strategic partnership, in this case with MGM Resorts, and technological innovation have all strengthened the financial base and competitive standing of Marriott.  
Having over 9,300 outlets all over the world and paying stock of a dynamic development program, Marriott remains ahead of the pack in size and scope. The corporate values such as sustainability, digitalisation and customer interaction also make its brand equity strong on the global level. However, the future prospects of the company to penetrate the mature markets depend on the organisations capacity to maintain differentiation, economic risks as well as adapting to changing consumer tastes. In general, the Company history indicates the evolution of the well-governed organisation that is ready to sustain its development and is based on rigid governance and the prospective policy.  
[bookmark: _3hftk0ov6pmw][bookmark: _Toc211947041]4. Recommendations
Considering the discussion of the financial performance, market positioning, and growth potential of Marriott International, it is recommended that the organization should adopt a focused midscale and extended-stay brand growth to mature markets by 2026. This proposal concurs with the asset light business model of Marriott, current market trends, and business objective to expand this access and affordability to its entire brand portfolio (Guo, 2025).  
The introduction of new market opportunities to mature markets like North America, Western Europe, and Japan will be an opportunity to capture new market segments and maintain profitability. These are areas with stable economies, well established infrastructure, and increased demand for low cost, although branded, accommodation. An effective expansion of the business in this segment is evidenced by an experiment that was launched by Marriott, which has been effective, and the proposed rollout of Studio Res in the United States (Fagyas and Datta, 2023). This expansion will strengthen the market share of Marriott, diversify their customers, and come up with fresh sources of revenue.  
To make this strategy workable, Marriott is recommended to focus on franchise-based agreements with existing local developers as a means of limiting capital spending as well as accelerating the process of market penetration. Using the data analytics offered by the Marriott Bonvoy will contribute to the recognition of high-demand city and suburb areas. The company should also incorporate the principles of the ESG by encouraging an energy-saving building design and responsible sourcing through its Serve 360 framework (Alaa-Eldeen et al., 2022).  
This expansion should always focus on digital innovation. Improved use of the Marriott Bonvoy application, AI-based methods of pricing, and contact-free services will provide a high level of efficiency and high-quality experiences of guests. Promotional efforts which emphasize value, sustainability and loyalty will be attractive to those travellers who are price-sensitive but brand-loyal.  
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