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Executive Summary
In this report, Marriott International's financial performance, market positioning, and growth potential as well as revenue trends are evaluated. Marriott has boasted consistent revenue growth over the last three years from fee-based services, cost reimbursed revenues, and a broad brand portfolio. Key customers of Marriott are business travellers, leisure tourists, and loyalty members, and for such customers, the market share of Marriott remains strong. While competition remains strong with Hilton and Hyatt, brand reputation gives customer retention and loyalty.
However, Marriott's growth potential is strong, especially in emerging markets such as Asia-Pacific and Sub-Saharan Africa where rising income and tourism travel demand are considerable opportunities. With sustainability, luxury travel, and digitalisation becoming trends, the company can make use of them to drive its strategic growth.
This report ends with a recommendation for Marriott to venture into Asia-Pacific and Sub-Saharan Africa in 2025 and to tackle market barriers through partnering locally and through digital innovation, in alignment with the company’s strategic priorities relating to brand positioning and sustainability.
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[bookmark: _Toc181387271]Introduction 
Marriott International was established in 1927 and is one of the world’s largest hospitality companies that operates hotels and lodging facilities in all 138 countries. The brands in the portfolio include The Ritz-Carlton, St. Regis, W Hotels and Marriott Hotels catering for different customers, from luxury to budget travellers. Despite the rapid expansion over time through acquisitions like its merger with Starwood Hotels in 2016 and focussing on global expansion, Marriott has significantly taken over (Marriott International, 2024).
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Figure 1: Marriott International
(Source: Marriott International, 2024)
This report seeks to critically examine Marriott International’s financial performance over the past three years and how it affects important management decision and policy. This report attempts to comprehensively examine how long-term strategic goals are influenced by Marriott’s financial health, by looking at total revenue trend, the market position of the company and its growth potential.
The essay will focus on three key areas: total revenue performance analysis and its drivers, comparison of the market positioning of Marriott vis-à-vis competitors, and market growth analysis focusing on emerging markets. A recommendation for Marriott’s expansion strategy to new geographic regions in 2025 will be provided using the financial and market analysis.
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Revenue Trends
Over the past three years, Marriott International’s total revenue has grown strongly. In 2021, the company took in $13.86 billion in revenue, $20.77 billion in 2022 and $23.71 billion in 2023. There was a 71% increase from 2021 to 2023 which suggested overall recovery from the pandemic with continued growth in business. The increase in revenue suggests that Marriott has stood strong against global events that have taken a toll on the industry (Marriott International, 2024).
Taking a look at the trend, Marriott’s revenue nearly doubled between 2021 and 2023, and 2022 saw a big 50% jump over the prior year. That dramatic increase in revenue in 2021 is largely due to the recovery of the travel and tourism industry after the pandemic restrictions were lifted, with more people traveling for both business and leisure. Although its growth rate slipped in 2023, the company maintained its growth trajectory by growing around 14% in 2022. This continued growth shows Marriott’s wholesale effort to increase its operations, enhance service offerings and adjust to market needs (Marriott International, 2024).
Sources of Revenue
Marriott’s revenue streams include cost reimbursements, management fees, franchise fees, and incentive management fees. Gross fee revenues (base management fees, franchise fees and incentive fees) constituted a massive portion of the company’s overall revenues, and totalled $4.82 billion in 2023, compared to $4.07 billion in 2022 and $2.69 billion in 2021 (Marriott International, 2024).
· Management fees for base hotels steadily rose from $669 million in 2021 to $1.04 billion in 2022 and $1.24 billion in 2023, suggesting a robust handling of third-party hotels.
· Franchise fees, which comprises of a large portion of Marriott’s revenues increased from $1.79 billion in 2021 to $2.50 billion in 2022 and then to $2.83 billion in 2023. The growth in franchises under the Marriott umbrella shows the increasing number of franchise properties.
· Hotel performance has driven the most impressive growth in incentive management fees, which grew from $235 million in 2021 to $529 million in 2022 to a projected $755 million in 2023 (Marriott International, 2024).
Drivers of Revenue Growth or Decline
There were several reasons behind Marriott’s revenue growth. The first was a post pandemic recovery where there was a spike in travel demand domestically and internationally which drove room bookings and occupancy up. In 2022 and 2023, the reopening of borders and easing of travel restrictions globally, helped Marriott leverage huge pent-up demand for travel and improved demand (Walker, 2021). 
Further, Marriott’s brand loyalty programs, like Marriott Bonvoy, have been attractive to customers who come back. Growing membership base to the loyalty program brings in more revenue from franchise and incentive management fees (Chun et al., 2020).
Operating has become a bit harder with global inflation and rising interest rates, increasing costs. However, Marriott's status as a cost centre and its capacity to transmit price raises to customers have minimized some of this impact (Kolitz and Kolitz, 2023). In addition, regional conflicts and economic uncertainties in some markets have local implications, but Marriott mitigates risk through its global footprint to funnel growth in more stable markets.
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Market Share
Marriott International is one of the largest global hotel chains. By 2023, Marriott had a huge global share of the hotel industry market with more than 8,500 properties spread worldwide across 138 nations (Marriott International, 2024). In terms of room numbers, it is leading in the global hospitality market, beating contending players like Hilton and Hyatt.
Marriott has a strong market position, leading in terms of regional market share, having a huge market share in North America, more than its competitors, Hilton and Hyatt (Correia, 2022). Marriott has been expanding aggressively in Europe and the region of Asia-Pacific, and is concentrating on the high growth fields including China, India and Southeast Asia where the market share is gradually rising by the demand of business and leisure travel in these areas.
Customer Demographics
Marriott serves a wide range of customer, including business travellers, loyalty program members, and leisure tourists (Marriott International, 2024). Marriott’s presence globally makes it a popular choice for corporate bookings and events; business travellers are a key demographic. Its luxury and mid-scale brands are catering to the convenience, comfort and luxury services required by business travellers. 
Another significant portion of Marriott’s customers are the leisure tourists. High end leisure travellers seek out upscale experiences, which results in Marriott's extensive portfolio of luxury resorts and vacation properties under the St. Regis and The Luxury Collection brands. 
Brand Perception
Marriott has a good brand reputation in the hospitality industry due to its outstanding service quality, global presence and luxury option (Piramanayagam and Seal, 2022). Its brand portfolio consists of high-end names such as The Ritz Carlton, St Regis and JW Marriott, which has helped cement its position as one of the leaders in the luxury hotel space (Marriott International, 2024).
The loyalty program has aided in the build of brand loyalty as Marriott Bonvoy members are still very satisfied customers. However, Marriott enjoys good scores on its customer satisfaction, with frequent honouring of its customer service, amenities and the consistency of the experience through its brands. Further, Marriott’s emphasis on corporate social responsibility and sustainability has strengthened its brand image, attracting environmentally conscious travellers as well as investors (Marin-Pantelescu, 2021).
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Market Opportunities
Marriott International’s ability to grow is robust – both in established and growing markets which are based on shifting consumer preferences and trends that shape the hospitality industry globally.
Marriott has a chance in these established markets to capitalise on rising demand for luxury travel and sustainability initiatives. The luxury travel category came back strong with the post pandemic recovery fuel, with leisure travel making very positive regression, as stated by Yang et al., (2023). The Ritz-Carlton and St. Regis are Marriott’s luxury brands, which are well positioned to attract high net worth individuals looking for premium experiences (Correia, 2022). 
In emerging markets there is huge potential from the growing middle class and urbanization trends. Areas such as Asia Pacific and Africa represent a huge market which will continue to grow due to the availability of wealthier consumers who can travel (Glocker and Haxton, 2020). The existing foothold in China, India, and Southeast Asia offers a strong platform for Marriott to grow, however further expansion into underpenetrated regions such as Africa, Latin America can create new revenue sources. 
Another key trend is sustainably, with Marriott’s recent efforts to cut carbon emissions and waste in line with consumer requirements. Marriott can continue to invest in green initiatives including eco-friendly hotels, eco brands partnerships, and eco-tourism packages which can attract environmentally conscious travellers (Leray, 2023).
Barriers to Growth
Marriott has substantial growth opportunities, but there are significant barriers holding it back. Economic instability is one of the greatest issues faced by Marriott. Global economies, the growing rate of inflation and geopolitical tensions can impact a negative balancing act between business and leisure travel (Khalid et al., 2020). Marriott’s vast footprint in North America, where the market is more resilient, should cushion some of the impact, but swings in global demand can in turn impact revenue pools in random ways.
Marriott competes fiercely with established brands such as Accor, Hilton, and local chains in North America and Europe, where it may not be able to capture much of the market shares (Malmström, 2020). Furthermore, Marriott may be up against regulatory hurdles in emerging markets. For example, countries like China and India have very strict rules around foreign investment and operations, which can influence Marriott’s ability to expand.
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Marriott’s growth into emerging markets is not just viable but an essential element of the company’s long term growth strategy. There are numerous opportunities in Asia-Pacific, particularly in China, India and Southeast Asia, with the region having experienced high population growth and urbanization as well as an expanding middle class. Although Marriott's presence in China and India is already very well established, it can be scaled further particularly in tier two or tier three cities where demand for international hotel brands is booming.
Further, there is a good opportunity in Africa. Marriott could expand its footprint in countries such as Nigeria, and South Africa, which are experiencing rapid growth and are in the early stages of development for international hotel brands (Malmström, 2020). 
Marriott’s proven track record of managing global brands and strong infrastructure makes it scalable. With its well-established brand portfolio, loyalty programs and management experience, Marriott is ideally placed to ride the wave of emerging market demand (Walker, 2021). Therefore, 2025 could present an opportunity to expand into the emerging markets. 
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Marriott International should strategically base its future development in Asia Pacific where the region's mid-tier and luxury brands are key sectors for future development, in markets such as India, Vietnam and the Philippines as tourism and disposable income are on the rise. By taking this approach, Marriott will tap into a growing demographic of travellers in the middle class and affluent bracket who compose part of the fastest growing tourism region in the world and expand its market share.
There are substantial opportunities as the economies of Asia-Pacific continue to grow. Increasing domestic and international travel is expected to drive sustained tourism growth for India and other countries in the region over the coming decade. Research also suggests Asia Pacific travellers tend to prefer quality and brand reputation over price and location, and do well with mid-tier and luxury segments such as JW Marriott and Autograph Collection (Shen and Yahya, 2021). Further, Vietnam and the Philippines are running government backed tourism campaigns that could enhance Marriott’s market access efforts in the form of tourism friendly infrastructure and business incentives.
This expansion strategy is aligned with Marriott’s digital innovation and sustainability goals. The sustainable operational practices used by Marriott can be employed to attract the environmentally conscious traveller and direct their digital channels to create digital personalisation, which strengthens customer loyalty and further differentiates the brand. This targeted expansion will enhance Marriott's presence in emerging markets while staying true to the company's growth strategies and core values.
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Over the past three years, Marriott International has demonstrated strong financial performance, characterized by consistent revenue growth from fee-based services and technologies as well as revenue streams reimbursed for direct costs. Regardless of the challenges from the global events, Marriott’s diversified revenue source and strong brand equity has helped it maintain strong market positioning. The company owns a large market share in current markets and leads over key competitors in many areas.
However, economic instability, and intensely competitive landscape, especially in emerging markets restrain Marriott’s potential for growth. Marriott can leverage its brand strength, sustainability initiatives and digital innovations to capitalise on opportunities. In the long run, opportunities are expanding into Asia/Pacific and Africa, and could be capitalised with careful navigation of local regulations and local market conditions. These insights can provide Marriott’s management with the ability to strategically select market expansion and make investment in sustainable and digital initiatives.
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Figure: Balance Sheet
[image: ]
[image: ]
Figure: Balance Sheet for 2021
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MARRIOTT INTERNATIONAL, INC.
CCONSOLIDATED STATEMENTS OF INCOME
Fiscal Years 2023, 2022, and 2021
(in millions, except per share amounts)

203 2022 2021
REVENUES
Base management fees s 1238 § 104§ 669
Franchise fees 2831 2,505 1790
Incentive management fees 755 529 235
Gross fee revenues 1824 2078 2,694
Contract investment amortization (s8) ®9) as)
Nt fee revenues 4736 3989 2619
Owned, leased, and other revenue 1564 1367 79
Cost reimbursement revenue 15417 10442
5713 20773 13,857
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NET INCOME
EARNINGS PER SHARE
Earnings per share — basic s 1023 s 727 s 336
Earnings per share - diluted s 1018 § 724 s 334
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MARRIOTT INTERNATIONAL, INC.
(CONSOLIDATED BALANCE SHEETS
Fiscal Years-Ended 2023 and 2022
(in millions)
December 31, December 31,

2023 2022
ASSETS
Current assets
Cash and equivalents s 38§ 507
Accounts and notes receivable, net 272 257
Prepaid expenses and other 261 235
3311 3313
Property and equipment, net 1581 1585
Intangible assets
Brands 5907 5812
Contract acquisition costs and other 3283 2935
Goodwill 8886 8872
18,076 17.619
Equity method investments 308 335
Notes receivable, net 138 152
Deferred tax assets. 673 240
Operating lease assets 929 987
‘Other noncurrent assets 658 584
S ose1a s 24815
LIABILITIES AND STOCKHOLDERS' (DEFICIT) EQUITY.
Current liabilities
Current portion of long-term debt s 55 s 634
Accounts payable 738 746
Acerued payroll and benefits 139 1299
Liabiliy for guest loyalty program 3328 3314

‘Accrued expenses and other 1753 1.296
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Long-term debt 11,320 9380

Liabiliy for guest loyalty program 3678 3280
Deferred tax liablities 209 313
Deferred revenue 1018 1059
Operating lease liabilities 887 1034
Other noncurrent liabilties 1482 1842
Stockholders’ (deficit) equity
Class A Common Stock s 5
Additional paid-in-capital 6051 5965
Retained earnings 14,838 12,342
Treasury stock, at cost (20929 7015
Accumulated other comprehensive loss (©7) @29
(©82) 568
S 25674 524815
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MARRIOTT INTERNATIONAL, INC.
'CONSOLIDATED BALANCE SHEETS

Fiscal Years-Ended 2021 and 2020
(8 in millions)
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Long-term debt
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