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[bookmark: _Toc58122528]	Executive Summary

[bookmark: _Hlk55087903]	In the final days of December 2019, news from the World Health Organization officially acknowledged the emergence of a new virus with the capability of rapidly infecting humans, in the Wuhan Province, China. Similar in structure with the Middle Eastern respiratory syndrome virus, which was contained to the region, the world was taken by surprise by an entire year of rapid changes. 
With this analysis our objective is to determine what makes up the workplace within Marriott Hotels International and how that workplace will withstand in the current socio-economic tableau, drastically influenced by the background of the SARS-COV-2, known also as Covid, Covid19 or the Corona virus. To achieve this purpose, we look at management theories and what type of job setting they each provide, what style the hotel group adopts and what type of employees it attracts. Furthermore, we will examine an employee’s mindset in depth, looking at beliefs, attitudes and value systems and see how each of these elements fit in with Marriott and how will they align in the future (Zhao et al, 2020). 
	The final part will contain a series of recommendations, from updating standard operating procedures to a shift in organizational management, which will help pave the way to a resilient business model.
[image: ]  
	Figure 1 showing case numbers across the world in October 2020, source WHO (“https://www.who.int/”)
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[bookmark: _Toc58122530]Marriott International Hotel Group

From the early days of the Hot Shoppe to the current conglomerate, Marriott has continued to expand and extend its business potential. So much so that in the span of 5 years the figure describing total assets the company holds increased by 2 billion dollars per year. The exception being the contrast between 2015 and 2016, where the assets increased 4 folds, from 6 billion total to 24 (Wall Street Journal, 2020).
Such a growth was possible due to multiple management strategies the company employs at different levels. Most predominantly, Marriott is highly able at differentiating its products and appealing to customers from different backgrounds. Their fluidity in adapting to the ever-changing customer demands has proven efficient and allowed Marriott to remain competitive at all levels, be that when it comes to budget hotels, as well as luxury brands. Cost reduction, uniqueness of experience, customer data management and profile creation, alongside global presence, makes Marriott a shareholders’ preferred growth stock.
In implementing the market differentiation strategy, the decision-makers were quick to understand that they needed to apply it on all operational levels. This is reflected from the diversity of brands offered, one of the most recent ones being Edition, a cooperation between Marriott and Ian Schrager. The partnership between them giving birth to an iconic experience based on ground-breaking concepts and adding an upper layer to the word “luxurious” (Hui et al, 2013).
[image: ]
Figure 2 Marriott Brands, taken from Marriot.com
[bookmark: _Toc58122531]Key Management Theories
	
From the earliest moments of human civilization, the need for organisation manifested itself, without it, humans being exposed to a wide array of threats. Moving from Ancient Greece or Sun Tzu’s China, we come to more current times, where these theories have been refined and diversified. To better dissect a company the size of Marriott, we need to firstly look at the tools at our disposal.
	In the book written in 1960 by Douglas McGregor – “The Human Side of Enterprise”, the author, an American social psychologist, proposes the X-Y theory. The basis of which stands on two types of managers, X – the authoritarian and Y – the participant. The literary work’s main idea is that under an authoritarian style of management the results are scarce, whereas in a participative and idea-sharing-oriented culture, they are bountiful. By an X style manager, we refer to someone who is results-driven at the expense of people’s morale, a person that directs from a far, issuing an order and expecting it to be executed as per his or her instructions. On the other side of the spectrum, we have the Y camp which encourages input from employees and where the tasks are not seen as being burdens. While the former is suitable for a military operation and perhaps in a situation where the manager cannot fully rely on the intellect of the individual, the latter is appropriate for the business environment and promotes a problem-solving environment. In 1981, William Ouchi wrote “Theory Z: How American business can Meet the Japanese Challenge” in which he suggests that the best approach would be the combination of both, alongside a few elements of Japanese work mentality: loyalty, discipline, dedication to the greater good (Render, 2006).
	Going beyond the normal operating routine of a business, and strongly based on Taylor’s scientific management theory and Weber’s bureaucracy model, we have the contingency theory. This method expands from leadership models and aims at ensuring that organizations are adaptable and resilient in the face of unforeseen events. The most encountered applications for this theory are when a company must adapt to changes in technology, external pressure from groups, new legislation, employee demands, customer management and more importantly in dealing with supply and demand imbalance. There are here two schools of thought, one belonging to Fred Fiedler and the other to Gareth Morgan. Both of them are proponents of the idea that organizations are evolving entities and thus there is no single leadership style that suits them, but a various number, hence success is guaranteed by the ability to critically assess a situation and apply the most adequate method to it. Where Morgan was focused on organizational structure, Fiedler outlines the main characteristics of a great leader and focuses on change there. He asks himself what the level is of the influence the leader has within the organization, what type of interactions exist within the group, and what is the design of the ongoing assignment (Clegg and Bailey, 2008). 
	Another concept in management is the human relations theory. Born as a counter to Taylor’s view of an organization who advocates that human feelings and well-being are of little to no importance to the business success, the human relations theory focuses on three key aspects. At its core is the value of the individual, taking the stance that an employee is more than another part in the machine, suggesting that in order to maximise production, a manager must ensure that individual characteristics of the employee are respected. The other layer of this theory looks at the informal groupings in the work environment: what matters to an employee is not necessarily the company’s structure, but his interactions with his fellows. Thirdly, the human relations theory encourages input from the co-workers, claiming that the path to employee happiness is their participation in decision-making. 
	On the opposing spectrum of management theories, we have the bureaucratic method. From early proponents such as Max Weber to the American president Woodrow Wilson, this theory lives on in our day to day lives. It revolves around a strict and clear repartition of tasks within an organization, a well-defined management structure and specific rules of conduct. It is one of the theories that suggests uniforms – a task-oriented attire – and an environment that limits fraternization, all the while, ensuring any promotions are granted based on individual achievements (Weber, 1957).
	Henri Fayol was the creator of one of the most encompassing theories of management, as well as the human relations theory, his administrative management one exists in contrast to Taylor’s scientific approach. Starting off as an engineer in a mining company and then working his way up to the position of managing director, Fayol outlines his theory in 14 principles: division of labour, authority with responsibility, discipline, reduction of conflicting instructions by appointing a single direct supervisor for a team, unity within a project (when two or more teams work on the same task they should be led by a single manager), coming together for the greater good, fair pay, clear vision for the employee on where they stand when it comes to decision making, the importance of transparency within the hierarchy, cleanliness and health and safety at work, managers must conduct themselves in a fair manner, allow initiative on employee’s side, and lastly “Esprit de Corps”, a focus on team spirit.
	The final tool in our arsenal needed to dissect Marriott International is Frederick Taylor’s scientific management theory. With a background in engineering, Taylor focused on optimizing production and efficiency within the workplace, with the ultimate goal of pushing an organization to its maximum potential.
Embracing the motto “a fair day’s pay for a fair day’s work”, this theory can be summed up in four principles. First, study the task at hand and define the optimal means of completing it, thus allowing no space for improvisation. Secondly, find the right person for the job and ensure that the employee’s abilities are enhanced by training. Thirdly, constant supervision and performance checks to enforce adherence to the methods prescribed. And lastly, a division of roles between manager and worker to ensure the former is focused on constant improvement (Wren and Bedeian, 2009). 
	After presenting the methods of analysis above in depth, a few things come to the foreground when it comes to Marriott. Due to the necessity of the business to be present worldwide and having to provide the same level of customer experience and employee training on a global scale, the widely embraced theory of management is the scientific method. The business constantly develops new procedures and training regimens for its employees, with the aim of becoming more cost-effective and ensure all processes are streamlined. To give a specific example, - after studying the training manuals the company provides a new employee - it emerges that there is only one method for handing a key to a guest. But if on a global scale the method applied is scientific, when it comes to division between its brands, Marriott acts on the contingency spectrum, more precisely on a Morganian view, where specific means of operating and interacting between business and customer are refined to best suit their designated environment. Furthermore, at an individual operating entity level, we discover that Marriott functions a lot on the X-Y spectrum, where in some hotels the focus may fall entirely on the rigid authoritarian approach, whilst in others, allowing for a strong bond between upper management and low-level employee (Dul and Ceylan. 2014). 
[image: ]
Figure 3 Showing the evolution of management through time, credit to “vskills.in”
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	The totality of actions, interactions, attitudes, beliefs and culture within an organization, which may impact on its level of performance, constitutes workplace behaviour. In the following lines we will look at these in depth and attempt to create an image of what that entails for Marriott and its associates and how COVID-19 impacted it.
[bookmark: _Toc58122533]Beliefs

	When we talk about beliefs, we refer to a conclusion about the way things function in the world. It may or may not be accurate as it does not require evidence, other than our own previous experience. A manager might be of the belief that training his/her employees will yield better results, despite the fact that the monthly employee reports from the HR department suggested that everyone knows what they’re doing, however the company’s remuneration is not in line with what the employee expects. In our scenario, the manager will not get the results they want, however the concept exists outside the working environment, where one might avoid walking under a ladder because it brings bad luck. Another aspect that emerges is that they’re hard to challenge even in the face of uncompromising truth: the person in our second example wins the lottery the day they walked under a ladder but may think that they would have won more had they not chosen the wrong path (Behrendt, 2012). 
                                [image: ]
Figure 4 origin of beliefs from Tony Robbins (“tonyrobbins.com”) 
[bookmark: _Toc58122534]Attitudes

	Where beliefs are formed internally and generally exist within one person’s mind, an attitude is how we respond to things in our environment. In the job setting, an example would be a change of procedure without due consultation with the employees involved. They in turn will believe the change was incorrect and have a negative attitude towards it. From here stems the idea that in the workplace there are mainly two significant aspects to consider when it comes to attitude: job satisfaction and organizational commitment. The level of importance an organization attributes to these two factors is visible through the numerous surveys they conduct, to quote findings from Gallup, 90% of people interviewed were happy with their current job, whilst the Society for Human Resource Management noted that 40% were extremely happy with their current standing. As for the second attitude, organizational commitment, we look at the level of emotional attachment an employee has for his/her current company. 
[bookmark: _Toc58122535]Values 

	A company’s values are determined by what it stands for, its ultimate goal and final destination. It can be cynically seen as the point where a company decides to take a hit in the profit margin with the scope or preserving its integrity. In most cases these are included in a mission statement and are most often than not written down. As a difference from the concepts highlighted above, values are always instilled top-down, being the responsibility of higher management. 
[bookmark: _Toc58122536]Analysis

	For clarity we will look at Marriott’s core values and how COVID-19 strengthened or weakened them. “We Put People First” is what the company promotes, and throughout the years they stayed true to it. It is perceived as one of the best employers when it comes to career progression, within each hotel there are various groups aimed at the well-being of an associate. It is one of Marriott’s top executives that coined the saying “look after your people and the people will look after your revenue”, however the global lockdown forced the company to let go of 30-40% employees and 15-20% of the corporate positions were made redundant, an approach that shows more concern for profit rather than people. More so, it highlights that by “people” in the aforementioned phrase refers to “our people” rather than the average employee. Marriott also advocates the pursuit of excellence, and this was clearly reflected in the trainings provided to staff, most people using the company as a steppingstone to a higher place, as seen by the high employee turnover that onto bigger projects. During COVID-19 however all but essential training has stopped – of course, alongside new hires – and standards have significantly dropped, as reported by people who used the facilities when regulations began to relax. Furthermore, Marriott claims it “embraces change”, a feature most visible when we look at the company’s history: from beverages to meals and finally to hotels and resorts. In contrast to that we see several times in the recent history of the company where it failed to do its due diligence and protect customer data by upgrading its systems. Expanding from this, the next core value the company is known for is “we act with integrity”, but according to a recent article in The Washington Post, they were deceiving customers about room prices and services offered. “We serve our world” is the last pillar of the Marriott philosophy, and as all large conglomerates, their CSR team is doing an amazing job at creating awareness about sensitive topics, supporting endangered species and getting involved in the community. On the negative side is the failed attempt of opening a hotel in Kabul and the company’s reputation of staining a green paradise with a grey block of cement. Putting it all together it becomes clear that by “we” in their mantra the company is referring to a handful of shareholders, completely disconnected from the original vision the founder had. 
[image: ]
Figure 5 Marriott core value statement from the company’s website (“Marriott.com”)
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[bookmark: _Toc58122538]Marriott Workplace – The Family

	As Marriott was opening its 4154th hotel in the Caribbean, in 2015, the Fortune magazine decided it is a noteworthy accomplishment and went to investigate the reasons why so many people want to work for this company. Before we report on their findings let us note that by workplace, we understand the location where the main activity of an employee takes place. It may vary in base of the type of activity one takes part in, but when it comes to hospitality, it is almost always the hotel. The company decided to establish a foothold in Haiti after the country had been devastated by the 2010 earthquake, taking this opportunity to give a glimmer of hope for many people that had lost everything during the natural disaster. By taking advantage of cheap land and labour, combined with unparalleled natural sights, Marriott, alongside Digicel and the Clinton Foundation, established a unique 175 room property, that from the outside looked as any regular hotel, but inside borrowed a lot from the local culture. By blending CSR policy into its business initiatives, the company creates a workplace that gives the employee a “home” feeling, hence the word “family” is a common occurrence when describing the job setting. As per J.W. Marriott:” Take care of the associates, the associates will take care of the guests, and the guests will come back again and again.” 
	A hotel business is based entirely on the ability to serve customers and meet their every need, but also on the ability to create a connection to ensure repeat business. It is for this very reason that an employee develops the same behaviour in interacting with his or her peers, and why management understands that meeting an associate’s demands is equivalent to more happy customers. Some of the benefits a Marriott employee has are food on shift, dry cleaning service for their uniform which is provided by the company, seminars, webinars, and online training free of charge, health care, gym, and up to 70-80% discount on other Marriott hotels (this includes relatives). Alongside all the above, the company has a reputation of promoting from within, and it is no surprise to find out that a GM started off a few years back as a bell boy (Mohammed et al, 2015). 
[image: ]
Figure 6 Marriott employees by Mark Peterson – Redux for Fortune (“https://fortune.com/2015/03/05/employees-loyalty-marriott/”) 
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	Unfortunately, at around 95%, hospitality cannot function based on “work from home” premise so the future means adapting to a “new normal” and adopting some measures that will prevent a disease to spread. There were no people spared from the negative effects this pandemic has had, and as people begin travelling again, 79% of them have become more cautious, with 59% deciding to avoid certain hot spots altogether. This effect is greatly felt in countries that were hard hit by the virus, such as India (71%), China (67%), and South Korea (65%), whereas some European countries experience smaller numbers of cautious adventurers, with the Netherlands at 32%, Sweden at 47% and Germany at 49%. The people still willing to explore have new standards when it comes to cleaning and they want to be reassured that cleanliness and hygiene, sanitisation and social distancing measures are in place (Bennet, 2020). 
	From a Marriott associate perspective, this has had a tremendous impact on the psychological level, where the attempt to curb the virus spreading meant people cannot go on break at the same time, cannot interact with each other, they must perform their duties with a lot more care and impeded by a mask, to the point where Marriott has partnered with an external company to offer free wellbeing courses for its employees. Another detrimental factor is that in the initial phase of the lockdown, all new employees going through the onboarding process have been let go, creating a cognitive dissonance between the company’s mantra of “we look after people” and its cost-saving behaviour. Those that continued working, had to pick up the tasks and position that had remained unmanned, and, as per visitor’s reviews, it is not uncommon to find a security officer serving food in the restaurant or a receptionist mopping the floors. In parallel to these measures, the wage has stayed the same and the company’s slogan is “we all must do a little bit more and help each other to get through this situation”, which is English for “be happy you have a job because there are none out there”. 
[image: ]
Figure 7 Marriott Kabul taken from “npr.org” (“https://www.npr.org/sections/thetwo-way/2016/11/17/502428985/how-85-million-failed-to-build-a-swanky-hotel-in-kabul”)
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	There are two ways of creating a business that can weather a storm such as Covid19, one is to learn and adapt on the spot, using the knowledge you have available and changing from quarterly measurements to daily and weekly, and two learn from those that underwent this situation before you and survived – China. 
	For the first approach, a business might opt to follow the five steps model proposed by Daniel Sun, an analyst at Gartner, a company with a revenue of 4.2 billion dollars and a physical presence in 100 countries. The first stage is identification: know who the customers are, what you can offer them, who can help you achieve it and what is the profitability of your actions. After identifying what your company is, you need to get acquainted with the obstacles you may face and have a designated team that constantly assesses the situation. In the third phase, a resilient company unpacks the uncertainties discovered in phase two and works to address them. Stage four of building resiliency is dedicated to changing the physical aspect of the work environment, and leniency when it comes to feasibility: a company must understand that their profit margin will become very thin, but the goal here is to survive. The last stage of the process is implementation and a feedback loop: put the changes into practice, communicate efficiently and reassess the process, try and discover new threats and potential revenue streams that have been left untapped. 
	The second approach, or the Chinese model, is one of adaptation. The Chinese companies acted swiftly in reshaping their business to survive, by redesigning their work environment, streamlining their operations, partnering with other companies that were less affected by the pandemic, using technology to their advantage. From a department store that when faced with not being able to open its doors to the public partnered with an outside organization to conduct a livestream event to banks that streamlined their loan application process to become more appealing to the public, a country that was first hit with an unfavourable situation can teach tremendous lessons in resiliency. The spirit that emerges from these stories is embracing the unknown with a flexible mindset and desire to persevere in the face of adversity (Atalan, 2020). 
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[bookmark: _Toc58122542]Long-term side-effects 

	Marriott is a behemoth in the hotel world and as such it has a global presence, therefore when the crisis that the company was hit with struck, it had exponentially larger detrimental effects. There is little to implement to prevent a massive shrinking of the revenue, and it will take time to rebuild an empire built over decades. At the start of the crisis, the company’s shares were trading around the 150-170 dollars mark, by contrast, at the time of writing this research, the price is struggling to maintain at 95, after a mild recovery that saw the lowest point at 68 dollars per share (from Yahoo Finance, data updated daily). Coupled with missing its targets for the first three quarters of the year – quite probable the fourth will be the same, unless a miracle happens – and the occupancy averaging 5%, in contrast to 98% last year, the Covid19 situation will have long-term implications. So far, the governments around the world provided relief packages for companies, however this will soon come to an end, and Marriott seriously lacks vision when it comes to the future. Their response was slow, and the measures implemented were based on the idea that in a short while things will go back to how they previously were (McKee and Stuckler,2020). 
[bookmark: _Toc58122543]Increased Competition

	An observation for Marriott is that, unlike SMEs who are struggling to survive due to lack of cashflow caused by a reduction in profitability, the brand conglomerate can afford to take a hit by undergoing a massive restructuration. The company that will emerge once the dust has settled and the storm has passed, will have to compete with new players, smaller hotel chains, who might have weathered the pandemic better. It will be a new environment for Marriott and one that raises a few challenges, from new approach to training, a better quality of customer relations management and stronger online presence. 
	After taking over Starwood in 2016, Marriott created the urgency for the European hoteliers to provide a response, another big firm that would exist in juxtaposition and drive competition. Since COVID-19 this idea starts to gain momentum in the shape of the merger between the British group IHG and the French from Accor. When the merger is finally complete, projected early 2021, Marriott will have to face a serious strong competitor, one that would be able to survive the pandemic with less financial stress thanks to a business model based on a light asset approach. It is known that Accor prefers to franchise or lease its properties rather than owning a physical location. 
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	As we are dealing with a virus the most important aspect to consider – in respect of continuing operations – would be sanitation procedures. A hotel represents a high-volume movement of people, coupled with numerous shared contact surfaces, therefore cleanliness should be on every employee’s priority list. Not only the housekeeping department, but every individual has a responsibility towards their work area. From looking at Marriott’s procedures, we see that the measures imposed by the authorities have been implemented to a great extent, however, if a business is to survive and thrive, it needs to take things one step further. What is happening now will become a commonplace occurrence in the future as the world grows even more interconnected. This study recommends the creation of a dedicated department for the purpose of tackling issues such as COVID-19. Their main task would be of oversight and support, and the team members would have a higher degree of knowledge when it comes to cleanliness and diseases. It is of utmost importance that these employees have no other simultaneous duty in the hotel, as it minimises their effectiveness. It will surely be a costly measure; however, the rewards are boundless long-term. Continuing on the topic of health and safety, a hotel must take in account the materials it uses in decorations, fittings, and furniture, and strive to answer affirmatively to questions such as: is this hygienic, is it easy to sanitize, does it promote or prevent spread? Moreover, despite the virus not being airborne, it is known that it survives in water molecules in the air, so a rethink and assessment of the air conditioning system should take place. This matter is of greater importance in countries where humidity is high, and doors are kept open. A small step here would be the mandatory installation of air curtains above doors that are in constant, thus creating an invisible barrier between the external environment and hotel lobby. On the topic of improving the business whilst reducing costs, Marriott should investigate digitizing its processes, therefore reducing the volume of contact surfaces and guest-associate interactions. This is done by a strong emphasis on mobile keys and check-in, combined with the removal of TV remotes and providing an app for controlling the channels (Zhao et al, 2020). 
	A strong selling point for hotels is the idea that as a customer your every need is taken care of, thus suggestions regarding laundry, linen and turn down service drastically affect the business. For this reason, personal protective equipment should be enforced across the board in the housekeeping department, but taking it a step further, and opting for a full body disposable kit. In this area, innovation and research is required to ensure the most cost-effective measure it is implemented, and the environmental protection goals are met. 
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1. Marriott International Report available at https://marriott.gcs-web.com/news-releases/news-release-details/marriott-international-reports-second-quarter-2020-results
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2. Marriott International Annual Report 2019 available at https://marriott.gcs-web.com/static-files/178683c9-c9d9-47b0-b115-726588f43130
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3. Job satisfaction report from the Society for Human Resource Management available at https://www.shrm.org/hr-today/trends-and-forecasting/research-and-surveys/Documents/2016-Employee-Job-Satisfaction-and-Engagement-Report.pdf
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, , MARRIOTT INTERNATIONAL CORE VALUE STATEMENT:

Our core values make us who we are. As we change and grow,
the beliefs that are most important to us stay the same—
putting people first, pursuing excellence, embracing change,
acting with integrity and serving our world. Being part of
Marriott International means being part of a proud history
and a thriving culture.
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Second quarter 2020 comparable systemwide constant dollar RevPAR declined 84.4 percent worldwide, 83.6 percent in North America and 86.7 percent outside
North America;

Second quarter reported diluted loss per share totaled $0.72, compared to reported diluted EPS of $0.69 in the year-ago quarter. Second quarter adjusted diluted
loss per share totaled $0.64, compared to second quarter 2019 adjusted diluted EPS of $1.56. Second quarter 2020 impairment charges and bad debt expense related
to COVID-19 impacted reported and adjusted diluted loss per share by $0.19 and $0.17, respectively;

Second quarter reported net loss totaled $234 million, compared to reported net income of $232 million in the year-ago quarter. Second quarter adjusted net loss
totaled $210 million, compared to second quarter 2019 adjusted net income of §525 million. Second quarter 2020 impairment charges and bad debt expense related
to COVID-19 impacted reported and adjusted net loss by $61 million after-tax and $54 million after-tax, respectively;

Adjusted EBITDA totaled $61 million in the 2020 second quarter, compared to second quarter 2019 adjusted EBITDA of $952 million. Second quarter 2020 adjusted
EBITDA included $36 million of bad debt expense related to COVID-19;

‘The company added more than 11,400 rooms globally during the second quarter, including roughly 2,000 rooms converted from competitor brands and
approximately 4,700 rooms in international markets, Net rooms grew 4.1 percent from a year ago;

Atquarter-end, Marriott's worldwide development pipeline totaled nearly 3,000 hotels and approximately 510,000 rooms, including roughly 28,000 rooms
approved, but not yet subject to signed contracts. Over 230,000 rooms in the pipeline were under construction as of the end of the second quarter;

As of the end of the second quarter, the company's net liquidity totaled approximately $4. billion, representing roughly $2.3 billion in cash and cash equivalents,
and $2.9 billion of unused borrowing capacity under its revolving credit facility, less $0.8 billion of commercial paper outstanding.

Marriott International, Inc. (NASDAQ: MAR) today reported second quarter 2020 results, which were dramatically impacted by the COVID-19 global pandemic and efforts to

contain it (COVID-19).
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Selected Performance Information

The company added 75 new properties (11,407 rooms) to its worldwide lodging portfolio during the 2020 second quarter, including roughly 2,000 rooms converted from
competitor brands and approximately 4,700 rooms in international markets. Eleven properties (2,669 rooms) exited the system during the quarter. At quarter-end, Marriott's
global lodging system totaled roughly 7,500 properties and timeshare resorts, with nearly 1,401,000 rooms.

At quarter-end, the company's worldwide development pipeline totaled 2,997 properties with approximately 510,000 rooms, including 1,240 properties with over 230,000
rooms under construction and 164 properties with roughly 26,000 rooms approved for development, but not yet subject to signed contracts.

In the 2020 second quarter, worldwide RevPAR declined 84.4 percent (an 84.6 percent decline using actual dollars). North American RevPAR declined 83.6 percent (an 83.6
percent decline using actual dollars), and international RePAR declined 86.7 percent (an 87.1 percent decline using actual dollars).

Balance Sheet and

ity
Atquarter-end, Marriott's total debt was $11.8 billion and cash balances totaled $2.3 billion, compared to $10.9 billion in debt and $225 million of cash at year-end 2019.
In the second quarter, the company issued $1.6 billion of Series E€ Senior Notes due in 2025 with 2 5.75 percent interest rate coupon and $1.0 billion of Series FF Senior Notes.

due in 2030 with a 4.625 percent interest rate coupon. In early May, Marriott raised $320 million in additional liquidity through amendments to its co-brand credit card
agreements with JPMorgan Chase & Co. and American Express.

In June 2020, Marriott completed a cash tender offer and retired $853 million aggregate principal amount of Senior Notes maturing in 2022. The company used proceeds
from the Series FF Senior Notes offering to complete the repurchase of such notes, including the payment of accrued interest and other costs incurred.

The company's net liquidity was approximately $4.4 billion a5 of the end of the second quarter, representing roughly $2.3 billion i cash and cash equivalents, and $2.9 billion
of unused borrowing capacity under its revolving credit facility, less 50.8 billion of commercial paper outstanding.

The company halted share repurchases in February of this year and suspended its quarterly dividend beginningin the second quarter.

covip-19
Due to the numerous uncertainties associated with COVID-19, Marriott cannot presently estimate the financial impact of this unprecedented situation, which is highly

dependent on the severity and duration of the pandemic and its impacts, but expects that COVID-19 will continue to be material to the company's results.
The company expectsto provide additional information about the current impact of COVID-18 on its business on its calllater this morning.

Marriott International, Inc. (NASDAQ: MAR) will conduct its quarterly eamings review for the investment community and news media on Monday, August 10, 2020 at 8:30 a.m.
Eastern Time (ET). The conference call will be webcast simultaneously via Marriott's investor relations website at http://www.marriott.com/investor, click on "Events &
Presentations” and click on the quarterly conference call link. 4 replay will be available at that same website until August 10, 2021.

The telephone dial-in number for the conference call is 706-679-3455 and the conference ID is 5581216, A telephone replay of the conference call will be available from 11:00
2.m. ET, Monday, August 10, 2020 until 8:00 p.m. ET, Monday, August 17, 2020. To access the replay, call 404-537-3406. The conference ID for the recording s 5581216,
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Top Five Contributors to Employee Job Satisfaction

Respectful treatment of all employees at all levels was rated as very important by 67% of employees in 2015, making it the top
contributor to overall employee job satisfaction for the second year in a row (ee Figure 4 see trend data for importance of job.
satisfaction contributors in Table 4 of the Appendix). The second consecutive appearance of this aspect at the top of the ist of job

satisfaction contributors supports the theary that although employees do place importance on financial features of a job such s pay

and benefits, they consider culture and connection to be of utmost importance. Feeling appreciated for their time and efforts creates

bond between employees, management and their organization.

JOB SATISFACTION ASPECTS RATED AS VERY IMPORTANT AND VERY SATISFIED BY EMPLOYEES
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