
 

Marriott International Announces Global Growth Plan Through 2009; Expects to add Over 30 
Percent More Hotel Rooms Outside North America

- Marriott plans to add 85,000 to 100,000 hotel rooms worldwide between 2007 and 2009, representing 5 to 
6 percent net annual compound growth. The company expects its worldwide system to encompass 
nearly 600,000 rooms by year-end 2009.  

WASHINGTON, Oct 19, 2006 /PRNewswire-FirstCall via COMTEX News Network/ -- Marriott International, Inc. (NYSE: MAR), in 
its first such meeting outside the United States, will tell institutional investors and security analysts in Paris today that it expects 
to increase the number of its hotel rooms outside of North America by more than 30 percent by the end of 2009. The company 
also said it anticipates diluted earnings per share (EPS) to approximate $2.45 to $3.20 by the end of 2009, excluding earnings 
from synthetic fuel, assuming REVPAR increases of 9 to 10 percent in 2006 and compounded average annual growth rates of 
4 to 8 percent from 2007 through 2009. 

In a meeting focused on hotel development opportunities around the world, the company discussed unit growth expectations. In 
North America, Marriott plans to add 58,000 to 69,000 rooms through 2009, driven by conversions and ground-up select 
service hotel construction. In Marriott's Europe, Middle East and Africa region, the company intends to expand total hotel rooms 
by 12,000 to 14,000 rooms, ranging between 60,000 to 62,000 by the end of 2009. Marriott's hotel room growth in Asia is 
forecast to range between 11,000 and 12,000 rooms, with Ritz-Carlton accounting for almost a quarter of that increase. In the 
Caribbean and Latin America, Marriott plans to add 4,000 to 5,000 rooms by year-end 2009.  

The company cited international expansion as one of the linchpins of its strategy. With a less than one percent market share 
outside the United States, Marriott's experienced global development engine, its proven business model of managing and 
franchising, and its preferred brands should drive powerful growth. Up to 60 percent of additions to the company's full-service 
brands are expected to come from openings outside the U.S. and Canada. 

A targeted effort to optimize Marriott's capital structure, together with strong cash flow from operations and capital recycling, 
should fuel the company's significant growth as well as aggressive stock repurchases. Year-to-date through October 16, 2006, 
the company has repurchased 31.8 million shares of its common stock at a cost of $1.1 billion. Its plan assumes share 
repurchases of between $1.25 and $1.5 billion per year between 2007 through 2009. Return on invested capital is anticipated 
to exceed 20 percent in 2006, ahead of earlier expectations, growing to the mid- to high-20s by the end of 2009.  

J.W. Marriott, Jr., chairman and chief executive officer of Marriott International, said the increasing momentum of global 
economic expansion would combine with the company's preeminent service culture and growing hotel room distribution to 
create tremendous new opportunities. 

"The lodging industry is a global business. And three factors dominate it: global wealth, demographics and trade," said Mr. 
Marriott. He noted that 3 billion people -- half the world's population -- entered the global economy in the past 15 years, with 
the fall of the Berlin Wall and more economic growth across Asia and the Middle East, and that approximately a quarter of them 
were beginning to travel. He said the company is poised to capitalize on huge demographic changes, such as India's 
burgeoning middle class -- the size of the U.S. population -- and millions of Chinese now traveling, even as Marriott continues 
its rapid expansion in China. 

Mr. Marriott noted that the company's world class corporate culture was not easily replicable, and would continue to pace it 
ahead of competitors. "Customer loyalty is driven by a strong corporate culture. Service is who we are and what we're about, 
and being tops in service in a growing, global service economy is an exciting place to be," he said. 

Mr. Marriott also pointed to the 78 million baby boomers in the U.S. with $9 trillion in accumulated personal wealth to spend, 
and who are attracted to a similar mix of technology, style and experiences as Generation X. He noted the appeal across age 
groups of Marriott International's initiative throughout its hotel system to create a home-like feel in guest rooms, as well as 
revolutionary new spaces in select full-service hotels using innovative technology and creative architecture and design to 
enable guests to work, play or relax. "There's not a big generation gap anymore, just one big travel generation," he said.  

The company noted its plans to open 50 Courtyards in Europe. In fact, Marriott International just opened its European 
prototype for the Courtyard brand in Colombes, France, outside Paris. 

William J. Shaw, Marriott International's president and chief operating officer, said, "Courtyard is the company's fastest-growing 
brand, and its second most profitable lodging brand after Marriott Hotels & Resorts. Courtyard is a brand with great global 



promise -- in North America, Europe, Asia and Latin America.  

"We have 67 Courtyards already open outside North America, and between now and the end of 2009, Courtyard's expansion 
should nearly double the number of units in those markets." He also said the company expected to add over 130 Courtyards in 
North America over the same period. 

The company is providing 2009 EPS guidance under three compound average annual REVPAR growth assumptions, as 
follows: 

    REVPAR 2007-2009       TOTAL FORECASTED FEES*    FORECASTED EARNINGS PER 
                                  2009                     SHARE 2009
    4 PERCENT                 $1.640 billion                 $2.45
    6 PERCENT                 $1.775 billion                 $2.82
    8 PERCENT                 $1.910 billion                 $3.20

    * Base management, franchise and incentive management fees

Marriott's security analyst conference is today, October 19, 2006. A webcast is available from 12:30 p.m. to 1:00 p.m., Central 
European Time (6:30 a.m.-7:00 a.m., Eastern Time), and from 2:30 p.m. to 6:00 p.m., Central European Time (8:30 a.m. to 
Noon, Eastern Time). Those wishing to access the webcast should log on to http://www.marriott.com/investor, click the "Recent 
Investor News" tab and click on the Analyst Meeting link. Presentation materials from the conference and an audio replay will be 
available on that same site indefinitely. 

Note: This press release contains "forward-looking statements" within the meaning of U.S. federal securities laws, including 
REVPAR, profit margin and earning trends; statements concerning the number of lodging properties we expect to add in future 
years; our expected investment spending; and similar statements concerning anticipated future events and expectations that 
are not historical facts. We caution you that these statements are not guarantees of future performance and are subject to 
numerous risks and uncertainties, including the pace and extent of activity in both the economy and the lodging industry; 
supply and demand changes for hotel rooms, vacation ownership intervals, and corporate housing; competitive conditions in 
the lodging industry; relationships with clients and property owners; and the availability of capital to finance hotel growth and 
refurbishment; any of which could cause actual results to differ materially from those expressed in or implied by the statements 
herein. These statements are made as of the date of this press release, and we undertake no obligation to publicly update or 
revise any forward-looking statement, whether as a result of new information, future events or otherwise.  

MARRIOTT INTERNATIONAL, INC. (NYSE: MAR) is a leading lodging company with more than 2,800 lodging properties in the 
United States and 67 other countries and territories. Marriott International operates and franchises hotels under the Marriott, 
JW Marriott, The Ritz-Carlton, Renaissance, Residence Inn, Courtyard, TownePlace Suites, Fairfield Inn, SpringHill Suites and 
Bulgari brand names; develops and operates vacation ownership resorts under the Marriott Vacation Club International, 
Horizons, The Ritz-Carlton Club and Grand Residences by Marriott brands; operates Marriott Executive Apartments; provides 
furnished corporate housing through its Marriott ExecuStay division; and operates conference centers. Marriott is also in the 
synthetic fuel business. The company is headquartered in Washington, D.C., and had approximately 143,000 employees at 
2005 year-end. In fiscal year 2005, Marriott International reported sales from continuing operations of $11.6 billion. For more 
information or reservations, please visit our web site at http://www.marriott.com.  
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