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[bookmark: _fgk1f31a56ms]Executive Summary 
The report explores various aspects of Marriott International, which include their organizational structure, organizational culture, organizational change initiatives, and the future direction of the organization. Marriott, a worldwide hospitality leader, has more than 8,500 properties in 138 countries and 30 brands. The company’s hierarchical yet decentralized structure allows for consistent service delivery while enabling individual hotels to respond to local market demand.
Marriott creates a work culture that engages its employees and satisfies its guests — a commitment to a “putting people first” framework. New digital transformation and sustainability initiatives have greatly improved operational efficiency, guest experience and the company’s reputation. Aspects like the Bonvoy loyalty app and Serve 360 sustainability strategy show Marriott’s focus on innovation and environmental responsibility.
The company has aggressive global expansion, loyalty program enhancement and sustainability among its directives. Such strategies are consistent with Marriott’s vision to provide unparalleled experiences and guarantee sustained growth in the long run. Nonetheless, issues like maintaining consistency across franchises to high implementation costs need to be managed. These recommendations could include expanding existing training programs to meet increasing demand, using technology to enable further personalization, and targeting emerging markets . These efforts will continue to cement Marriott's competitive advantage in the rapidly changing hospitality landscape.
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[bookmark: _2spr67du706w]Introduction 
Marriott International is a multinational hospitality company that operates a broad portfolio of hotels and related lodging facilities. Marriott has 30 brands, covering an extensive range of customer types and needs, across 138 countries with more than 8,500 properties. Founded in 1927, the company has grown to become a global leader in the hospitality industry by emphasizing quality guest experiences, high employee engagement, and sustainable growth. In this report, we will analyze the organizational structure, culture and strategic direction of Marriott International. It intends to assess how the corporate and operational setting of the Marriott Group help in achieving its remarkable accomplishments while ensuring alignment to Marriott’s vision of ‘putting people first’ (Barreto and Mayya, 2022). The report further takes into account the company’s change initiatives over the past year and what that has meant for operations both at the corporate and individual hotel levels. Then, a critical evaluation of Marriott’s strategy will illustrate how the brand positions itself as a sustained competitor in an ever-changing hospitality environment. This report will further explore the importance of Marriott’s organization culture in fulfilling long-term goals, as influenced by their focus on innovation and customer satisfaction. The report will derive, based on relevant Management theories and case studies, actionable recommendations to improve Marriott's performance in addressing challenges in the competitive hospitality industry. Understanding Marriott International’s strategies, their implications and impact will be fully explored through the findings.
[bookmark: _vxm7sxrmozg4]Organizational Structure 
Marriott International has a top-down structure with centralized decision-making at the corporate level and decentralized operations at individual hotels (ENTREPRENEURSHIP IN THE HOSPITALITY INDUSTRY. CASE STUDY: MARRIOTT INTERNATIONAL, 2021). This spammed approach gives Marriott a framework to ensure both their global portfolio is operating according to common standards and behaviour whilst allowing each hotel the space to market towards local and regional behaviours. The corporate structure consists of major operating divisions: brand management; development; financial; and operational divisions.Approximately, 30 brands are controlled by 30 units of the corporate direction and growth (Barreto and Mayya, 2022).
Marriott has a decentralized model at the operational level, giving individual properties and general managers a high degree of autonomy. These managers are responsible for daily decision making, ensuring the hotels satisfy local customer taste and market demands. The flexibility allows Marriott to provide tailored experiences while remaining focused on delivering the company’s underlying values and consistent product and service levels. In addition, the company franchised many of its properties, partnering with independent owners who operate hotels carrying the Marriott name. Now there you can very rapidly scale with almost no risks (Fagyas and Datta, 2023).
In addition, Marriott stresses the importance of vertical and horizontal communication in its organizational structure. Clear reporting lines help with decision making, but cross-functional collaboration helps with innovation and networking. For instance, brand managers regularly partner with property teams to reshape various efforts, such as the Bonvoy loyalty program or sustainability initiatives (Perkins-Chavis, 2017). This web of interdependent framework is the connective tissue between corporate strategy and functional implementation.
Besides this, the brand has a mechanism for measuring employee engagement as one of its focus areas, in alignment with its philosophy of “putting people first.” The company's human resources division plays a key role in establishing a culture of empowerment and inclusion across all of its properties (Wesley et al., 2024). With an approach to incorporate aspects such as Learning and Development, Leadership development programs, Employee recognition programs deeply embedded into the organization’s DNA that employees motivation goes hand in hand with the goal of the Organization to become the best hospitality organizations in the world (Neupane and Khanal, 2022).
One perceived downside of Marriott’s structure is that it is a balancing act between centralized control and decentralized decision-making. Franchising is a fast way to expand, but can result in variable levels of service. To combat this, Marriott sets strict brand standards and conducts regular audits so their hotels are fairly uniform. The organization structure of Marriott is a major reason behind the success of the brand as it takes the form of consistent quality of the service provided in more than one country along with innovations in the way the do their business.
[bookmark: _93ljql31t2c7]Recent Change Initiatives 
Over the past few years, Marriott International has undertaken several large-scale change initiatives aimed at competition in the fast-connected hospitality sector. Two of the most significant areas of focus have been digital transformation and sustainability programs, both of which align with the company’s mission to improve guest experiences and facilitate growth and environmental responsibility for the long term.
[bookmark: _olhnyzg531wt]Digital Transformation
That is illustrated by Marriott’s emphasis on investment in digital transformation, particularly through the improvements made to its Bonvoy loyalty program. The system of innovative technology that this international company has implemented, including mobile check-ins, contactless room keys and artificial intelligence-generated guest experiences, has practically transformed the way Marriott interacts with its customers (P. Periasamy and N. Dinesh, 2024). Such innovations not only improved operational efficiency but also boosted guest convenience, particularly during the COVID-19 pandemic, when contactless services became paramount. To increase guest engagement and loyalty, the Bonvoy mobile app simultaneously provides guests with personalized Amazon offers and travel recommendations. As a result, it’s the organization that’s benefited, with improved customer retention, boosted direct bookings and a decreasing reliance on third party services (Sharma et al., 2021).
[bookmark: _8n270n7rsm7x]Sustainability Initiatives 
On the sustainability front, the company announced a Serve 360 initiative that aims to make progress in areas including ambitious targets for carbon emissions, waste reduction and responsible sourcing. And for example, Marriott has pledged to reduce water and energy use per occupied room by 30 percent by 2025, along with eliminating single-use plastic toiletries at all its properties (Jones, Hillier and Comfort, 2014). These efforts have not only enhanced the brand’s reputation through the eyes of the environmentally minded but have also brought faygner guests. The purpose and alignment with corporate values have been fortified through engagement programs and trainings where employees have rolled up their sleeves and interacted with sustainability initiatives.
[bookmark: _r28i9g55enw2]Impact 
These efforts have had a significant impact on the hotel’s reputation. Both operational efficiency and customer satisfaction have been driven by these digitization initiatives. The seamless, tech-empowered experience is critically important for customer loyalty and is actively used by guests. Moreover, the sustainability initiatives​—​have served to strengthen the Marriott brand, appealing to environmentally minded travelers and business customers who want sustainable partners (Sanvitale, 2020). Employees, in turn, have also reaped the rewards of those changes, as training and development opportunities related to both initiatives have elevated morale and engagement.
[bookmark: _nlnibh563918]Challenges 
All this does not come without challenges in delivering these initiatives. Digital upgrades and sustainability programs, for instance, can involve costs of greater jumpstart, the exertion that could drain resources at lesser properties and ensuring adherence and uniformity across Marriott’s franchisee network takes considerable resources (Bohdanowicz-Godfrey and Zientara, 2014). And yet, it was Marriott's long-term investment towards innovation and sustainability that helped it maintain a competitive advantage and remained in the hospitality industry (Barreto and Mayya, 2022). The most recent tactics for transformation at Marriott showcase an innovative endeavor wherein the integration of technology, sustainability, and improved customer service work hand in hand to position the organization at the forefront of contemporary hospitality.
[bookmark: _585u3h9865d2]Strategic Direction
[bookmark: _bexmv85lowrj]Global Expansion
Entering Hong Kong is another sign that Marriott continues to pursue aggressive development in its emerging markets, particularly in Asia-Pacific, the Middle East and Africa regions. The company has been focused on growing luxury and lifestyle segments, and expects to have over 200 open luxury hotels by 2025. This growth will not only expand Marriott’s footprint around the globe, but further deepen its presence in high-growth markets where demand for premium lodging options is rising. Local culture and preferences have an impact on how Marriott maps its growth appetite, as it aims to give the guest a certain experience with the hotel that is relevant to them (Krupskyi et al., 2017).
[bookmark: _kz80t28kuq25]Bonvoy Loyalty Program 
One of the central pillars of Marriott’s strategy to drive more engagement and retention of guests is its Bonvoy loyalty program. Bonvoy links more than 180 million members to Marriott’s portfolio, encouraging direct bookings and fostering brand loyalty. This new technology helps the program recognize guests faster, offer personalized offers and create a fluid (pun intended) experience on the app to mesh seamlessly with the guests’ stay and recognize and reward them in a much more summed way (Widiadana, Susyarini and Wendri, 2023). This is in line with Marriott's strategy to provide added value and convenience to their customers, to pave the way for future loyalty.
[bookmark: _xfc2rz2z576w]Sustainability and Social Responsibility
As this trend continues, Marriott's strategy going forward is placing a greater emphasis on sustainability. Marriot made a pledge through its Serve 360 initiative that recently targeted reducing its carbon footprint, aiding the local populace and encouraging sustainable tourism. These initiatives are appealing to socially conscious travelers and corporate customers while furthering the company’s mission to “serve our world.” By embedding sustainability throughout the enterprise, Marriott may have its eyes set on the future (Sanvitale, 2020).
[bookmark: _r4ndm9hbi62h]Alignment with Vision and Goals
Marriott strategies directly align with its vision of building strong relationships with employees, guests and communities. The global expansion strengthens its ambition to become a preferred travel partner globally. The Bonvoy program will increase guest loyalty as well, and provide higher revenue growth over time. Marriott’s efforts toward sustainability demonstrate their dedication to social responsibility, a factor that resonates with the expectations of modern travelers. Marriott's strategic outline as a whole shows a strong alignment between its growth strategies and its overarching mission. Marriott's Information Advantage Through Innovation, Personalization, and Sustainability By focusing on innovation, personalisation, and sustainability, Marriott is poised to stay ahead of the competition and achieve its long-term goals.
[bookmark: _qqzfonoc1k7n]Recommendations 
[bookmark: _d8x8rjlb40i3]Strengthen Digital Transformation Initiatives 
Marriott needs to invest in new technologies which will enable them to have efficient operations and deliver quality experiences to guests (Cheng et al., 2023). Furthermore, system integrations can be extended to many capabilities that can help customers have a good experience, and extend the Bonvoy loyalty program’s features to new dimensions, such as AI-virtual concierges or predictive analytics around the customers preferences. Additionally, Marriott can also adopt blockchain technology in order to ensure faster payment process and keeping attention on data security, leading to increased guest trust feelings (Anwar, Deliana and Suyamto, 2024). This strategic innovation will drive operations more in-depth and differentiate Marriott from its competitors.
[bookmark: _ipi5zj5gncvf]Expand Training and Development Programs 
Given that Marriott has many operations worldwide, this suggestion is influenced by how the training process should evolve, and many aspects of leadership development and cultural awareness should get great attention to keep the employees well trained and skilled (Jaworski et al., 2018). It becomes crucial to equip employees with the necessary skills to navigate through multi-cultural spaces by having a diverse and a global organization. You can even leverage virtual reality (VR) training modules to create real-life hospitality scenarios to prepare your employees to meet guest expectations.
[bookmark: _av3ywzoftmi0]Enhance Sustainability Efforts
In the area of sustainability, Marriott can build on its Serve 360 initiative and establish even more aggressive targets, including a goal of reaching net-zero carbon emissions by 2040. Increasing partnerships with local suppliers to source sustainable products and the use of renewable energy solutions in their properties can also enhance the company’s accessibility (Piramanayagam, Mallya and Payini, 2023). Articulating these initiatives to guests and stakeholders will enhance Marriott’s reputation as an industry sustainability leader.
[bookmark: _8sjq1bdka2n9]Focus on Emerging Markets 
Marriot has had substantial success expanding their global footprint, but it should take a strategic approach to emerging markets. Developing midscale and budget hotels in emerging economies, such as India, Vietnam and Nigeria, can tap into demand from a growing middle-class. Working with local developers and governments will also make sure of cultural relevance and regulatory compliance in these areas.
[bookmark: _ruk3lg6cvt7l]Conclusion 
An organizational structure, corporate culture, and strategic decision-making framework, places Marriott International as an example of the way the hospitality industry commands the playing field globally. In a controlled manner, Marriott implements strategic globalization along with locality and ensures to achieve harmonizing efficiencies through hybrids of centrism and decentralism. The principles focusing on employee engagement and collaboration ensure that the company embraces its "putting people first" philosophy and motivates employees for ever-higher performance. The company made recent moves in shaping its strategies for digital transformation and sustainability which further establish it as an innovative and socially responsible organization. These initiatives have not just improved the experience for its guests, but have strengthened its appeal to environmentally minded travellers as well as corporate clients. However, ongoing challenges such as consistent service maintenance via its franchise network and addressing initial implementation costs remain barriers to sustaining progress. As one of the leading hotel groups in the world, Marriott's steady growth trajectory looks promising, with its never-ending drive for innovation and sustainability ensuring its place in the future of the hospitality industry and all that it entails.
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