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Executive Summary 

Marriott International, an American multinational firm, administers franchises and offers licenses for accommodation brands such as timeshares, hotels, and apartments. This report critically evaluates Marriott’s multi-divisional structure, people-centric culture, and strategic goals focused on digital transformation, sustainability, and service excellence. It examines how adaptive reuse initiatives, localized digital strategies, and luxury property integrations drive growth and market responsiveness. Recommendations include expanding digital innovation, enhancing eco-friendly practices, and implementing robust change management frameworks to sustain competitive advantage and guest satisfaction. The analysis highlights pathways for future success.
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· [bookmark: _Toc191851919]Introduction
Marriott International is an American multinational corporation that manages franchises and grants licenses for lodging brands that include timeshares, hotels, and residences.  In summary, it is a company that provides hospitality services and runs restaurants and hotels.  With 9,000 sites and 1,597,380 rooms throughout its networks, Marriott owns more than 36 hotels and timeshare brands.  Its main office is located in Bethesda, Maryland (Horozhankina et al., 2024). This report critically assesses Marriott International at both corporate and hotel levels, analyzing its organizational structure, culture, goals, strategic direction, and change initiatives. It examines Marriott’s corporate framework, its global impact, and how individual hotels align with its vision. Key topics include digital transformation, sustainability, and growth, evaluating their effects on operations and guest experience.
· [bookmark: _Toc191851920]Organisation Structure, Culture, and Goals 
· [bookmark: _Toc191851921]Organisation structure
Marriott International is a multi-divisional structure that encompasses several business divisions for example luxury, premium and select service hotels (Marriott, 2023). Putting the relevant piece of work into a free structuring environment empowers individual brands to proceed with tailored operations in line with corporate anchorations. The hierarchical structure follows the theory of organizational comprising of machine bureaucracy, professional bureaucracy and divisional forms of organisations (Kanter, 2019). Within Marriott, its divisional model provides support to its extensive global presence while allowing for local responsiveness (Dudovskiy, 2023b).
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Figure 1: Marriott Organizational Structure (Dudovskiy, 2023b)
Marriott is made up of many divisions which divide semi-independently in order to provide strategic flexibility and flexibility in market conditions. This structure supports the company’s brands to innovate with differentiated service offerings, while maintaining overall corporate standards (Wesley et al., 2024). The model also allows Marriott to respond to regional markets in an appropriate style, and provide tailored experiences in accordance with local preferences. In addition, Marriott’s global presence requires a strong corporate governance structure to meet international standards of hospitality as well as local regulations (Mitra, 2023).
· [bookmark: _Toc191851922]Corporate culture and its influence on operations
Marriott’s corporate culture is fundamentally anchored in its “People First” philosophy, which draws from human relations theory to prioritize employee well-being as the cornerstone of operational excellence (Guest, 2017). The company’s investment in employee engagement initiatives—such as the TakeCare Wellbeing program and Leadership Development initiatives has been instrumental in reducing turnover and fostering a work environment that enhances guest experiences (Nath, 2024).
However, while these programs are designed to drive service excellence, their uniform application across diverse cultural contexts remains a challenge. Marriott employs Western leadership styles marked by low power distance and high individualism in many markets, promoting employee autonomy and individual contributions (Chu & King, 2019). Yet, in regions where collectivism and hierarchical structures are the norm, the company adapts its management strategies to align with local expectations, potentially leading to variations in operational outcomes. Moreover, Marriott’s commitment to diversity and inclusion, by building a workforce reflective of its global customer base, is intended to foster culturally empathetic service (Marriott, 2022).
Despite these strengths, the effectiveness of integrating diverse cultural norms while maintaining consistent service standards calls for continuous evaluation (Eschenbrenner et al., 2023). Overall, while Marriott’s culture significantly contributes to its operational success, ensuring uniformity and adapting to regional differences remains critical for sustaining long-term competitive advantage.
· [bookmark: _Toc191851923]Goals at corporate and individual unit levels
On the corporate level, Marriott’s main goals are sustainability, digital transformation and service (Chen, 2025). Using AI for personalisation, Marriott Bonvoy is Marriott’s digital loyalty platform that helps in customer retention. Marriott has invested into smart hotel technologies, mobile check in and automated customer service as part of its efforts in the digital transformation of the company (Papmehl, 2020). According to these technological developments, Marriott is putting itself in a positioning as a leader in the evolving hospitality landscape as the digital experiences are increasing with the increasing needs. Marriott still puts sustainability at the core of its corporate strategy as the company continues to employ measures to cut its environmental footprint. It has tried to reduce single use plastics, lower its use of energy and promote eco-friendly practices in its properties. To incorporate with its broader ESG (Environmental, Social, Governance) goals, Marriott supports its corporate citizenship through its sustainability initiatives (Sanvitale, 2020). Marriott International's revenue increase between the year 1999 and 2024, as the graph indicates shows consistent growth except during 2009 which was owing to the economic downturn and 2020 again due to the outbreak of COVID 19. This strong corporate driven strategies in digital transformation, sustainability and service excellence account for the strong recovery post 2021 (Statista, 2025).
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Figure 2: Revenue of Marriott worldwide from 1999 to 2024 (Statista, 2025)
Individual Marriott hotels at the unit level stress to optimise guest experience, attend to maximise the occupancy rates and maintain service quality. Hotel managers the corporate strategy from a local market perspective urging them to conform to brand standards by matching them to local guest expectations. The operational flexibility that Marriott offers this allows this chain to retain its high-quality service and guest satisfaction in its various inventory of properties (Eschenbrenner et al., 2023).
· [bookmark: _Toc191851924]Recent Change Initiatives
· [bookmark: _Toc191851925]Expansion through property conversions and adaptive reuse
On April 2024, Marriott revealed plans to include more than 100 properties and around 12,000 rooms to its European hotel portfolio by the end of 2026 through conversions and adaptive reuse projects. One of Marriott’s strategies is to use existing buildings in order to expand its presence in Europe from hotel brands (Bonvoy, 2024). Adaptive reuse, which utilizes existing structures efficiently allows Marriott to capitalize on existing structures makes growth in key markets more rapid while at the same time minimizing environmental impact (Mohammed et al., 2025).
Study by Mohammed et al. (2025) mentioned that with Marriott gaining much faster presence during expansion with using this initiative, it does not require the long-time frames associated with building new construction. The company can take advantage of existing structures by converting them into prime locations to address different customers segments while improving their fame and market share. Furthermore, evaluated against new builds the cost effectiveness of conversions makes them very appealing investment for Marriott as this enables the company to make optimum investment without compromising on quality of accommodation.
Marriott’s change in their approach is similar to Kotter’s Eight Step Change Model, as they are both setting a sense of urgency and creating strategic visions (Laig & Abocejo, 2021). Since the growing demand for hospitality in Europe was noticed by the company it took immediate action to expand by devising a clear plan of expansion. Stakeholders’ engagement including property owners and franchisees was used to smooth the transitions and operational integration. This structured change management approach also ensured that there was brand consistency and service excellence on all new properties.
· [bookmark: _Toc191851926]Relaunch of Marriott Bonvoy’s good travel program
Marriott has shown a commitment to sustainability through bringing back its Good Travel by Marriott Bonvoy program in Greater China in December 2024. The initiative is a partnership with the China Green Foundation’s ‘Million Forests’ project which is helping rehabilitate degazetted lands in Gansu Province (Laig & Abocejo, 2021). With Marriott’s role in responsible tourism, this program is able to participate in eco conscious travel experiences that can exclude tourism and instead promote environmental restoration to undertake the cycle so important to the theme of tourism as a whole (world, 2024).
According to world (2024), Marriott can build upon its position in sustainable tourism as well as its corporate social responsibility thanks to the relaunch of this initiative to attract environmentally conscious travelers. Moreover, Marriott differentiates itself from very competitive market and builds customer loyalty. Moreover, this corresponds to environmentally friendly integration which is the same with the habits of the consumers who ecological growing up and the tendency to the ecological tendency on the worldwide.
Reaching the relaunch is align with Lewin’s Change Management Model which consists of three major phases (unfreezing the high current perception of travel, introducing the sustainable practices, and refreezing them inside standard operations) (Tang & Tang, 2019). Where there was effective communication for the need of sustainable tourism at Marriott and all environmental practices that they follow has been adopted by the guests and stakeholders. Moreover, the company involved employees and the local community to make the program reach the most of the people and to completely embed sustainability into its brand identity.
· [bookmark: _Toc191851927]Integration of iconic luxury properties
In June 2024, Marriott will join three luxury hotels that are named brand icons in the United States under its portfolio: The Resort at Pelican Hill in California, Turtle Bay Resort in Hawaii and a luxury hotel in Midtown Manhattan. These additions extend Marriott’s position in the luxury haute luxury market, along with Marriott’s capacity to supply visitors with an entirely special, luxury experience (Tang & Tang, 2019).
According to Graber (2024), these prestigious properties help integrate Marriott into the luxury segment whilst it gets a leverage on the fact that it now has a cache of luxury clientele. Marriott’s introduction of these hotels however, creates a diversified nature, as they ensure that Marriott stays relevant in top travel destination locations while keeping their luxury brands all singing, all dancing. Secondly, with this Marriott’s economy is thrown out to other top global luxury hotel brands.
McKinsey 7S Framework aims to address strategy, structure as well as systems in this strategic initiative (Baishya, 2015). These properties can help Marriott refurbish its luxury segment by integrating them through the management systems to keep up high brand standards. The acquisitions were carried out successfully in line with the corporate strategy of the luxury hotel sector with the goal of minimizing the effect of disruptions the quality and exclusivity. 
· [bookmark: _Toc191851928]Marriott International's strategic direction
· [bookmark: _Toc191851929]Global expansion and brand diversification
Marriott International's strategic direction is to meet operational, growth, and development objectives through increasing its global footprint, branding enhancements, and accounting for strengthened brand portfolio. The company has an asset light operation model where it ran and franchises hotels instead of owning them. This approach considerably reduces the capital investment in Marriott. Thus, allowing Marriott to scale quickly and at the same time are flexible enough to get into new markets and adapt to industry changes. For Marriott, acquiring and diversifying its brand is a cornerstone of its growth strategy (Dudovskiy, 2023a). Marriott signed off on the 2016 purchase of Starwood Hotels & Resorts Worldwide for $13.6 billion, which substantially boosted its portfolio, securing it Sheraton, W Hotels and Westin among others. In addition, it did not only expand Marriott’s global presence, but diversified its offerings across a number of different market segments. Marriott’s entry in midscale segment in the Caribbean and Latin America was further expanded in 2023 when, in a breakout year for acquisitions, Marriott acquired City Express brand portfolio (Perkowsky, 2023).
· [bookmark: _Toc191851930]Bleisure travel and sustainability initiatives
Marriott's strategic initiatives also aim at exploiting other emerging travel trends including the growing numbers of ‘bleisure’ travelers, who combine business and leisure travel. Marriott is aware of this shift and provides services and amenities tailored to this demographic that include providing flexible workspaces and leisure facilities in the same property (Dudovskiy, 2023a). This approach fits in with the need to develop such accommodations as people are demanding work and desire for accommodation to support both the professional and the personal. The strategic planning of Marriott’s commitment to sustainability and corporate responsibility is apparent. Based on the 2016 baseline, the company has also set up ambitious goals to reduce its environmental footprint by 15% to 50% by 2025. Among things are initiatives to cut water consumption, carbon emissions and waste generation (Osum, 2024). Incorporating sustainability practices into the Marriott system is not only a way to handle environmental issues but it is also an appeal to the eco travelers who are growing in numbers.
· [bookmark: _Toc191851931]Luxury market dominance & loyalty initiatives 
Marriott is still position in the market, and in the luxury hospitality sector at number one. Currently, the company runs over 500 luxurious hotels all over the world, about 17% of world’s luxury market. And then there is a pipeline of 225 more luxury properties planned for development pushing Marriott toward the high end and the markets with high spend power (Perkowsky, 2023). To stimulate loyalty and engagement of the customers, Marriott, relying on Marriott Bonvoy program having 196 million members in the end of 2023, acts (Marriott, 2023). This loyalty program naturally keeps the business coming back, and it also adds value by providing Marriott with data to understand how to personalize guest experience and tailor services to cater to the ups and downs of a changing customer preferences. 
· [bookmark: _Toc191851932]Conclusion 
Overall, Marriott International’s robust multi-divisional structure, people-centric culture, and strategic focus on digital transformation and sustainability have positioned the company as a global leader. Recent change initiatives, such as adaptive reuse and luxury integrations, reinforce its commitment to growth and operational excellence. Marriott’s innovative approach continues to drive exceptional guest experiences and sustainable industry leadership, ensuring continued future global success.
· [bookmark: _Toc191851933]Recommendations
· Localized Digital Initiatives: 
Establish regional innovation teams led by seasoned managers and launch pilot projects in the next fiscal year to enhance personalized guest experiences.
· Eco-Friendly Practices: 
Collaborate with tech startups to expand sustainable solutions and further reduce the environmental footprint.
· Change Management: 
Implement best practices from Kotter’s and Lewin’s models to ensure smooth transitions and sustained growth.
· Tailor Leadership and Management Training:
HR and leadership teams must provide ongoing, culturally adaptive training using Hofstede’s insights, aligning global standards with local management practices
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