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The engine that drives the ever-evolving and fiercely competitive hospitality industry is the effort to deliver exceptional experiences to the customers. The fuel that keeps this engine alive is Human Resources Management (HRM). It’s imperative to constantly discover “hidden factors in HRM practices and policies so that they can build optimism in the management of human resources”[footnoteRef:1], especially in the current economic conditions, when the very existence of any international hotel brand depends on its dynamism. “In the twenty first century, it is critical to be aware of current tourism practices around the world, such as zero carbon emission, carbon trading, carbon neutralization, recycling, and waste management; global partnership with national and international membership, retention of skilled staff, multi skilling workforce, business integration, customer loyalty programme, guerrilla marketing through brand image, and so on.”[footnoteRef:2] HRM went far beyond its traditional administrative tasks, evolving into a strategic partner that plays an important role in the growth and expansion of the brand. [1:  Dewantara, I G.S., Haerani, S., Hamid N., “HRM Practices in Hotel Industry”, 2019, Conference: Proceedings of the 3rd International Conference on Accounting, Management and Economics 2018, pp. 363-270, p. 364]  [2:  Kamble1, U.T., Salve, A.V., “Travel, Tourism and Hospitality Industry in the 21st Century: Future Sustainability Development”, 2023, The Progress Journals, 1, 1, pp 8-14, here p.8] 

This essay explores how Marriott International, a global hospitality giant, has designed the evolution of HRM with a realistic vision for development, encompassing the planning, recruitment, and selection of its workforce. In the vast landscape of international hospitality, Marriott stands as a titan, having built a diverse tapestry of over 31 brands, spanning 139 countries[footnoteRef:3]. This global juggernaut's unwavering success is a combination between strategic vision, operational excellence, and most importantly, a dedicated and engaged workforce, combination which could not have been possible without its uniquely conceived HRM practices. They weren’t only meant as a support function, but as a strategic architect’s crafting to find, train, and use the talented workforce that built its global success. The story of Marriott's growth is not just one of expansion, but also of transformation – a constant metamorphosis of its HRM function to fuel, and be fuelled by, its ambitious aspirations.  [3:  https://www.hotel-development.marriott.com] 

The early days of Marriott's HRM primarily focused on administrative tasks like payroll and recruitment. However, a crucial shift occurred in the 1990s, spearheaded by Marriott's visionary leaders. They saw the global tendency of transforming the HRM into a dynamic contributor to the overall business strategy. “The role of Human Resources has changed significantly because the Leadership Development and Succession Planning became crucial processes securing the future of the business.”[footnoteRef:4] Consequently, the 21st century witnessed a paradigm shift. HRM moved thus, beyond transactional duties, evolving into a strategic partner actively influencing the company's trajectory. This transformation was driven by the recognition that a talented and engaged workforce is a critical asset – the very lifeblood of a hospitality brand’s success. The factors that necessitated a more strategic approach to HR were mainly the globalization phenomenon, that saw the expansion of interconnected economies, and the rise of a diversified and multiskilled workforce with different cultural backgrounds, to which HRM had to adapt to attract talents across borders: “Tourism industry's development is influenced by the world's expanding interconnectedness”[footnoteRef:5]; the technological revolution, since automation and digitalization have disrupted traditional work models, demanding diverse talents with adaptable skillsets; and the rather unexpected changing of employee expectations, caused by the current workforce’s tendency to seeking purpose and positive work-life balance, with HRM assuming the role of crafting strategies that prioritize employee’s engagement, well-being and satisfaction. “Human Resources does not focus on single employees; it spreads the best practices through managers and leaders.”[footnoteRef:6] [4:  https://hrmhandbook.com/hrt/history/]  [5:  Neha Dubey, “Impact of globalization on aviation, tourism and hospitality industry of India”, 2022, International Journal of Research in Social Science and Information Studies, VIII, (3), pp: 40-43, here p. 40]  [6:  https://hrmhandbook.com/hrt/history/milestones/] 

Today HRM is no longer a solitary department, but a collaborative partner, which in case of Marriott, is actively shaping strategy at an organizational level, propelling, in its wake, the growth of the entire brand. It entwines all five forces that drive the competition in any industry: the threat of substitution (employees’ satisfaction drives service quality, which attracts or repels customers), the threat of new entrants (sometimes heavily financed, they can offer highly motivating packages for employees, and steal them from the old businesses), the supplier power (as a supplier, there is no power if the employee is not satisfied), the buyer power (correlated to the threat of new entrants), and the industry competition (which drives the massive pool of workforce around). (Barrow, Barrow & Brown, 2021)
Marriott International is a living example of how a forward-thinking approach, coupled with well envisioned strategic planning for HRM can drive the international expansion of a brand. The “Be” philosophy, launched in 2023, encapsulates the brand’s commitment to employee empowerment, belonging, and growth. “Today, Marriott International announced it is launching its new people brand, «Be», as the company continues its focus on attracting and retaining top talent around the world.”[footnoteRef:7] This philosophy emphasises three critical dimensions of being part of the Marriott’s workforce team: begin, belong, and become. Although the campaign isn’t detailed, from how it’s presented on the brand’s main career webpage[footnoteRef:8] it seems to manifest in several strategic HR initiatives, such as workforce planning, with realistic forecasting that predicts labour demands based on market trends, guest preferences, and expansion plans, ensuring a pool of the right talent in the right places at the right time, skills based strategy, that ensures a continuous assessment of skills needed for future success and gap identification in the current workforce pool, offering the right opportunities for training and development for the employees, or career planning for employees, Marriott actively seeking to identify and cultivate talents for leadership roles, ensuring a smooth continuity in this strategic direction.  [7:  https://news.marriott.com/news/2023/04/04/marriott-international-launches-new-people-brand-be-to-grow-and-empower-global-workforce]  [8:  https://careers.marriott.com] 

Obviously, such initiatives could only be implemented if Marriott’s HRM system worldwide is synchronised, and its manifestations, while tuned to integrate with the local cultural frame, hold true the brand’s principals for recruitment and selection of the workforce. For instance, with globalization, comes a global talent pool into which Marriott taps to recruit diverse talents across continents, utilizing online platforms and targeted recruitment campaigns to attract candidates. According to Joss, Burbach and Ruel (2019) apud Sparrow (2007), tapping into a local talent pool over a global economy, “allows recruitment ‘ahead of the curve’ rather than demand-led recruitment, thus, implying a long-term strategic view to managing talent”[footnoteRef:9]. This suggests that Be is a strategic, long term, evidence-based campaign, meant to sustain the well-established trend of brand expansion. [9:  Joss, S., Burbach, R., Ruel, H., “Examining talent pools as a core talent management practice in multinational corporations”, The International Journal of Human Resource Management, 2019, p. 3, (http://dx.doi.org/10.1080/09585192.2019.1579748)] 

One of the most important principals for recruitment in Marriott’s HRM is the competency-based selection. Behind the focus on identifying candidates with the specific skill set needed for success in their roles, there is a team’s two main qualities: balance and values (Owen, 2020). This ensures a strong cultural understanding of the talent pool, which must be in perfect sync and alignment with the brand’s values. 
This implies a healthy approach to diversity and inclusion of workforce. “Diversity refers to the differences between people“[footnoteRef:10] and Marriott actively promotes a diverse and inclusive workforce, reflecting the global communities in which they activate. In fact, some studies show that hiring individuals with disabilities improves the quality of work. For instance, in their extensive study in Marriott Group Hotels in Bali, Murni et al found that “persons with disability often face unique challenges that foster adaptability, thereby making them experts in navigating various situations and workplace issues. These set of employees are also always highly motivated to showcase their abilities and make meaningful contributions at work.”[footnoteRef:11] This approach enriches guest experience and fosters a more innovative and dynamic work environment. Inclusion, as an HRM significantly important element in recruitment and selection for Marriott, must take into consideration gender equality which, according to Alarcón & Cole (2019), is an important prerequisite in the effort for a sustainable tourism. “Gender inequality in employment is one of the major factors preventing decent work in tourism.”[footnoteRef:12] The dynamics of gender equality and disability inclusivity in the context of tourism was extensively studied, particularly power relations that often leave men in dominating positions, specifically at decision-making levels. On the other side there is the complexity of this issue, which doesn’t just come down to hiring individuals from diverse groups, but involves also supporting them throughout their career, as according to Luu (2019) apud Medina and Gamero (2017), “employees with disabilities come to work with strong needs for psychological security, socializing, and self-esteem.” The hidden dimension of HRM that results from this is, also according to Luu (2019) apud Grolsch (2007), that “these needs may be even stronger among employees with disabilities working in the hospitality industry, where aesthetics and physical attractiveness are its preferences”[footnoteRef:13]. [10:  Armstrong, M., Taylor, S., Armstrong’s Handbook of Human Resource Management Practice, Fifteenth edition 2020, Kogan Page, p. 365]  [11:  Murni, N.G.N.S., Ruki, M., Antara, D.M.S., “Developing an Implementation Model for Gender Equality and Disability Inclusivity at Marriott Group Hotels in Bali to Foster Sustainable Tourism”, International Journal of Social Science Research and Review, 6 (10), 2023, pp. 169-178, p. 174, (https://www.ijssrr.com/journal/article/view/1659/1263)]  [12:  Alarcón, D.M., Cole, S., “No sustainability for tourism without gender equality”, 2019, Journal of Sustainable Tourism, 2019, 27, (7), pp. 903-919 p. 909, (https://doi.org/10.1080/09669582.2019.1588283)]  [13:  Luu, T.T., “The well-being among hospitability employees with disabilities: The role of disability inclusive benevolent leadership”, International Journal of Hospitality Management, 80, 2019, pp. 25-35, (https://doi.org/10.1016/j.ijhm.2019.01.004)] 

Exemplifications from Marriott hotels across the globe show that HRM initiated different programs to accommodate the culture, traditions and regional needs as means to create communicational bridges between its brand and the communities that it serves and in which it exists and activates. 
A great Marriott HRM success story is Marriott Bonvoy program. “Twenty-nine out of our 30 leading brands participate in our company’s award-winning loyalty program, Marriott Bonvoy. As of year-end 2020, Marriott Bonvoy had over 147 million members.”[footnoteRef:14] The success of this loyalty program is partly attributed to HR initiatives that empower employees to build meaningful connections with guests. It’s a well-known fact that the key to guest satisfaction is a workforce that is valued according to its intrinsic worth. Thus, employees who feel valued, included, and appreciated will work more efficiently, raising the quality of the services, and in turn, that of the brand itself. The company’s motto, that guides its functions since the beginning, “Take care of your employees, they’ll take care of your customers”, emphasises this exact same framework reference. Training employees in active listening, empathy, and personalized service ensures guests feel valued and appreciated. CPD (Continuous Professional Training) programs are extremely useful, and Marriott engages in ensuring every employee has access to them (Friedman, 2023). In this way, Bonvoy becomes a reflection of the level of involvement that the employees have when it comes to satisfying the customers.  [14:  SERVE 360 REPORT 2021 – Environmental, Social, and Governance Progress at Marriott International, p. 6, (http://serve360.marriott.com/wp-content/uploads/2021/09/2021_Serve_360_Report.pdf)] 

As a tool to analyse and improve the level of employee engagement, Marriott uses an internal metric instrument, allowing HRM to identify areas where improvement is needed and shape programs that enhance employee well-being and motivation. “All Marriott hotels carry out an annual employee satisfaction survey called the [Associate] Engagement [Survey].”[footnoteRef:15] This tool isn’t just a survey instrument, it is an insightful probe that “gives all associates the opportunity to provide feedback about their work experience, providing us with valuable insights to drive improvements in our culture.”[footnoteRef:16]  [15:  Anna Andreeva “Sociocultural Aspects of the Business Culture in the Hotel Industry” – Bachelor’s Dissertation, 2020, p. 48]  [16:  Marriott International 2022 annual report, p. 9] 

As a direct result of such employee satisfaction and engagement tracking methods, the TakeCare by Marriot was created, which is another valuable success story of HRM, presented as a “charitable fund that makes need-based financial grants available to associates at managed Marriott International locations who are facing financial hardship caused by a natural disaster or certain other personal hardship events.”[footnoteRef:17] Such care for its own employees creates the positive background for the colossal achievement that Marriott International has held for the last 23 years, which is a place among the first 50, later 30, of the “100 Best Companies to Work For” list that Forbes publishes every year.[footnoteRef:18] [17:  https://www.marriott.com/culture-and-values/takecare-relief-fund.mi]  [18:  According to https://www.greatplacetowork.com/certified-company/1000152] 

Marriott’s HRM could be seen as a strategic engine for the brand’s growth. Its journey exemplifies the transformative power of HRM. By embracing a visionary approach to workforce planning, recruitment, and selection, the brand has tapped into a global talent pool that sustains its expansion and drives its success. In the dynamic and ever-changing world of international hospitality, Marriott's story serves as a compelling testimony to the crucial role that an evolving HRM can hold, proving it’s not just supportive in function, but also active in strategic planning, engaged in the very growth of the brand it serves.
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