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[bookmark: _Toc192113209]Executive Summary

In this report, a detailed analysis of Marriott International is made, including its organisational structure, corporate culture, strategic goals, recent change initiatives, and long-term strategic direction. 

Marriott's multidivisional organisational structure facilitates effective global operations with brand consistency. Its employee-centric culture and investments in sustainability and innovation have positioned it as a market leader in the hospitality industry. Recent change initiatives, including digitalization, sustainability, and diversity, have enhanced operational efficiency and brand reputation. 

The company's strategic orientation is international growth, technological innovation, and leadership in sustainability. The key recommendations include accelerating digitalization, intensifying sustainability initiatives, and continuing to differentiate its brand portfolio to maintain competitive advantage.
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Marriott International started off in 1927 when J. Willard and Alice Marriott opened a root beer stand in Washington, D.C. It evolved into a chain restaurant before opening its very first hotel, the Twin Bridges Marriott Motor Hotel, in Arlington, Virginia, in 1957. Over the following decades, Marriott grew aggressively, acquiring several brands of hotels and expanding internationally. In 1993, the company split into Marriott International (hotel business) and Host Marriott Corporation (property). Its most significant growth came in 2016, when it acquired Starwood Hotels & Resorts, the world's largest hotel chain (Marriott International, 2025e).
Marriott International is a leading hotel chain worldwide with almost 9,361 hotels across 144 countries and territories (Marriott International, 2025c). Marriott boasts over 228 million loyalty members and 30 hotel brands ranging from luxury to budget, catering to different segments of travellers. Marriott's commitment to providing service excellence, investing in its people, and conducting business responsibly has positioned it as a market leader (Marriott International, 2025a).
Report Aim and Structure
The objective of this report is to analyse Marriott International’s organisational framework and strategic approach. The key areas covered include:
· Organisational Structure, Culture, and Goals: Examining Marriott’s corporate structure, cultural values, and strategic objectives.
· Recent Change Initiatives: Evaluating major changes implemented, their impact, and the effectiveness of Marriott’s change management strategies.
· Strategic Direction: Analysing Marriott’s long-term vision, competitive strategy, and market challenges.
· Recommendations: Proposing improvements to enhance Marriott’s market position and operational efficiency.
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Marriott International functions with a multidivisional setup that includes a range of distinct brands targeting various market segments. Furthermore, follows a franchise-based and corporate-managed model, which helps with brand consistency and flexibility (Marriott International, 2025d).
· At the level of Corporate Marriott Hotels & Resorts Inc.: The organisation operates in a more structured hierarchy where the important functions are overseen by different departments. The functions include operations management, financial planning, marketing strategies, and employee relations support services among others. The executive leadership provides overall global strategic direction and executive leadership, and oversight of operational governance (Flood, 2023). According to Mintzberg’s Organizational Configurations, Marriott’s approach aligns with the machine bureaucracy model, where standardised procedures are essential for maintaining consistent brand identity across regions (Mintzberg, 1979). In 2025, the organisation is present in 144 countries and has a very large property portfolio with more than 9,300 properties. The properties are across 30 unique brands, which shows the diverse offerings of the organisation (Marriott International, 2025c).
· Regional and Brand-Based Divisions: 
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Fig.1 Marriott Brand-Base Division; Source: Mavink.com, (2024).
Marriott organises its operations by dividing them into regions (such as US and Canada, Europe and Asia Pacific) as well as by brand categories (like luxury, premium and select service) (Marriott International, 2025c). Contingency Theory can be applied here, as Marriott’s structure is adaptable to meet specific market needs and operational contexts (Fiedler, 1967). This approach helps in creating marketing plans and allocating resources effectively. It's worth mentioning that North America accounts for more than 65% of the revenue generated by the company (Marriott International, 2023). 
· At the Property Level of Management: In the hospitality industry's context, there are two models in place. Franchise and managed models are utilized by hotels within the Marriott brand family (Marriott International, 2025d). Under the franchise model framework, hotels operate while adhering to brand guidelines and standards; these properties remain independently owned and managed. On the other hand, under the managed model, Marriott's corporate team provides oversight and management to properties within this category. This aligns with Network Theory, as Marriott builds an extensive global network of connected properties, ensuring streamlined operations and consistent brand delivery across regions (Murdoch, 1970). There are more than 7,500 hotels operating under the franchise arrangement while approximately 2,100 hotels fall under the direct management of Marriott (Marriott International, 2025d). 
This setup maintains a harmony between authority and regional flexibility to uphold brand consistency while accommodating variations, in various markets. 

[bookmark: _Toc192113213]How the business stacks up against others in the market.

In comparison, Hilton Hotels & Resorts employs a similar franchising and management model but with a smaller portfolio of around 8,000 properties (Hilton, 2024). However, Marriott’s aggressive strategy of acquiring companies, such as the $13 billion purchase of Starwood Hotels & Resorts in 2016 (Marriott International Newscenter, 2016), allows it to expand its market share, especially in luxury and lifestyle segments. On the contrary, Hilton places greater emphasis on running franchises (Hilton, 2024).

[bookmark: _Toc192113214]2.2 Corporate Culture

Marriott's business ideology, "Put People First," has a solid foundation in its ideology of placing people first and then everything else (Marriott International, 2025b). The corporation is interested in the welfare of employees as a foundation for its culture and centres on customers' happiness and innovation as elements within it.
[bookmark: _Toc192113215]Employee Welfare and Growth
Marriott promotes an employee-focused culture by emphasising their development and well-being through initiatives such as the Take Care program, which emphasises career development, health care, and diversity inclusion (Marriott International, 2024a). This program aligns with Schein's Organizational Culture Model, where the three levels of culture—artifacts, espoused values, and basic assumptions—are evident (Schein, 2017). These include employee well-being activities and leadership programs, such as the Become Development Library, that provide associates with increased access to career development resources. Espoused values reflect Marriott's commitment to diversity and associate empowerment, as seen in its Room for All training programs and Cultural Competence Program, which has trained over 17,000 associates since 2019. The premise of these programs is that worker satisfaction directly contributes to customer satisfaction and overall company performance. Marriott has been consistently recognised as a Great Place to Work Legends Company and is the only hospitality company to be on the Fortune 100 Best Companies to Work For list every year since its establishment in 1998 (Marriott International, 2024b).

[bookmark: _Toc192113216]Diversity, Equity, and Inclusion (DEI) Commitment:
Marriott's diversity plan extends beyond hiring, with official programs in place to foster a diverse work environment. The company's Supplier Diversity Program & Diverse Hotel Ownership Initiative, active for over 25 years, ensures equal opportunity for minority-owned businesses. Additionally, Marriott collaborates with Howard University via the Arne M. Sorenson Hospitality Fund to cultivate future industry leaders, demonstrating its commitment to long-term diverse talent pipelines(Marriott International, 2024b). These commitments reflect Hofstede's Individualism/Collectivism Cultural Dimension (Hofstede, 2001), since Marriott maintains a balance between individual career progression and organisational group success.

[bookmark: _Toc192113217]Customer-Centric Innovation:
Marriott's service culture, Spirit to Serve, fosters customer loyalty and satisfaction. Its loyalty program, Marriott Bonvoy, has expanded remarkably, with over 228 million members globally in 2025 (Marriott International, 2024b). Marriott also blends digital innovation with guest experience through the application of AI-based personalisation, mobile check-in, and intelligent room tailoring (Marriott Bonvoy, 2025). Such a technology-driven approach aligns with global market expectation and reflects the organisation's ability to respond to changing consumer needs.
By injecting DEI values, developing leadership, and leveraging technology to enhance service, Marriott is in a position to synchronize its business culture with its strategic vision, hence resulting in long-term sustainability and competitiveness.
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Marriott’s SMART Strategic Objectives:
	Objective
	Specific (S)
	Measurable (M)
	Achievable (A)
	Relevant (R)
	Time-bound (T)

	Market Expansion
	Expand market presence by opening 12,000+ new rooms through acquisitions and partnership (Mukherjee, 2024).
	Number of new hotel rooms opened and new market entries.
	Achievable through Marriott’s strong financial position and global network.
	Supports Marriott’s goal to become the most preferred travel company.
	By 2026

	Sustainability Goals
	Reduce carbon footprint and eliminate single-use plastics in all facilities.
	30% reduction in carbon footprint and complete phase-out of plastic usage (Marriott Serve360, 2024).
	Feasible with green initiatives, renewable energy, and operational changes.
	Aligns with global sustainability trends and consumer preferences.
	By 2025

	Technology & AI Innovation
	Invest in AI and machine learning to enhance pricing strategies and guest experience (Sahota, 2024).
	Increased AI-driven customer interactions and improved pricing optimisation.
	Supported by Marriott’s digital transformation and IT investment.
	Ensures competitiveness in the digital era and enhances guest satisfaction.
	Ongoing, with major updates by 2025

	Guest Satisfaction & Loyalty
	Improve guest experience by actively gathering feedback and enhancing services.
	Customer satisfaction scores, repeat guest visits, and loyalty program participation.
	Can be achieved through Marriott Bonvoy engagement and service excellence.
	Drives brand loyalty and differentiation.
	Continuous, with annual reviews

	Revenue Growth & Pricing Strategy
	Utilise Marriott Revenue Management System for dynamic pricing strategies (Marriott Development, 2025).
	Occupancy rates, revenue per available room (RevPAR), and profit margins.
	Attainable with data-driven pricing models and AI insights.
	Aligns with Marriott’s profitability and revenue growth strategy.
	Reviewed quarterly

	Employee Development & Retention
	Provide leadership training and career growth opportunities to employees (Marriott International, 2024b).
	Number of employees enrolled in leadership programs, retention rates, and salary progression.
	Achievable through Marriott’s investment in human capital and training programs.
	Ensures an engaged, motivated, and high-performing workforce.
	Ongoing, with milestones by 2025


Marriott's strategic objectives are in line with its aim to become the most favourite travel company in the world. 
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In the last years, Marriott International has implemented various important changes to improve its operations, efficiency, sustainability and customer satisfaction. The company's noteworthy efforts include the following initiatives:
· Marriott has put more than $600 million into AI-driven technology to enhance personalisation features and enable mobile check-in and check-out options while also growing the Marriott Bonvoy loyalty program (Estrada, 2023). 
· Marriott introduced the "Serve 360" program, with aims such as cutting food waste by half by 2025 and promoting energy usage and friendly architecture plans (Marriott Serve360, 2024).
· Marriott has stepped up its diversity and inclusion efforts by setting a goal to have half of its leadership roles worldwide held by women by 2025 and providing support to marginalised groups through mentorship programs (Marriott International, 2024b). 

[bookmark: _Toc192113221]3.2 Impact Analysis
The effects of these modification efforts can be evaluated from perspectives:
· The implementation of advancements has led to a 30 percent decrease in check-in durations and a noticeable enhancement in guest satisfaction ratings (Marriott International, 2024c). 
· The implementation of Diversity, Equity and Inclusion (DEI) initiatives, alongside well-being programs, has led to a 15 percent rise in staff retention rates and enhanced overall job satisfaction scores in the workplace (Marriott International, 2024c). 
· Marriott has managed to cut down carbon emissions by 23% and reduce water usage by 17% starting from 2016 (Marriott International, 2024c). 
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Kotter’s 8-Step Change Model: Marriott effectively instilled a sense of urgency regarding sustainability using Kotter's step change model by forming leadership alliances and implementing changes, through workforce strategies (Kotter, 1996). 
Lewin’s Change Theory: Marriott adopted Lewin's Change Theory by addressing issues and implementing solutions before solidifying changes, through company policies and training initiatives (Kritsonis, 2005). 
Marriott continually improves its strategies, for managing change to better respond to market shifts and stay ahead in the global hospitality sector. 
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Balanced Scorecard for Marriott International’s Strategy
[image: ]
This Balanced Scorecard links Marriott’s strategic goals with measurable actions while integrating key business theories. Through refinement of its plans and actions, Marriott secures sustained profitability and maintains a leading position in the hospitality sector.
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Marriott International's strong organisational culture, people-first approach, and market-focused strategy have established it as a hospitality leader. The company's emphasis on digitalisation, sustainability, and global growth has maintained its competitive edge. However, economic volatility, changing consumer patterns, and rising competition require continuous adjustment. Although Marriott has implemented significant change initiatives successfully, continuous fine-tuning is necessary to maintain seamless innovation and operational efficiency.

[bookmark: _Toc192113225]6. Recommendations

In a bid to enhance its market share and future-proof operations, Marriott International is advised to implement the following strategic recommendations:
1. Accelerate Digital Transformation: Invest further in AI-driven personalization, blockchain-backed secure transactions, and automation to enhance customer experiences.
2. Expand Sustainability Efforts: Further efforts such as carbon footprint reduction, adoption of renewable energy, and waste management initiatives to address evolving consumer tastes.
3. Diversify Brand Offerings: Develop unique, experience-driven hospitality brands to attract younger and eco-conscious travellers.
4. Enhance Workforce Development: Enhance employee training programs and career development opportunities to maintain high retention levels and service quality.
5. Enhance Competitive Differentiation: Leverage the Marriott Bonvoy program to offer exclusive partnerships, luxury rewards, and customised travel experiences.
By applying these strategies, Marriott can continue to solidify its market leadership, create customer loyalty, and maIntain long-term profitability in the dynamic hospitality sector.
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Perspective  Strategic Objective  Key Initiative  Theoretical Framework  

Financial    Revenue Growth  through Market  Expansion  Expand into emerging markets like  China ,  the  Mi ddle East   and Africa by  2025   (Payne, 2025).  Ansoff’s   (1957)   Growth Matrix –   Market Development : Expanding  into new geographical regions.  

 Profitability  through Brand  Diversification  Introduce 30+ new brands via  acquisitions and niche brand creation   (Marriot t   International, 2025 c ) .  Ansoff’s   (1957)   Growth Matrix   –   Diversification : Expanding product  offerings to mitigate risk.  

Customer    Enhancing  Customer  Experience &  Loyalty  AI - driven smart room customisation,  digital concierge, and expansion of the  Marriott Bonvoy loyalty program ( 2 2 0 M+  members)   (Marriot t   International, 2025 c ) .  Porter’s   (19 98 )   Differentiation  Strategy : Creating unique service  offerings to drive customer loyalty.  

 Sustainability as a  Market  Differentiator  Implement zero waste strategies and  eco - friendly certifications   (Marriott  Serve360, 2024) .  Kim & Mauborgne (2005)  -   Blue  Ocean Strategy : Attracting eco - conscious trave l lers through  sustainability.  

Internal  Business  Processes    Operational  Efficiency &  Sustainability  Aim for zero carbon emissions by 2050,  integrate sustainability practices in all  locations   (Marriott Serve360, 2024) .  Porter &  Mag ret t a   (201 4 )  -   Shared  Value Strategy : Aligning business  success with social responsibility.  

Learning &  Growth    Workforce  Development &  Innovation  Invest in employee training, leadership  development,  and AI - driven operational  improvements   (Marriott In ternational,  2024c) .  Morgan & Hunt (1994)  -   Relationship Marketing Theory :  Strengthening internal capabilities for  long - term customer engagement.  
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