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[bookmark: _Toc192184587]Executive summary 
The organisational structure, culture, and strategic ambitions of Marriott International are critically evaluated in this paper. It starts with a summary of the company's hierarchical yet flexible structure, which allows uniform service standards throughout its many brands while being responsive to local market demands. The "Putting People First" attitude encourages employee involvement and influences everyday operations at every hotel, therefore strengthening brand loyalty among staff members as well as among visitors.
Recent transformation projects covered include the effective integration of new brands via a significant purchase, the acceptance of creative digital technologies to improve guest experiences, and the development of enhanced health and safety procedures. These developments have expanded Marriott's worldwide presence and shown its will to meet changing consumer demands.
Through management contracts and franchising, the company's strategic orientation emphasises continuous development of loyalty programs, and continuous sustainability initiatives. Through portfolio diversification, strengthening guest connections, and environmental stewardship reinforcement, this approach seeks to protect Marriott's market leadership.
Strengthening data analytics, expanding sustainability measures, supporting community collaborations, advancing leadership development, and thus improving crisis readiness are the main recommendations. Following these suggestions will help Marriott stay resilient, promote long-term expansion, and maintain high levels of service within the worldwide hotel scene.
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[bookmark: _Toc192184588]Introduction
Among the top hotels worldwide, Marriott International has a portfolio of well-known brands like Marriott Hotels, JW Marriott, and The Ritz-Carlton (Marriott International, 2025). Originally founded in 1927, the company has developed consistently by means of acquisitions, alliances, and market development. Today it runs more than 8,000 locations in more than 130 countries, offering luxury to extended-stay hotels among other accommodation alternatives (Boddy, 2017). Marriott International is evaluated in this paper on the corporate and hotel levels. It seeks to examine the structure, culture, and objectives of the company along with pinpointing important recent change projects and assessing their management. The discussion starts with Marriott's organisational structure, which blends combined corporate leadership with scattered regional operations. It then looks at the corporate culture of "Putting People First" and illustrates how these cultural principles flow to the local hotel level. Recent developments like digital transformation and the purchase of Starwood are assessed in terms of influence and efficiency of the applied procedures. The paper then looks at Marriott's long-term strategy orientation, with particular attention to its aims of diversification, brand development, and sustainability as well as its market orientation. It ends with suggestions for improving Marriott's market position including more investment in leadership development, more sustainability measures, and deeper data analytics and increased sustainability practices.
[bookmark: _Toc192184589]Organisation Structure, Culture, and Objectives
[bookmark: _Toc192184590]Organisation Framework
Marriott International has a hierarchical organisational model with divisions for regional management (Boddy, 2017). While regional vice presidents oversee sizable geographic areas, a CEO and senior leadership team at the corporate headquarters form overall strategy. This hierarchical structure guarantees clarity in tasks and responsibilities, in keeping with Mullins (2023), who contends that firmly defined authority lines help to enable communication and responsibility. Marriott's strategy is, in some ways a hybrid organisation, combining regional divisions with functional teams including operations, marketing, and finance (Mullins, 2019). While local hotel managers modify services to fit local market circumstances, corporate-level activities set worldwide standards and brand guidelines. Armstrong (2012), who contends that striking a balance between centralised control and local empowerment may inspire responsiveness and creativity, would find resonance in this approach. General managers in front office, food and beverage, and maintenance—among other areas—manage particular hotels' departments (Huczynski and Buchanan, 2019). By reporting operational results to the regional or corporate level, these department heads help to link local performance with the more general strategy goal. Although Marriott's system is hierarchical, local hotel managers have power over daily choices that enable them to rapidly meet client requests and market variations (Mullins and Dosser, 2013). Marriott reduces this even if hierarchical structures might be sluggish to react to dynamic situations by giving local leaders authority and using constant feedback loops (Arnold, 2020.). While enabling adaptability to many cultural and economic settings, this combined but adaptable framework promotes uniformity in service standards and brand image.
[bookmark: _Toc192184591]Business Culture
Marriott's organisational structure is based on the idea of "Putting People First," a tenet developed by its founder, J. Willard Marriott. This focus on respect, diversity, and professional development captures what Mullins (2023) defines as a "people-centric culture," hence cultivating loyalty and strong staff morale. Aiming to provide staff members with management and leadership abilities for long-term career growth, Marriott invests in staff training including via its "Voyage" Global Leadership Development program (Marriott International, 2023). Marriott supports business principles of honesty, teamwork, and quality of service (Robbins and Judge, 2017). These principles permeate everyday operational activities at the level of the individual hotels. The "Spirit to Serve" philosophy, for instance, exhorts staff members to anticipate visitor demands and quickly handle problems (Mullins and Dosser, 2013). This group approach brings together many teams under a same goal, which fits very well with Rollinson et al. (2008), who underline that strong, cohesive cultures usually enhance operational effectiveness and service results. Marriott's leaders are taught to identify and honour exceptional achievement—a tactic that fits Armstrong's (2021) perspective on performance management and motivation. Mullins (2013) claims that open lines of communication and acknowledgement help to increase employee engagement and lower turnover. Marriott's cultural consistency has also helped to boost its image; the business often ranks on lists for top places to work, which reflects strong employee job satisfaction (Marriott International, 2023).
[bookmark: _Toc192184592]Objective of the Organisation
Marriott's business objectives centre on profitable expansion, brand building, and improved stakeholder value (Mullins, 2023). Marriott wants to appeal to a variety of market segments—from low-cost budget guests to upscale luxury visitors—by acquiring and strengthening unique hotel trademarks. Such portfolio variety, according to Boddy (2017), may help to reduce risks connected to economic changes. Marriott's objectives at the individual hotel level are more operational and centred on providing exceptional guest experiences, achieving high occupancy rates, and optimising Revenue Per Available Room (RevPAR) (Mullins, 2019). Usually, financial data, brand audits, and guest satisfaction polls help each hotel gauge success. This micro-level emphasis complements the macro-level goal of bolstering Marriott's standing for dependability and quality (Armstrong, 2021). Apart from business aims, Marriott has also stated social and environmental ones. These include projects aiming at lowering carbon emissions, water preservation, and local community collaboration (Marriott International, 2023). Such corporate social responsibility (CSR) initiatives, according to Huczynski and Buchanan (2019), may increase brand loyalty and respect among many stakeholders. Marriott makes sure that both corporate and hotel-level teams regard environmental and social aims as natural components of their performance measures by including CSR initiatives into its main goals (Mullins and Dosser, 2013).
[bookmark: _Toc192184593]Recent Initiatives for Change
Acquiring Starwood Hotels & Resorts in 2016 adds well-known brands such Sheraton, St. Regis, and Westin to Marriott's portfolio, among other high-profile transformation projects. Marriott's worldwide presence was immediately enhanced and its brand offerings were varied by this significant transaction (The Guardian, 2016). Marriott has also followed a digital transformation plan, releasing new mobile applications, keyless room access, and a strengthened online booking system. These developments answer to changing customer expectations for travel booking convenience and customisation (Armstrong, 2021). Marriott also unveiled the combined "Marriott Bonvoy" reward program, which combines The Ritz-Carlton Rewards with the original Marriott Rewards and Starwood Preferred Guest (SPG). Marriott also changed visitor interaction with hotel amenities by adding stricter cleaning requirements and contactless services in response to world health issues. These projects include revised health procedures and new training courses covering all Marriott brands (Mariott International, 2023). With a larger market share thanks to the Starwood purchase, Marriott is the biggest hotel chain worldwide in terms of room count (Mullins, 2013). But this merging presented the difficulty of coordinating operational systems, business cultures, and loyalty programs. Large-scale mergers often run across integration challenges including variations in personnel attitudes and technical incompatibilities, (Marriott International, 2025). Marriott's leadership cleared these challenges by means of gradual integration strategies, cooperative task groups, open lines of communication (Adair, 2009). By providing simplified booking systems, real-time service requests, and customised promos depending on passengers' preferences, the digital revolution improved visitor satisfaction (Huczynski and Buchanan, 2019). Armstrong's (2012) thesis that service companies have to use data to satisfy changing market requirements is followed in this alignment of technology with consumer desires. Still, such digital improvements also needed staff retraining and revised data security policies. Big data initiatives, if not properly controlled, according to Rollinson et al. (2008) might overburden staff members and destroy consumer confidence should privacy be violated. As hotel teams had to choose new cleaning products, modify room turnover, and reorganise food and beverage services (Mullins, 2023), improved health procedures became a major operational change. These initiatives highlighted Marriott's dedication to safety and helped build traveler trust in uncertain times even though they needed significant expenditures in staff training and protective policies (Buchanan and Huczynski, 2007).
[bookmark: _Toc192184594]Review of Change Management
Marriott's change management strategy for the Starwood integration was methodically based on regular communication, cross-training programs, and preservation of popular Starwood branding components. This strategy reduced opposition from Starwood fans, who worried about a diluting of the brand's original character (Arnold, 2020). By means of knowledge-sharing events, leadership also helped workers on both sides of the merger to grasp the larger corporate strategy (Adair, 2009). Marriott employed pilot projects for the digital transformation to test ideas like mobile check-in and mobile key features at a few chosen hotels before more general rollout (Huczynski and Buchanan, 2019). Marriott was able to limit delays, get comments, and improve procedures by means of this planned deployment (Rollinson et al., 2008). Following Mullins (2023), separating out major changes into smaller benchmarks helps to increase employee confidence and raise the possibility of success. Marriott International, (2023) enhanced cleanliness requirements forced Marriott to spend in extra training courses and improve relationships with suppliers of sanitising materials. Marriott attracted support from staff members who realised that the new rules not only secured customers but also protected workers by matching them with their basic principle of "Putting People First," therefore preserving the firm (Mullins and Dosser, 2013.).
[bookmark: _Toc192184595]Strategic orientation
Growth, creativity, and brand diversity help to define Marriott's strategy direction (Boddy, 2017). Marriott acquired a complete portfolio of brands appealing to different client profiles by grouping Starwood under its umbrella—from business travellers looking for mid-range dependability to luxury customers wishing a high-end experience. Such portfolio variety helps Marriott to balance economic downturns in one area with more consistent performance in another (Rollinson et al., 2008). Still another pillar of Marriott's approach is customer loyalty. By combining Marriott Rewards with SPG, the Marriott Bonvoy reward program consolidated Marriott Rewards and provided flexible point redemption across brands, therefore strengthening the common customer base (Huczynski and Buchanan, 2019). In line with Robbins and Judge (2017), who underline the effect of reward systems on market competitiveness, this loyalty network strengthens Marriott's value offer and helps to retain guests. Marriott's forward-looking strategies likewise revolve mostly on sustainability and technology. Data analytics, digital platforms, and mobile applications enable the business to be agile in a cutthroat industry and customise its offers (Armstrong, 2021). Sustainable programs, like energy-saving campaigns and alliances with environmental NGOs, also represent Mullins's (2023) belief that ethical conduct strengthens long-term brand loyalty and confidence.
[bookmark: _Toc192184596]Approaches Taken to Reach Long-Term Goals
Marriott has adopted an asset-light approach, stressing management contracts and franchising over direct property ownership, therefore attaining long-term growth (Boddy, 2017). Consistent with Mullins's (2013) belief that strategic alliances and franchises enable big service organisations grow effectively, this lowers capital expenditure and distributes financial risk while maintaining brand management. To further the value of its loyalty program and cross-sell services, Marriott also forms alliances with credit card issuers, tour operators, and airlines. These alliances help Marriott to be part of the larger travel scene and inspire frequent guest involvement. Such partnerships, as Armstrong (2021) notes, increase the market presence of a firm and provide reciprocal advantages to all of the members. Often releasing yearly updates to highlight progress, Marriott International, 2023 sets quantifiable targets to reduce carbon emissions, water use, and waste. This fits Arnold (2020), who notes rising customer desire for environmentally friendly accommodation choices. Marriott wants to remain a leader in the sector by implementing creative green ideas, thereby appealing to environmentally minded guests. At last, Marriott makes investments in its employees. Initiatives for career advancement paths, mentoring programs, and leadership development attract and keep gifted employees, therefore promoting the outstanding service quality that marks Marriott's worldwide reputation (Marriott International, 2018). Maintaining uniformity throughout a large network of franchisees and managed locations depends on these efforts.
[bookmark: _Toc192184597]Conclusion
In conclusion, Marriott International's market leadership rests on its well-organised firm, strong corporate culture, and hotel-corporate objective alignment. Its hierarchical yet regionally adaptable architecture ensures brand continuity and allows hotels to satisfy local customer expectations. High employee engagement and loyalty from the "Putting People First" company culture assist maintain and improve service performance. Marriott's digital transformation and Starwood merger demonstrate its flexibility to evolving client preferences and global issues. Marriott has mainly maintained brand identity and improved customer experience via cautious change management—open communication, gradual implementation, and regular training.
[bookmark: _Toc192184598]Recommendations 
Deepening data analytics integration, supporting local partnerships, increasing leadership development, and improving crisis response infrastructure would help Marriott International become more competitive. Strengthening of current sustainability projects. By investing in sophisticated data tools Marriott would be able to identify more guest preferences and increase operational effectiveness (OECD, 2021). Strengthening sustainability initiatives like waste reduction and carbon-neutral targets would fit increasing customer demand and support Marriott's environmental dedication (Mullins, 2023). Each hotel may vary offers, enhance guest experiences, and build goodwill by working with nearby companies and community organisations (Boddy, 2017). Maintaining strong service standards, expanding leadership development programs and digital skill-building modules will equip staff members for changing market problems (Adair, 2009). Refining performance measures linked to these improvements would enable the company to monitor results and maximise resource allocation simultaneously (Rollinson et al., 2008). Last but not least, Marriott International should form fast-response teams, run frequent scenario-based exercises, and update policies to help it to properly handle developing hazards and build confidence among stakeholders. By putting these projects into effect all over the company, Marriott's competitive advantage might be strengthened, sustainable development encouraged, and strong operational procedures supported towards long-term success (Robbins and Judge, 2017).
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