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[bookmark: _Toc191317237]Executive Summary:
Marriott International's goals, organizational structure, culture, current change attempts, strategic direction, and areas for improvement are examined in this research. Marriott's structure and culture determine how smoothly the company functions and how engaged its business and hotel personnel are. The report then examines major transformation initiatives, their management, and their outcomes. This prompts a review into Marriott's growth and market positioning strategies. The conclusion summarizes the findings, and the recommendations section recommends ways Marriott can improve its global standing, competitiveness, and stakeholder satisfaction (Marriott International, 2023c).
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World-renowned hotel chain Marriott International. Marriott operates in over 100 countries with a variety of brands for different customers. In 1927, J. Willard and Alice S. Marriott began a tiny root beer stand. It evolved into a broad hospitality business. Today, it is lauded for its exceptional service, innovative ways to stay, and global expansion methods (Marriott International, 2023b).
This paper examines Marriott International as a whole and as individual hotels. This will be done using applicable management and organizational behaviour ideas. Marriott's corporate structure, culture, goals, and recent changes are crucial. The study examines Marriott's long-term ambitions and future prospects. The examination concludes with Marriott's options for improving in a fast-paced hospitality business.
The research evaluates Marriott's structure and culture against its goals. It will demonstrate how these factors effect daily operations and guest and employee experiences. The study's focus on how strong change management helps Marriott adapt to global market needs and events is crucial. The study combines various perspectives to give a complete picture of Marriott's company and offer practical solutions.
[bookmark: _Toc191317239]Organisational Structure, Culture, and Goals
2.1 Organizational Structure
Marriott International has multiple divisions or hybrid organizations to manage its brands. Area offices and brand management teams implement corporate leadership's broad plans, regulations, and goals. Marriott can maintain a consistent corporate strategy while allowing each hotel unit to respond to local market conditions (Marriott International, 2023a).
Marriott is unique in how centralization and decentralization function together. The corporate headquarters still makes strategic decisions including buying firms, rebranding the brand, and forging major collaborations. Operating decisions that affect daily hotel administration are generally given to individual properties or regional offices. Staffing, local marketing, and community involvement are examples (McDonald and Burton, 2015).
Marriott uses economies of scale in buying, technology, and loyalty programs due to this structural balance. It also lets the company adapt to each market's culture and guests' tastes. The method is open but standardized. Marriott maintains brand standards globally. It allows local teams to make judgments that fit their local situation (Marriott International, 2023a).
2.2 Company Culture: Marriott values honesty, service, and "putting people first" in its company culture. The company's lengthy history of internal promotion and staff training demonstrates this idea. Marriott engages employees by emphasizing career advancement. Marriott is seen by many as a long-term career with consistent professional growth and a common culture (Marriott International, 2023d).
Structured onboarding, recognition, and leadership growth plans maintain this culture. Marriott supports diversity and inclusion because a diverse workplace boosts creativity and guest satisfaction. Thus, these cultural values are more than simply nebulous aims; they are reflected in the norms and conventions staff and guests obey (Michael and Barbara, 2020).
2.3 Organizational Goals
Marriott wants to grow, earn money, differentiate itself, and be socially responsible. Marriott wants higher market share and global reach. It uses strategic partnerships, mergers, and acquisitions. Financial goals include high shareholder returns, high room income, and good profit margins. Marriott helps communities flourish and reduce its environmental effect through corporate social responsibility programs (Marriott International, 2023h).
Individual hotels aim for operational excellence, client satisfaction, and local market competitiveness. Guest happiness, average daily prices, and occupancy rates determine local success. Each site has unique sustainability and community involvement goals. These reflect Marriott's corporate philosophy but can be customized for a hotel (Marriott International, 2023e).
2.3.1 Integrating Structure, Culture, and Goals
Marriott stands apart because its structure, attitude, and aims align. Marriott's divisions allow local teams to pursue its hospitality values in their own way. The firm culture of "putting people first" and a clear brand plan maintain service standards. The consistent but flexible goal-settings ensures that every property can achieve greatness while supporting the brand (Tell, 2020).
Marriott maintains its worldwide brand personality while accommodating cultural and market diversity via this alignment. It also lets local managers set achievable goals and attempt new things without violating Marriott's strategic goals. Structure, attitude, and goals work together to ensure guest happiness and loyalty across many locations (Tell, 2020).

[bookmark: _Toc191317240]Recent Change Initiatives
3.1 Improving health and safety
Consumer expectations regarding health, hygiene, and well-being have changed the worldwide hospitality industry. Marriott tightened cleaning and hygiene regulations at all its hotels worldwide in response. The company deployed new cleaning technology, trained housekeeping personnel, offered cashless check-in via mobile apps, and redesigned high-traffic areas to reduce collisions (Abid and Tara, 2013).
These projects had several ramifications. Even though the market was challenging, Marriott maintained occupancy by improving visitor satisfaction with cleaning and safety. New rules also benefited employees, albeit some had to swiftly learn new skills and handle greater work. Marriott kept in touch, provided thorough training, and provided ample help to handle this adjustment. Workers and guests adjusted to the new regulations. Marriott became known for proactive crisis management that prioritizes guests (Abid and Tara, 2013).
3.2 Digitalization and technology
Marriott's rapid digitalization is another fascinating trend. The company introduced new features to its mobile app so visitors could check in, use digital keys to enter their rooms, and make service requests without speaking to someone. Marriott improved Bonvoy by connecting it with mobile and web platforms. This made managing consumer relationships and personalizing offers easier (Fischer, Gross, and Friedman, 2003).
Many areas benefited from these technological improvements. Digital tools speed up check-in, reduced lobby congestion, and helped the property make data-driven decisions. Marriott also collected useful guest data to better understand how people behave and what they want. The digital transition required significant investment in staff training, security, and infrastructure. Leadership gained staff and guest support by spotlighting these technological developments as part of Marriott's commitment to making things easier and delivering guests a distinctive experience (Marsh, 2020).
3.3 Starwood integration After Merger
Marriott made one of its largest changes in 2016 when it bought Starwood Hotels & Resorts. Integration and its impacts continue years after the purchase. Marriott's brands and loyal consumers expanded after the merger, but it was difficult to integrate multiple work cultures, IT systems, and operational processes (Marriott International, 2024).
Marriott had to resolve strategic disagreements in brand positioning, technology utilization, and staff engagement at the corporate level. The merger of Marriott Rewards and Starwood Preferred Guest required a full overhaul of loyalty programs and data handling. Internal stakeholders also had to agree on Marriott's "put people first" culture, which Starwood heritage staff may have misinterpreted (HB Staff, 2020).
However, Marriott's thorough change management minimized issues. Marriott avoided conflict after the merger by communicating, integrating systems gradually, and allowing staff make decisions. Marriott could touch more people worldwide, add more brands, and use economies of scale in purchasing and running its business (McDonald and Burton, 2015).
People thought Marriott's adjustments were positive, but they had some drawbacks. Better health and safety measures during global health crises improved Marriott's guest health reputation and brand loyalty. Mobile check-in, digital keys, and better loyalty app features accelerated digital transformation and data-driven personalisation, making visitors happy (Fischer, Gross, and Friedman, 2003). However, long-term workers habituated to old systems were confused and resistant to new technologies. Field workers that struggled to adapt to digital tool changes experienced stress and poor service (Li and Li, 2017). Starwood also made it harder to align company cultures, IT systems, and reward programs. Before management explained the merged loyalty rewards, former Starwood employees didn't comprehend them, and certain teams experienced issues with overlapping jobs (HB Staff, 2020). Marriott reduced these issues by training the staff, communicating well, and employing modest rollouts to allow real-time improvements.
3.4 Evaluation of Change Management Performance
Marriott is adept at change management. Communication, training, and the company's culture help employees feel participated in change. Marriott leaders test new ideas in a small set of locations before applying them across the company. This allows Marriott to quickly identify and fix issues and enhance best practices for wider use (Li and Li, 2017).
Despite these advancements, challenges remain. Technology changes quickly, which can frustrate long-term workers who like the old approach. Bigger transactions and brand mergers often scare people about job loss or corporate culture change. Marriott's open communication, strong staff support, and thorough preparation usually mitigate these issues, allowing the organization to handle major changes without compromising service quality or operations (McDonald and Burton, 2015).
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4.1 Growth and Market Entry
Marriott's strategy emphasizes expanding into new markets. This objective is reflected by its plans to create many new properties worldwide, in both metro areas and new markets. Marriott's numerous brands allow them to offer everything from budget hotels to high-end events. Making Marriott less dependent on one market or niche makes it more stable (McDonald and Burton, 2015).
Marriott also actively partners with airlines, travel technology platforms, and credit card firms to combine reward and travel incentives. The Marriott Bonvoy environment strengthens, making guests more loyal across brands. This coordinated approach boosts Marriott's brand awareness and makes it a one-stop travel store (Marriott International, 2023a).
4.2 Brand expansion
Marriott has many lifestyle, luxury, and select-service brands that distinguish its approach. Marriott offers cheap extended-stay hotels and high-end villas to attract a wide spectrum of guests. Business diversification is like multi-segmentation, where distinct brands target diverse demographic and psychographic groups (Langley and Leyson, 2013).
Marriott's long-term ambitions include staying competitive as customer tastes shift with this brand strategy. Travelers and families looking to save would prefer mid-range options. Premium alternatives offer seclusion, personalised facilities, and high-class experiences. Marriott brands are designed to retain their unique personalities and target markets to stay true to themselves and stand out (Marriott International, 2023g).
4.3 Innovation and Sustainability
Marriott prioritizes new ideas in digital technologies, loyalty programs, and guest experience design as part of its strategic strategy. Leadership sees innovation as a tool to streamline operations and differentiate Marriott's brands. Smart room technology, enhanced revenue management systems, and app-based guest services demonstrate this future-focus (Marriott International, 2023f).
Marriott also prioritizes environmental protection. The corporation has long-term ambitions to reduce its carbon footprint, manage trash, and use as little water as possible worldwide. Marriott properties adopt eco-friendly solutions to meet changing client needs. They employ energy-efficient lighting, water-saving initiatives, and local restoration products. Marriott's brand image and stakeholders' corporate responsibility needs are met by this sustainability approach (Catana and Toma, 2021).
Competitive Scene 4.4
Marriott competes with new home-sharing sites and other significant hospitality firms, like many others. Major competitors in this market are Hilton and InterContinental Hotels Group. However, new accommodation services have increased business and leisure travel rivalry (Harvard Business Review, 2002).
Marriott's large reward program, vast selection of brands, and focus on exceptional service set it apart from its competitors. The company invests heavily in social media and online booking channels to reach clients. All of these tactics help Marriott adapt to shifting client tastes and technological trends, boosting its global reputation (Law and Cheung, 2006).
4.5 Long-term goals
Marriott's long-term aims include expansion, profit, and assisting people. It focuses on acquisitions and natural growth to expand its worldwide travel and tourism market share. Marriott also improves service and personalizes to keep customers happy (Silvia, 2017).
The organization also understands the importance of resilience in a changing society. Economic cycles, trip prohibitions, and global crises affect demand. Marriott invests in risk management, diversifies its operations, and emphasizes flexible leadership at the corporate and hotel levels. Marriott stays competitive in uncertain market situations with this unified picture (Marriott International, 2023f).

[bookmark: _Toc191317242]Conclusion
Marriott International, a large hospitality firm, balances strategic goals, organizational structure, and corporate culture. Its several divisions offer global monitoring while giving groups autonomy, encouraging local response and innovation. Marriott's "people-first" attitude promotes employee engagement and visitor happiness, boosting its service reputation (Abid and Tara, 2013).
Marriott's recent health initiatives, digital transformation, and large-scale mergers demonstrate its ability to handle complex operational changes while maintaining its brand values. These programs have kept Marriott relevant in the market and helped it develop consistently, making it stronger in a changing business world (Catana and Toma, 2021).
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Competitively positioning Marriott
  6.1 Tech and staff training
 Marriott should continue digitising and train its employees. Staff will adjust with regular skill-building sessions, online training, and clear system explanations. Digital leadership teams from multiple departments should assess technology needs, gather feedback, and act promptly.   
  6.2 Sustainability Initiatives
 By becoming greener, Marriott can boost business and decrease costs. Hotels should define targets, check in monthly, and share their finest ideas to maximise resources. Working with local environmental groups and investing in green energy will satisfy consumers and respect the rules.   

  6.3 Employee Motivation and Happiness
 Spending on wellness programs like flexible scheduling, mental health support, and appreciation will keep employees and enhance happiness. Employees can voice issues and offer adjustments at frequent feedback sessions.
 6.4 Guest experience customisation
Marriott uses Bonvoy data analytics and reservation technologies to provide personalised offers that keep visitors coming back, increase revenue, and safeguard their data.  
6.5 Leadership Development
Marriott needs leadership training, rotational programs, and succession planning to stay stable and agile. Langley, Leyson (2013).These projects demonstrate Marriott's commitment to innovation, staff satisfaction, and guest satisfaction. It will help the organisation succeed in the fast-paced hospitality industry. 
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