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[bookmark: _Toc192060572]Executive Summary
Marriott International is a leading global hospitality company, and this report scrutinizes its business operations, financial performance, and stricture direction. Marriott's large portfolio, including over 8,000 properties in 139 countries, signifies it is a force to be reckoned with in the hotel industry. Marriot's strong financial performance is a key finding, and consistent success in revenues of the minute is attributed to brand diversification, customer loyalty programs and technological advancement. However, it had challenges due to increasing competition, economic uncertainty, and sustainability issues, which affected its long-term strategy. The strengths of Marriott, including its extensive brand portfolio and operational efficiency, are evaluated against weaknesses such as reliance on franchise models and the potential vulnerabilities in economic downturns, and this is done through critical analysis. Opportunities in digital transformation and sustainable hospitality are also discussed. The paper considers improvements to sustainability initiatives, the application of AI to deliver personalized guest experiences and the potential to grow into emerging markets. Secondly, strengthening cybersecurity and data protection is another issue that must be addressed to maintain customer trust and achieve competitiveness.
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[bookmark: _Toc192060573]1. Introduction
Marriott International is a well-established hospitality company with a rich variety of hotels as well as resorts for its clients. It began in 1927 as a root beer stand in Washington, D.C., and was not directly in the hotel business until it entered it in 1957 with the establishment of Twin Bridges Marriott. At present, Marriott is managing more than eight thousand hotels in one hundred thirty-nine countries and regions. Marriott is a full-service, upscale, and select-service hotel operation that affects the loyalty program Bonvoy, which has over 180 million members. This paper assesses Marriott at the corporate level and at chain/individual hotels to ascertain its organizational structure, corporate culture, strategic plan and change initiatives. It describes how Marriott proactively navigates the defined market trends towards digitization, sustainability, and rivalry in the hospitality industry.
[image: Marriott International Reports Fourth Quarter and Full Year 2024 Results]
Figure 1 Marriott International (Marriott International, Inc, 2025)
[bookmark: _Toc192060574]2. Organization Structure, Culture, and Goals
[bookmark: _Toc192060575]2.1 Organizational Structure
Marriott International is then run under a hierarchical organizational structure as part of its global operations. Corporate leadership creates strategic objectives, while regional and property-level management executes operational production (Marriott International, 2025). This structure makes the organization more efficient by clearly and definably defining roles and responsibilities across different levels of the organization, which promotes the effectiveness of decision-making and, in turn, of the operation itself (Marriott International, 2018).
The corporate level of Marriott organization strategies includes the selection of important transactions and brands by CEOs and the executive board. At the same time, regional managers implement the operational level following policies selected at the corporate level for their areas. Individual hotel employees are usually responsible for managing the hotel. Effective corporate governance is accompanied by transparency and accountability; regional decision-making minimizes the negative impact of hierarchical organization when responding to the market since it may cause some delays (Araújo, Alves, and Romero, 2023).
[bookmark: _Toc192060576]2.2 Corporate Culture and Its Influence on Operations
The core values of Marriott International's culture are "Put People First," "Seeking Excellence," and "Act with Integrity" (Marriott International, 2015). These values have contributed to Marriott International's reputation as an employee-friendly organization by creating a culture that is customer service-driven, employee-centred, and ethical.
[bookmark: _Toc192060577]2.3 Schein’s Cultural Model to Marriott International

Figure 2 Schein’s Cultural Model to Marriott International
The culture at Marriott encourages employees to improve performance and rationalizes satisfaction, loyalty, and the strength of teamwork, inclusiveness, and long-term orientation (Ghumiem et al., 2023). Ethical issues, diversity, and corporate social responsibility, such as reducing the carbon footprint and designing eco-friendly products, are in line with the company's overall sustainable business development (Bolat and Korkmaz, 2021).
[bookmark: _Toc192060578]2.3 Organizational Goals at the Corporate and Hotel Level
Marriott International has short-term and long-term strategic goals, the latter of which is progressive in nature and aligned with the corporate vision and operational performance.
Table 1 Organizational Goals at the Corporate and Hotel Level
	Category
	Goals / Metrics
	Reference

	Short-Term Goals
	Enhancing customer satisfaction through improved service offerings
	Lee et al., 2021

	
	Increasing digital transformation, such as AI-powered chatbots for guest services
	Gunawan, Putri, and Meidia, 2020

	
	Expanding loyalty programs to boost customer retention and repeat bookings
	Marriott International, 2025

	Long-Term Goals
	Achieving sustainability targets, including carbon neutrality by 2050
	Marriott International, 2018

	
	Expanding global presence, particularly in emerging markets
	Marriott International, Inc., 2025

	
	Strengthening technological integration to improve operational efficiency
	Truong et al., 2020

	Key Performance Indicators (KPIs)
	Customer Satisfaction Index (CSI): Evaluates guest experiences through feedback and reviews
	Khanna and Sharma, 2023

	
	Employee Engagement Scores: Tracks workforce satisfaction and productivity
	Mihai, Birchi, and Cojoacă, 2024

	
	Revenue per Available Room (RevPAR): Measures financial performance per room
	Gregory et al., 2023



Marriott uses training programs, performance incentives, quality assurance measures, and other means to ensure that individual hotel operations conform to corporate objectives. Because hotels need to follow brand standards and be flexible in their approach to the local markets (Wangsa et al., 2024), they face challenges in this business. This balance allows Marriott to have a consistent brand identity while meeting local customer needs (Ma, Li, and Tong, 2022).
Overall, Marriott International's leadership, culture, and goal-setting are structured and successful, contributing to its sustained success in the global hospitality industry. Marriott has effectively integrated strong corporate governance, a well-drawn-out cultural framework, and measurable objectives to set industry benchmarks for service excellence and business performance.
[bookmark: _Toc192060579]3. Recent Change Initiatives
[bookmark: _Toc192060580]3.1 Key Change Initiatives
During the past decade, Marriott International has increasingly made strategic changes that allow it to enhance its global strength and operational effectiveness. They have remodelled the company's positioning in the market and improved customer engagement.
Marriott International’s acquisition of Starwood Hotels and Resorts: Marriott's acquisitions of Starwood Hotels and Resorts increased its portfolio to more than 30 brands, making it the world's greatest hotel brand (Marriott International, 2018). Marriott's move into competition was also made possible with this integration; at the same time, this integration has brought new challenges to the integration of the Starwood workforce. To do this, Marriott then united the Starwood Preferred Guest (SPG) with its Bonvoy loyalty program for customers and brand loyalty (Lee et al., 2021).
Marriott Digital Transformation and AI Integration: To provide an efficient and comfortable guest experience, Marriott has deployed AI-powered chatbots to reduce waiting time and speedy check-in systems (Gunawan, Putri, and Meidia 2020). The company also integrated AI-driven dynamic pricing for revenue management. For instance, Hilton's AI-based pricing policies (Marković et al., 2020) and Marriott's AI-built booking system recommend guests with personalized suggestions.
Reduction in Marriott's Environmental Impact: Marriott has undertaken to minimize its effects on the environment by eliminating single-use plastics and boosting energy efficiency in all Marriott properties (Ma et al., 2022). In the case of The Ritz-Carlton, Geneva, for instance, the company has used LEED-certified hotel designs and smart energy systems to significantly cut down on carbon emissions. Accor's Planet 21 sustainability program (Silva et al., 2024) also fits Marriott's goal of becoming carbon neutral by 2050.
Reaching into Emerging Markets: Marriott has proactively entered high-growth territories such as the Middle East, Africa, and the Asia Pacific (Marriott International, Inc., 2025). In 2023, Marriott opened more than 100 new hotels in China to boost its luxury and business travel presence. This type of expansion strategy dovetails with Marriott's demand to boost its global market share and take pressure off of revenues in North America.
Enhancing Customer Loyalty Programs: In 2019, Marriott combined AI-derived insights to personalize the guest experience and created the Bonvoy loyalty program (Lee et al., 2021). Bonvoy offers another opportunity: customers can earn and redeem points through the entire portfolio of brands within the brand. This has truly boosted Marriott's loyalty membership to 180 million worldwide (Marriott International, 2025).
[bookmark: _Toc192060581]3.2 Impact of These Changes	
Employees and organizational customer service improved upon Marriott's acquisition of Starwood; this helped improve brand awareness but threatened cultural transformation (Ghumiem et al., 2023). Technological advancement enhanced the procedure, aiding Bonvoy's membership and retention. Promoting sustainability was favourable to brand image and decreased housekeeping expenses, which consumers with an interest in sustainability would appreciate (Khanna & Sharma, 2023).
[bookmark: _Toc192060582]3.3 Change Management Evaluation
Marriott's change initiatives are consistent with key change management theories, such as Kotter's 8-Step Model (seeking urgency, vision, and stakeholder buy-in) (Buick, 2023). The company's strategic acquisitions and digital shifts depict Kotter's principle of short-term wins to long-term transformation. Despite these challenges, Lewin's Change Theory presents difficulties in unfreezing and refreezing new organizational structures as outlined in his work (Hameli, 2024), particularly in cultural integration and adapting to new staff, as seen in this work.
[bookmark: _Toc192060583]4. Strategic Direction
[bookmark: _Toc192060584]4.1 Strategic Vision and Long-Term Goals

Figure 3 Strategic Vision and Long-Term Goals
[bookmark: _Toc192060585]4.2 Strategies for Achieving Long-Term Objectives
Marriott has adopted a multi-dimensional approach to its long-term objectives. The company uses AI and data analytics to personalize guest experiences, optimize prices, and improve operational efficiency (Marković et al., 2020). For example, Marriott manages to integrate sustainability projects of eco-friendly construction in eco-efficient hotels that contribute to global sustainability targets (Silva et al., 2024). Brand storytelling, digital engagement, and investor marketing are prioritized by the company's marketing strategy, which is outlined in partnership with airlines and travel platforms (Truong et al., 2020).

Figure 4 Strategies for Achieving Long-Term Objectives
Technology, sustainability, and strategic partnerships achieve Marriott's long-term industry leadership and customer satisfaction. Top of FormBottom of Form
[bookmark: _Toc192060586]5. Conclusion
To the executive leadership team to foster strategic relationships with the real estate investors focusing on areas like the Asia-Pacific and Middle-East that are expensive real estate markets. Looking at the activities that Hilton has achieved, best practices on how Marriott can also successfully duplicate asset-light growth can be identified. Over the next five years, this Model should be implemented to gradually decrease capital intensity and raise the ratio of returns on investment (Yiannaku, 2024). These are some of the ways through which Marriott can be in a position to improve its operations, creating customer satisfaction and long-term strategic change within the hospitality industry.
[bookmark: _Toc192060587]6. Recommendations
[bookmark: _Toc192060588]6.1 Enhancing Digital Transformation and AI Integration
To enhance the ways through which it enhances the guests' satisfaction and productivity, Marriott should consider an increase in the utilization of the new generation of technologies based on artificial intelligence, for instance, chatbots, check-in by voice, and predictive analysis (Gunawan et al., 2020; Marković et al., 2020). Front desk services may be made more efficient, accelerated response time, and personalized services will be provided for guests through AI.
Implementation: This is a crucial area where Marriott should ensure that its technology and operations market with AI solutions providers in the development and testing processes. It may be initially deployed in areas where demand is high, such as metropolitan hotels and airports, with the expansion into other regions to occur within three years. To grow, investments should be devoted to further developing the Bonvoy app alongside AI recommendations, as in the case of Hilton companies (Truong et al., 2020).
[bookmark: _Toc192060589]6.2 Strengthening Sustainability Commitments
Marriott must make sustainability a business imperative by adopting new concepts in renewable energy, green building, and waste management. Sustainable practices go beyond merely meeting legal obligations and furthering the business's image while triggering a positive response from consumers who relate to sustainability (Wangsa et al., 2024; Ma et al., 2022).
Implementation: The fourth recommendation is to ask property managers and environmental agencies for assistance in installing energy-efficient technologies. They suggested that all new buildings utilize solar panels, water-saving devices and equipment, and environmentally friendly materials. Marriott can embrace such green certifications as Accor's Planet 21 as a sign of the company's sustainability efforts (Silva et al., 2024).
[bookmark: _Toc192060590]6.3 Improving Organizational and Employee Engagement
A strong corporate culture and engaged workforce increase service quality and employee retention. Specifically, leadership development should be improved, organizational communication should be improved and promoted, and the company must embrace diversity and inclusion (Ghumiem et al., 2023; Hameli, 2024).
Implementation: Human resources should encourage the organisation to use digital engagement platforms and establish a mentorship program to develop leadership. Therefore, it is strongly recommended that Marriott should arrange career advancement and workplace wellness training seminars at least once a year. Adopting the Ritz-Carlton Gold Standards option for the training of employees enables one to align service excellence with that of the corporate culture (Mugo & Namusonge, 2023).
[bookmark: _Toc192060591]6.4 Expanding Personalization and Customer Loyalty Strategies
Whenever a guest is treated as a unique individual, he or she becomes more loyal to that establishment. Marriott needs to improve the current form of its loyalty program by incorporating and integrating artificial intelligence and data analysis to increase the chances of advancing the promotion of the loyalty program by offering an excellent digital experience to its guests (Lee et al., 2021).
Implementation: The marketing and data analytics departments should implement AI into the Bonvoy app by providing customers with tailored tips and bonuses. Marriott should compare its program with Amazon's and Hilton's personalised programs. Thus, an effort will be made to constantly update the Model based on user feedback (Khanna & Sharma, 2023).
[bookmark: _Toc192060592]6.5 Adopting a More Flexible Business Model
[bookmark: _Hlk192060242]This organizational change may help enhance strategic financial management and operating profit and decrease operational threats. Marriott should concentrate more on franchise and management companies than owning many physical properties (Kitsios & Grigoroudis, 2020).
Implementation: Marriott should seek to partner with more real estate investors in expensive geographies such as Asia-Pacific and the Middle East. After evaluating Hilton's asset-light Model, Marriott can implement the approach for five years to successfully implement minimal capital investment and improve ROI and operation (Yenigu, 2024).
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Commitment to Innovation: Marriott prioritizes technological advancements, particularly AI-driven service improvements, to enhance customer experiences and streamline operations (Marriott International, 2025).


Customer-Centric Approach: The company focuses on expanding guest loyalty programs, such as Bonvoy, to drive retention and engagement through personalized rewards and experiences (Mihai et al., 2024).


Sustainability Leadership: Marriott aims to achieve carbon neutrality by 2050, integrating eco-friendly construction, energy-efficient operations, and sustainable tourism initiatives into its long-term strategy (Marriott International, 2018).


Global Market Expansion: Targeting emerging markets, Marriott seeks to strengthen its presence in Asia-Pacific, the Middle East, and Africa, ensuring diversified revenue streams and competitive positioning (Marriott International, Inc., 2025).



Technology and AI Integration:


AI-powered personalization enhances customer service, optimizing pricing and operational efficiency (Marković et al., 2020).


Chatbots and automated check-in systems improve efficiency and guest satisfaction (Gunawan, Putri, and Meidia, 2020).


Sustainability and Corporate Social Responsibility (CSR):


Marriott implements green initiatives such as energy-efficient hotel designs, water conservation systems, and plastic reduction programs (Silva et al., 2024).


The company follows responsible sourcing policies, similar to Accor’s Planet 21 program, ensuring ethical supply chain management (Ma et al., 2022).


Marketing and Branding Strategies:


Marriott focuses on digital engagement through targeted brand storytelling and social media campaigns (Truong et al., 2020).


Strategic partnerships with airlines and travel platforms strengthen loyalty programs and cross-industry customer acquisition (Lee et al., 2021).



Artifacts: Marriott’s artifacts are reflected in its hotel design, customer service policies, and strong brand identity. The company maintains a consistent visual aesthetic across its properties, with luxury and premium hotel designs catering to different market segments. Customer service is highly standardized, ensuring a seamless experience across locations. Additionally, Marriott’s Bonvoy loyalty program serves as a visible cultural artifact, reinforcing customer engagement and brand loyalty (Hameli, 2024).


Espoused Values: Marriott publicly promotes inclusivity, sustainability, and guest satisfaction as core values. These values are embedded in corporate policies, such as its diversity and inclusion programs and environmental sustainability initiatives. Marriott’s commitment to reducing its carbon footprint and supporting local communities highlights its long-term vision for responsible hospitality (Hameli, 2024).


Basic Assumptions: Marriott’s deeply embedded beliefs revolve around hospitality excellence and employee empowerment. The company fosters a culture of putting people first, ensuring that both employees and guests feel valued. Marriott’s emphasis on career growth and internal promotions reflects its belief in long-term employee development as a key driver of service quality and customer satisfaction (Hameli, 2024).
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