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Executive Summary
The objective of this report is to undertake a critical evaluation of Marriott International at both corporate and individual hotel levels regarding organization structure, corporate culture, strategic goals and recent change initiatives. It looks at how Marriott’s leadership and business strategies support its market position and overall long-term objective. The analysis combines theory and evidence-based insights that bear on the competitive position of the company within the hospitality industry. The report also examines the role of Marriott’s corporate culture on employee engagement and service quality. It also discusses key challenges and opportunities in the changing business environment. The findings are then used to develop the strategic recommendation for increasing operational efficiency, customer satisfaction, and overall business performance. Proposed recommendations will help Marriott to maintain its market leadership and market adaptability in a dynamic global market. This evaluation provides a detailed overview of Marriott International’s current standing and possible growth areas.
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Figure 1: Logo of Marriott International (Source: Marriott International)
Marriott International has over 9,100 properties spanning in more than 142 countries and is one of the largest and influential hotel chains globally (Marriott International, 2025). The company was founded by J. Willard and Alice Marriott in 1927. It has become a global hospitality leader with a family of brands including The Ritz-Carlton, Sheraton, Westin and Courtyard by Marriott. Marriott is successful because it puts the emphasis on the exceptional customer service, innovation in technology as well as their sustainability initiatives. It operates on a franchising and management model, which allows it to achieve brand consistency while still growing rapidly. Marriott Bonvoy, its loyalty program, has over 196 million members worldwide and plays a key role in customer retention (Statista, 2024). In addition to that, Marriott also places great importance on the corporate social responsibility, focusing on environmental sustainability, diversity, and community engagement. The objective of this report is to analyse the organization structure, corporate culture, strategic direction and the most recent change initiatives of Marriott International. The report uses relevant management and organisational behaviour theories to explain the company's operations and possible future growth.
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[bookmark: _Toc189700135]2.1 Organisational Structure, Culture, and Goals of Marriott International
Any organisation will succeed only if it has a strong corporate culture, a well-defined organisational structure, and clear goals. Culture influences employee motivation and customer service and the structure determines decision making process and operational efficiency (Mullins, 2023). Organisational goals give direction and ensure long-term growth. Marriott International’s culture, goals and structure impact largely its status as a global hospitality leader.
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The structure of an organisation is the hierarchy, the decision-making processes and the communication flow through the organisation. According to Boddy (2017), a good structure helps the organisation to become operationally efficient, has clear responsibility and is flexible to adjust in a changing market. Marriott is a large multinational company and needs a structure that can simultaneously balance corporate control with considerable flexibility at the geographic and property levels.
Marriott International operates under divisional organisational structure segmented by geographic region and brand segments. Its decentralised model allows it to efficiently manage its global business but maintain flexibility at the property level. The company is segmented into regions including the Americas, Europe and Asia-Pacific which are led by regional executives who control operations within each region. Marriott’s brand portfolio is divided into luxury (The Ritz Carlton, St. Regis), premium (Sheraton, Westin), and select service (Courtyard by Marriott, Fairfield Inn) (Marriott International, 2025). This structure fits in with Mintzberg’s organisational configurations, the divisionalised form, where each unit can strategize autonomously and maintain overall corporate cohesiveness (Lunenburg, 2017). Marriott’s structure also stems from a franchising and management contract model, which permits local hotel owners to own properties with Marriott standards while following the brand. While scalable, such a model also poses challenges as it must maintain consistent service quality across various regions.
[bookmark: _Toc189700137]2.1.2 Corporate Culture
Organisational culture forms how an organisation is recognised and how its employees behave and make decisions. According to Smircich (2017), a positive and strong culture will drive employee engagement, customer satisfaction, and overall business performance. Corporate culture is one of Marriott’s key factors in their reputation as a top employer and a trusted hospitality brand.
Marriott International’s corporate culture is deeply rooted in its core values:
· Put People First: Employees are considered the company’s most valuable asset, and Marriott fosters a strong culture of employee satisfaction and career development (Marriott International, 2025).
· Pursue Excellence: A commitment to high service standards, continuous improvement, and innovation.
· Embrace Change: Adaptability to new market trends and customer expectations.
· Act with Integrity: Ethical business practices and transparency.
· Serve the World: A focus on sustainability, community service, and diversity.
Hofstede’s Cultural Dimensions Theory fits well into Marriott’s culture of strong long-term orientation and high collectivism (Żemojtel-Piotrowska and Piotrowski, 2023). The initiatives undertaken by the company promote an inclusive and diverse workforce based on equity and belonging. Marriott’s people first culture is shown in its TakeCare Wellbeing Program which aims at taking care of Marriott’s employee health, career growth and stability (Kanner, 2024). Marriott’s strategic choice to focus on its people is supported by research proving that companies with a strong, employee-centric culture generally enjoy higher customer satisfaction and brand loyalty.
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Organisational goals guide the mission and vision of a company. They assist in coordinating efforts in different parts of the organisation to accelerate efficiency and ensure growth. Marriott’s corporate and individual hotel goal is for expansion, customer satisfaction, and sustainability.
At the corporate level, Marriott aims to achieve:
· Global Expansion: Strengthening its presence in emerging markets such as Africa and Southeast Asia.
· Revenue Growth: Increasing profitability through brand differentiation and loyalty programs (Marriott International, 2024).
· Sustainability Leadership: Reducing carbon emissions and enhancing eco-friendly practices.
At the individual hotel level, Marriott’s goals focus on:
· Customer Satisfaction: Enhancing guest experiences through personalised services (Marriott International, 2025).
· Operational Efficiency: Implementing technology-driven solutions to streamline processes.
· Brand Consistency: Ensuring uniform service standards across all properties.
The company uses SMART (specific, measurable, achievable, relevant, time bound) goals, so that every goal is specific and trackable. Marriott’s ESG (Environmental, Social, and Governance) framework sets out the company’s goals, in sustainability and ethical conduct, to guide its actions.
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Organisations must change to compete and meet changing market demands. Marriott International must keep up with technological advancements, economic shifts and consumer tastes so it must change all the time. According to Hanelt et al. (2021), change initiatives that are effective can help the business be resilient, customer satisfied and keep it successful in the long run. Recently, Marriott has made several strategic changes aimed at boosting the hotel chain’s digital capabilities, promoting sustainability, and recovery from the COVID-19 pandemic.
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In order to revitalize its position in the global hospitality industry, Marriott has made many changes. Some of them include:
Digital Transformation: Marriott has invested significantly in digital technology aimed at improving customers’ experience and automating its internal operations. As a result, the company was able to improve its mobile app, introduce AI driven personalisation, use contactless check ins and digital room keys. Such initiatives are also in tune with consumers’ changed tastes in relation to convenience and efficiency (Verhoef et al., 2021).
Sustainability Programs: Marriott has promised to follow ambitious sustainability goals to meet rising environmental concerns. In response, to reduce carbon emissions, minimize food waste and increase water conservation efforts, the company developed Serve 360: Doing Good in Every Direction (Marriott International, 2025). Marriott has also implemented eco-friendly construction practices and renewable energy uses.
Post-Pandemic Recovery Strategies: The COVID-19 pandemic disrupted the hospitality industry and reduced its operations affecting its revenue negatively. And Marriott responded by releasing new health and safety protocols, flexible booking policies and costs cuts measures. The company launched its Commitment to Clean program to raise sanitation standards, contactless services, and employee safety (Marriott International, 2020).
Diversity, Equity, and Inclusion (DEI) Initiatives: Marriott’s diversity, equity and inclusion efforts include focused hiring practices, leadership development programs and partnering with minority owned businesses (Marriott International, 2025). It is an example of the company’s long-term goal to make its corporate culture more inclusive.
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These initiatives have been significant but challenging.
Operational Efficiency: Digital transformation has increased operational inefficiencies through automated processes, reduced wait time for customers and various other similar elements. However, some franchisees find the price of new technologies difficult (Kraus et al., 2021).
Customer Experience: Advances in mobile technology and artificial intelligence-based personalization improve the customer experience. Contactless services also increased convenience and safety.
Sustainability Metrics: Marriott has related progress in lowering its environmental footprint. For example, energy saving lighting, waste reduction programs, and sourcing programs have been adopted by many hotels. However, accomplishing global sustainability targets is not easy, as there are no consistent regulations and infrastructure across regions (Schaltegger et al., 2016).
Financial Performance: Marriott has recovered financially from the post-pandemic recovery efforts but still faces the risk due to varying demands for travel as well as the uncertainty of the economies.
Employee Engagement: DEI initiatives have positively affected employee retention and engagement. However, some challenges remain in achieving equality of representation across leadership positions (Robbins and Judge, 2017).
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Kotter’s Change Management Model can help to evaluate Marriott’s change initiatives by identifying eight steps to implementing successful organisational change (Pollack and Pollack, 2015).
· Creating Urgency: Marriott has successfully identified the need for digital transformation, sustainability and post pandemic recovery.
· Forming a Powerful Coalition: The leadership team has formed a powerful coalition to drive these initiatives.
· Developing a Vision for Change: Serve 360 and Commitment to Clean have made clear the goals the company wants to achieve.
· Communicating the Vision: Marriott communicates the vision through employee training, stakeholder meetings and customer outreach channels.
· Removing Obstacles: Investments in technology and training have helped franchisees and employees adapt to changes.
· Creating Short-Term Wins: Early successes such as increased app usage and reduced energy consumption validate the initiatives.
· Building on Change: Continuous improvements and expansion of digital services indicate Marriott’s commitment to long-term change.
· Anchoring Changes in Corporate Culture: While progress has been made, Marriott must further institutionalise these changes to ensure consistency across its global operations.
Marriott’s recent change initiatives show a proactive management to industry challenges. Although these efforts have brought good results, the company has to continue developing its strategies to reach long term success.
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Strategic direction includes an organisation’s long-term vision and the way to achieve sustainable growth and competitive advantage. Incorporating a well-planned strategy helps an organization stay aligned to corporate goals, market shifts and the customers' wants and needs (Mullins and Dosser, 2013). Strategic direction is key for a global hospitality giant like Marriott International to stay competitive, changing with the market needs and with new technologies.
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The long-term objectives for Marriott are global expansion, digital transformation, sustainability, customer experience enhancement. Looking to solidify its leadership in North America and Europe, the company seeks to expand in high growth markets like Asia and Africa. As part of the effort to create an amazing guest experience, Marriott is also heavily investing in upgrading technology, such as AI powered personalisation and automation. Sustainability also remains a top priority, with a goal to net zero by 2050 (Marriott International, 2025). These objectives are consistent with Marriott’s vision for sustainable profitability and responsible business practices.
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Marriott employs several growth strategies to achieve its objectives:
Market Expansion: Marriott is expanding its global footprint through strategic acquisitions and partnerships. Starwood Hotel acquisition of 2016 significantly strengthened the company's brand portfolio (Whitmore, 2021).
Brand Differentiation: Unlike many other hotel companies, Marriott provides a diverse set of hotel brands to meet different travellers’ needs (The Ritz-Carlton, St. Regis for the luxury class, and Fairfield Inn, Courtyard by Marriott for the budget seekers) (Barreto and Mayya, 2022).
Loyalty Programs & Digital Innovation: The Marriott Bonvoy loyalty program, with over 196 million members, plays a crucial role in customer retention. Investments in mobile technology and AI driven services elevate guest interaction and personalisation.
Sustainability: Marriott fundamentally incorporates environmental and social responsibility into its growth strategy through sustainability and maintains global regulations.
Marriott’s journey towards its strategic direction is a commitment to the organization’s growth, innovation and resilience in the competitive hospitality sector.
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[bookmark: _Toc189700147]3.1 Conclusion
Marriott International’s success is based on a strong organisational structure, people focused corporate culture, and well-defined strategic objectives. Its global network is managed in an efficient way through its divisional structure, and its culture is based around employee wellbeing and service excellence. To keep the business resilient in a changing hospitality landscape, the company is focused on sustainability, digital transformation, and global expansion. Digital enhancements, sustainability programs and post-pandemic recovery efforts have put Marriott in a strong position for further growth. But there are still issues maintaining brand consistency between franchises and with emerging technology.
[bookmark: _Toc189700148]3.2 Recommendations
Marriott should strengthen its position in the market by expanding artificial intelligence driven customer service tools and contactless solutions to help increase operational efficiency. Also, the company needs to accelerate its sustainability efforts to reduce carbon and design eco hotels that comply with global environmental standards. Further growth can be driven through strategic partnerships and localized service offerings as the business expands into emerging markets such as Africa and Southeast Asia. Moreover, Marriott must strengthen its change management practices by providing continuous employee training as well as feedback mechanisms to facilitate company’s smooth adaptation to new technologies and policies. Marriott’s competitive edge will be sustained while encouraging customer loyalty and operational excellence through these recommendations.
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