BMIH5004
Badrul jamal
2126642
Lecturer: Ben Chong
Management and Organisational Behaviour
Written Report
Words Count: 2170 (Approx.)


Executive Summary
This report critically analyses Marriott International, the leading hotel group for the world’s largest hotel operators. It includes analyses of Marriott’s organisational structure, culture, goals, recent change initiatives, and strategic direction using relevant management theories and evidence-based research. At the same time, it facilitates global efficiency in operations through a hybrid organisational structure with certain flexibility about local markets. It showcases its ‘Put People First’ culture to have engaging, inclusive employees and presents its ‘Put People First’ to deliver exceptional guest experiences. Growth sustainably and technological innovation are goals at corporate and property levels. In addition, digital transformation through the Bonvoy app, net zero (green) initiatives, as well as post-pandemic recovery efforts, enhance customer satisfaction and operative efficiency. The change framework used in evaluating these changes is Kotter’s change model, although scalability and consistency remain a persistent difficulty. For Marriott, that means global expansion, sustainability leadership and technological innovation. It has also advised that markets can grow in emerging markets, that sustainability practices can be improved, and that employees can be developed.
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Marriott International, one of the world’s largest hospitality companies with more than 30 leading brands and nearly 9,100 properties in 142 countries and territories give people more ways to connect, experience and expand their world (Marriott International, 2024). The company, founded in 1927, has become one of the industry’s foremost players due to acquisitions, innovative practices and solid service. Marriott has a broad matrix of brands that address a variety of market segments from the economy to the luxury travellers. Put People First is its corporate philosophy, a focus on employee engagement, guest satisfaction and sustainability (Woliba, 2024).
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Figure: The logo of Marriott International (Source: (Marriott International, 2024)
This report aims to critically evaluate Marriott International at corporate and individual hotel levels. Relevant management theories will support an analysis of the organisation's structure, culture, goals, recent change initiatives and strategy. Recommendations after the report will be made that would improve Marriott’s competitive positioning in the hospitality sector in terms of its operational and strategic future.
[bookmark: _Toc188608848]Organisation Structure, Culture, and Goals 
Organisation Structure
Marriott International uses a hybrid organisational structure comprised of functional and divisional elements to both maintain organisational efficiency and flexibility. The decision-making is centralised at the corporate level which extends to strategic planning, financial oversight, and managing the global brand (Mullins and Dossor, 2013). The corporate cover supports the functional divisions (for example, marketing, finance, and human resources) to maintain consistent policies and practises. At the same time, Marriott respects considerable autonomy and local market conditions to adapt to the local preferences of its regional offices and hotels. The structure here corresponds to Mintzberg’s organisational theory, in which Marriott shows a balance between a bureaucracy for efficiency in its core functions and an ‘adhocracy’ for innovation and responsiveness. Allowing the properties to decentralise operational control allows Marriott to control efficiently and allow guest needs to be addressed in a personalised way across various markets. This dual approach has also played a key role in providing scalability, a key component in Marriott becoming one of the world’s largest hotel companies so quickly.
Corporate Culture
The philosophy of putting people first is so deeply embedded in Marriott’s corporate culture since the company's founding day. Thus, this guiding principle places employee benefits on top of the people because engaged and motivated employees will directly improve the level of guest satisfaction (Mullins and Rees, 2023). Making it a great place to work, Marriott is recognised as a top employer globally for its focus on creating a positive work environment. And the company attempts to do that through its Global Diversity and Inclusion Council and its broad training programmes. Marriott’s success in building an underlying cohesive culture can be read in light of Hofstede’s cultural dimensions theory. Collectivism is a key focus for the company highlighting collaboration and team-type practices. It presents its sustainability initiatives and investment in employee development as a long-term orientation. Cultural adaptability is something which Marriott embraces, making sure that while keeping to its core values, Marriott understands and respects the traditions and norms of their operating regions.
Goals at the Corporate and Individual Level
Marriott’s main objective so far is to grow, be profitable, and be sustainable at the corporate level. Strategic brand expansion and acquisitions are expected from the company to continue making it one of the biggest global leaders in the hospitality industry. Examples include its acquisition of Starwood Hotels & Resorts in 2016, adding luxury brands such as St. Regis and W Hotels to its portfolio (Whitmore, 2018). Sustainability is another key corporate goal. Like a global effort to fight climate change, Marriott plans to achieve net zero carbon emissions by 2050 (Mittal, 2024). Initiatives in line with this goal include fighting food waste, eliminating single-use plastics and creating renewable energy solutions in most of its properties. Marriott’s goals at the property level are to deliver exceptional guest experiences, maximise revenue, and support local communities (Marriott International, 2024b). The objectives for each hotel are different in each hotel about its market and clientele. Locally, sustainability goals are also implemented, as hotels are called upon to participate in community-led environmental initiatives. The Marriott strategy creates a winning combination in which corporate and individual hotel goals are aligned, and the strategy promotes interdependency of the internal relationships across the company while preserving flexibility. That would allow flexibility in addressing local needs as well as the potential use of funds (Buchanan and Huczynski, 2019). This makes a great deal for Marriott as it ensures the brand identity and positions it as a global hospitality leader.
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Identified Change Initiatives
In recent years, Marriott International has undertaken several significant change initiatives to respond to market changes and establish its competitiveness. Key initiatives include:
1. Digital Transformation: Marriott leverages technology to improve and simplify the guest experience and operations (Periasamy and Dinesh, 2024). Guests can manage bookings, access their digital room keys and request services in its Bonvoy mobile app. AI-based personalization also creates personalised recommendations and experiences as per guest preferences.
2. Sustainability Commitment: Marriott has made bold pledges to reduce its emissions to zero by 2050 (Mittal, 2024). In addition to reducing food waste, phasing out single-use plastics and investing in renewable energy solutions, the company has introduced eco-friendly practices.
3. Post-Pandemic Recovery Strategies: In response to COVID-19, Marriott has put in place stringent hygiene protocols under its 'Commitment to Clean' initiative (Bharwani and Mathews, 2021), enabled flexible booking policies and changed its meeting solutions to be flexible to the changing needs of guests.
Impact of Changes
An improvement has occurred in customer engagement and operational efficiency through the digital transformation initiative (Periasamy and Dinesh, 2024). The adoption of the Bonvoy app has skyrocketed, and users love the convenience and personalised feel they get from it. Opportunities for hotels are unlocked by AI-driven insights resulting in increased satisfaction rates and increased participation in loyalty programmes (Robbins and Judge, 2017). The actions taken by Marriott to improve its sustainability initiatives have attracted environmentally conscious travellers and investors to the company's name. Marriott’s focus on reducing its investment in the environment is in line with the global trend of green practice that further improves its overall corporate resilience in an increasingly green-aware industry. As estimates of post-pandemic recovery measures suggest returning consumer confidence. Many travellers have opted to book Marriott properties based on hygiene protocols and flexibility (Patov, 2024). Additionally, the hybrid meeting solutions provide new revenue streams based on the fact that businesses are adapting to work models where they are either remote or a mixture of remote and in-person work.
Change Management Evaluation
During the pandemic, Marriott was able to effectively communicate the need for these changes and , guest safety and sustainability were a priority (Ellis, 2020). Additionally, the company offered staff the tools, resources and training to put these changes into place.  Marriott incorporated these initiatives into its core values, including on one hand sustainability and innovation, and the other hand Marriott was able to align these values to its long-term goal. But implementation of those changes is proving difficult across its global portfolio and other challenges remain. Across these, they can vary by regionality for what can be scaled or with what level of consistency, or by availability of the resources for the actual execution. It is, therefore, possible to evaluate in a timely way Marriott’s recent change initiative as showing its capacity to react and lead in a dynamic industry. In many ways, these changes have been successful, but more work is necessary to overcome challenges, and to achieve the benefits of these changes that extend over time, across the global operations of the corporation (Boddy, 2017).
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Strategic Vision
The strategic vision of Marriott International is to be a global hotel leader, creating experiences that satisfy the guests. Company strategy is driven by the requirements of growth, innovation, and sustainability to meet changing consumer demands and face global issues (Business Model Analyst, 2023). Marriott’s vision involves creating value in terms of stakeholders, including guests, employees and investors by reiterating the same brand excellence while taking a leading commitment to sustainable practices.
Long-term Objectives
Marriott’s long-term objectives include:
1. Strengthening its presence in emerging markets such as Asia, the Middle East, and Africa to capture the growing demand for hospitality services.
2. Achieving net-zero carbon emissions by 2050 and integrating sustainable practices across all properties.
3. Leveraging technology to enhance guest experiences, optimize operations, and personalize services.
4. Building an inclusive workplace culture to attract and retain talent, fostering innovation and creativity.
Strategies Implemented
· Brand Expansion and Diversification: Marriott has a multi-brand strategy to address a large category of customers from budget-conscious customers to luxury travellers(Algethami, 2016) . Marriott’s footprint has expanded with recent acquisitions such as the merger with Starwood Hotels & Resorts, and outreach to the luxury and lifestyle segments has been diversified.
· Sustainability Initiatives: The hospitality industry is now being led by Marriott in the category of sustainability with green building certifications and reduced food waste and also water and energy conservation methods. This all lines up with the UN's global environmental goals and is in tune with eco-conscious travellers.
· Technological Investments: As the market continues to become increasingly tech-driven Marriott has invested heavily in digital transformation to stay competitive. Its user-friendly mobile app, backed by a Bonvoy loyalty programme, is focused on booking, rewards and personalization. For example, a combination of AI and big data analytics improves guest experience by recommending accordingly as well as providing predictive services.
· Market Penetration in Emerging Economies: To increase its profitability in emerging markets, Marriott has gone after places in China, India and Sub-Saharan Africa (DiGregorio, 2024). At the same time, the company customizes its services for the local cultures yet remains standard for global societies, keeping the offer fitting and appealing to the market.
Analysis of Strategic Direction
Its strategy of market development includes extending to emerging markets, while its efforts in sustainability and technology correspond with product development. These strategies have Marriott as a forward-thinking leader who can adapt to change in the market dynamic. Although the strategies developed by Marriott were effective, the geopolitical risks, regulatory variability, and competition from the alternate lodging platforms have not gone away. However, these markets can have enormous growth potential through opportunities in sustainable tourism, digital innovation, and untapped markets (World Economic Forum, 2025). As a result, Marriott’s strategic direction clearly shows its intention to become a long-term growth, innovation and sustainability-oriented company. Marriott continuously modifies its strategies to follow the trends of market and customer needs, making itself a global leader that can succeed in a highly dynamic competitive hospitality environment.
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Here are some recommendations for Marriott: 
1. Strengthen Sustainability Practices: Marriott should increase its commitment to sustainability by changing the status of all properties to Circular Economy and reducing waste, recycling water and harnessing renewable energy systems. Work with global and local organisations to secure sustainable materials and introduce green technologies.
2. Enhance Digital Infrastructure: Continue investing in AI-enabled personalization and better data analytics to further enhance customer engagement and improve operational efficiency. Analyse guest preferences and tailor experiences by upgrading CRM systems will help them (Arnold et al., 2020). Mobilise leading technology firms to promote strong cybersecurity that guarantees data privacy and builds trust.
3. Expand in Emerging Markets: Capitalising on rising demand for upper upscale rooms coming from a growing middle class in emerging markets like Sub-Saharan Africa and Southeast Asia, Marriott will look to build upon its presence in these markets. The services will be tailored to the local cultural preferences and form partnerships locally with governments and local businesses to make market entry easier.
4. Foster Employee Development: Introduce global mentorship programmes and leadership development initiatives to enhance workforce training and development. Connect employees all over regions by using Marriott's internal platforms and share this knowledge externally. 
If Marriott implements these recommendations, it will be able to enhance its leadership position in the hospitality industry and will satisfy the arises needs of its global customers.
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In conclusion, Marriot International is a perfect example of a single and powerful organisation structure in the global hospitality industry with its people-centric culture and strategic orientation. Competitive edge has solidified as it’s able to adapt to changing market dynamics, invest in technological innovations and try and prioritise sustainability. Marriott’s hybrid structure and commitment to local adaptability allow Marriott to operate within global standards while responding to differences in local terms. The most recent change initiatives, such as digital transformation and the efforts in sustainability, improve customer satisfaction, operational efficiency, and brand reputation. But, challenges like heavy competition, geopolitical uncertainties and the emergence of another lodging platform are calling for innovation and agility. Addressing these challenges and following Marriott’s recommendations will allow Marriott to further build on its position as a global leader and expand sustainability efforts by deepening them, advancing digital infrastructure, and building an improved differentiated workforce. Marriott has a clear strategic direction and is focused on improving the guest experience to weather the changing world of hospitality.
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