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[bookmark: _Toc191891793]Executive Summary
Marriott International is one of the world’s leading international hospitality companies that is known for its strategic expansion, operational excellence and innovation (Marriott, 2024). Marriott has incorporated its brand portfolio and market presence by means of acquisition such as The Ritz-Carlton and Starwood Hotels & Resorts. Company structure is hybrid functional regional, this position to create the global brand consistency while being responsive to the specific markets.
Marriott’s success as a digital transformation company is led by its hands on digital change like the Marriott Bonvoy loyalty program, AI based personalisation and rocker of mobile integration (Gopal, 2024). They are technological breakthroughs that facilitate customer experience as well as ease of operation. In addition, Marriott’s efforts to reduce its carbon footprint and sustainable meetings are its commitment to environmental responsibility.
Marriott’s business model is based on growth mainly through franchising and, if it provides management contracts; this greatly facilitates the expansion while keeping the investments on the minimum. Through a nice balance between keeping a strong corporate culture as well as a changing market strategy, Marriott has high employee engagement and customer loyalty. It has taken long term decision to keep it investing in brand differentiation, customer experience and sustainability to compete in long term (Korstanje et al., 2020). In an era marked by changing consumer sensibilities and novel expectations from the hospitality industry, Marriott’s capability to adjusting to the needs and the ethos of the times strengthens it as the major player in the global hospitality scene.
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[bookmark: _Toc191891794]Overview of the Report:
Strategy is engaged through Marriott International’s acquisitions, brand expansion, and operational excellence which have cemented the company’s dominance in the hospitality sector. In 1995, the company’s acquisition of a stake in The Ritz-Carlton demonstrated capabilities of spotting growth opportunities and converting failing properties to profitable entities. Marriott’s decision to integrate The Ritz-Carlton into its extensive network increased the luxury segment of its portfolio, and benefitted from a shared reservation system and purchasing power (Skift, 2023). But Marriott has also benefited from its ability to run an efficient property using no ownership. Today, Marriott is a franchise and property management company with thousands of properties across the world. The company’s investments in digital transformation in loyalty programs like Marriott Bonvoy helped strengthen customer retention and customer loyalty (Gopal, 2024). The company’s presence around the globe and its customer focus along with its strong presence in the competitive Hospitality Industry positions it to grow and innovate continuously.
[bookmark: _Toc191891795]Aims and Objectives:
The major purpose of this study is the evaluation of Marriott International’s business model, organisation structure, and corporate culture with regard to the practices of industry. The objectives include:
1. Structural hierarchy of Marriott with reference to its impact on the operational decision making and global brand consistency.
1. Explore much about Marriott’s corporate culture and set out to judge if Marriott’s values and leadership style cultivate organisational growth or inhibition.
1. Writing review paper on Marriott’s corporate level and unit level strategic objectives, giving insight on areas of improvement or innovations.
[bookmark: _Toc191891796]The Functional-Regional Model of Marriott International
Marriott International’s success can be attributed to its functional regional hybrid structure, which is the combination of functional departments and regional management. The management of this large portfolio of properties in such a far spread manner without dampening adaptability courtesy such markets remains a breeze due to this system.
The corporate team is at the top dealing with functions like marketing, operations, finance and technology for the global. Such departments implement the standardised processes to make the brand look like one throughout the world. At the same time, Marriott segment its world business according to regional markets (the Americas, Europe, Asia-Pacific) and entrust it to a dedicated leadership team of local knowledge of the local market (Marriott International, 2022).
This maintains Marriott’s corporate policies are followed at any JW Marriott in Dubai, or at Fairfield Inn in the Texas, making local tweaks to ensure the property satisfies the needs and desires of the guest. This also improves efficiency by employing economies of scale at the corporate level and local response at the regional level.
Taken together these benefits have their downside, as reporting relationships are complex. As decision making slows down for employees, they frequently coordinate with both functional and regional managers. But this is a necessity for Marriott’s global growth, enabling it to maintain consistency while going with the flow elsewhere.
[bookmark: _Toc191891797]Organisational Structure of Marriott International
Marriott International operates with both the functional and divisional structures integrated. Corporate executives is responsible for overseeing important parts of finance, HR, marketing and IT (Marriott International, 2023). Marriott also has geographical divisional approach as its operations are split into regions like North America, Europe, Asia-Pacific among others.
One of the structures at the individual hotel level is a hierarchical structure where hotel general managers are reporting to regional leaders, while the latter are aligned with the corporate directives. This structure allows Marriott to maintain operations at their brand of consistency in their broad brand roll but yet the regional teams are able to change according to local markets conditions.
[bookmark: _Toc191891798]Corporate Culture and Its Impact on Operations
[bookmark: _Hlk191762719]The cultural structure at Marriott prioritises three elements: employee welfare enhancement and leadership support together with customer satisfaction achievement. The approach fits within Handys Person Culture model by putting employee involvement along with cooperation at the core of success (Handy, 1993).
Hyatt Hotels represents an example of competitor standards through their use of Adhocracy Culture which promotes flexibility and innovation for their business operations. Marriott retains staff and maintains customer trust through Clan Culture but this approach might slow down decision processes in competitive market conditions.
Marriott should implement Market Culture elements by concentrating on performance-driven strategies for improved market competitiveness (Kotter & Heskett, 1992). Such a change would produce an effective alignment between employee dedication and business success through performance-driven strategies to achieve operational excellence and enterprise expansion.
[bookmark: _Toc191891799]Marriott’s Progressive Approach to Sustainability in Hospitality
Leading hospitality brands have started a substantial shift towards sustainability which has become their main priority. Marriott International leads the change through strategic initiatives which focus on achieving environmental responsibility (WTTC, 2023). Marriott’s strategy encompass three essential components which include lowering carbon emissions, implementing sustainable meeting practices and increasing electric vehicle charging networks.
[bookmark: _Toc191891800]Key Sustainability Initiatives
1. Carbon Emissions Reduction Marriott operates with a goal to reach net-zero greenhouse gas emissions as the organisation aims for 2050 (Marriott International, 2024). The company advances its environmental agenda by deploying LED lighting systems and HVAC solutions with optimal settings throughout its different properties. Marriott conducts global environmental assessments to identify solar panel installation sites which will enable solar energy investment. The initiatives prove Marriott’s resolve to manage climate change and establish sustainable practices in the hotel industry.
1. Sustainable Meeting and Event Practices Marriott meets the rising business demand for green events by integrating sustainable meeting and event practices throughout its services (U.S. Green Building Council, 2022). Modern hotels enable clients to check their carbon footprints while providing sustainable selections in food and beverages together with waste-free planning options for events. Through these initiatives Marriott helps its corporate clients achieve sustainability objectives when planning events that makes Marriott their first selection for organisations focused on environmental responsibility.
[bookmark: _Toc191891801]Impact and Change Management 
Marriott receives enthusiastic appreciation for its sustainable programs from hotel visitors and corporate alliances as well as environmental groups. Marriott solved the initial obstacles in implementation by constructing strategic plans and teaming up with industry specialists for operational adjustments while addressing infrastructure expenses. Backed by its dedication to responsible business practices Marriott actively works proactively towards sustainability. Through its core strategic adoption of environmental initiatives Marriott creates an industry model for sustainable hospitality moving into the future.
[bookmark: _Toc191891802]Marriott’s Expansion Strategy and Market Penetration Approach
Marriott International executes a systematic development plan together with market penetration methods for its business expansion. Through its bold expansion strategy Marriott International developed into one of the top hotel organisations throughout the world. The company achieves business growth by using acquisitions and strategic partnerships and mergers to build its international footprint. In 2016 Marriott executed its most transformational expansion move through the Starwood Hotels & Resorts acquisition which established it as a major market player with extended brand selection (Marriott International, 2016). Marriott executed this acquisition to unite luxury brands St. Regis with The Ritz-Carlton and W Hotels along with its current hotel collection for better customer diversity capabilities. With its ongoing property expansion in Asia-Pacific and Africa along with the Middle East region, Marriott penetrates emerging markets. 
Marriott maintains its expansion approach through both franchise and management contract agreements in addition to acquisitions (Dev, 2020). Through branding licensing Marriott performs property ownership with hotels but demands strict quality criteria from its franchisees and investors who operate hotels under its name. Leasing assets and licensing brands allows Marriott to minimise financial dangers by acquiring fees from franchises and managing contracts. Through this model Marriott protects its service standards and brand reputation and spends less on actual property ownership despite managing franchisee locations. The company's hotel portfolio expansion rate has been accelerated due to these operational arrangements which now positions it as one of the world's biggest hospitality enterprises.
[bookmark: _Toc191891803]Technology Integration and Digital Transformation Strategy
The corporate strategy at Marriott includes substantial investments to digitise operations through technology unification. Through digital solutions the company optimises customer experience and operational effectiveness along with network-wide efficiency throughout its worldwide operations. The Marriott Bonvoy loyalty program stands out among its innovations as it provides automated digital services to its members. The Marriott Bonvoy loyalty program includes mobile apps with AI suggestions and individualised reward systems to draw customers and keep them loyal. By leveraging artificial intelligence and big data analytics Marriott develops predictions about customer tastes which enables customised services that build satisfaction between company and guests (Suzy, 2023). 
Marriott has dedicated investments into the digital solutions that run in the background to optimise complete business operations. The company achieves revenue management and demand forecasting учнів as well as pricing strategy improvements by combining data analytics with cloud-based systems (GlobalData, 2023). Marriott employs automation together with artificial intelligence to automate its reservation systems while managing staff and inventory which has decreased expenses and improved operational effectiveness. The adoption of these technologies helps Marriott maintain its competitive position by following its strategic vision for the upcoming decades in the digital marketplace. Marriott devotes its resources to enhancing guest experience through constant innovation aimed at hospitality services. The company operates through a customer-focused system emphasising tailored solutions and convenient service at the highest service level. The use of customer input along with data analyses helps Marriott improve its products and maintain upcoming consumer requirements. Marriott maintains strong customer loyalty because it uses individualised marketing activities with customised member rewards systems and provides custom-tailored accommodation services to guests (Renascence, 2024). The market position of Marriott remains strong through partnerships with luxury brands travel agencies and digital platforms which deliver unique travel packages and experiences to customers.  
Conclusion
Marriott International has shown sustained leadership in the hospitality sector due to strategic expansion, innovation of digital transformation, and a commitment to sustainability. The company has also expanded its reach globally through its acquisition strategy and the hybrid organisational structure allows for consistency while ensuring the market adaptability. Marriott is able to cut financial risk with franchising and management contracts while also maintaining strong brand equity.
On the whole, helps the company in the realm of digital transformation through AI powered personalisation and mobile integrations for the betterment of the guest experience and site operational efficiency (PitchGrade, 2024). And they are entirely in line with evolving consumer expectations, and with these efforts both helping to meet global sustainability goals. On the brand differentiation and customer experience innovation, Marriott’s major strength is that it will continue growing and competitive. 
[bookmark: _Toc191891804]Recommendations:
With data driven insights and walk the line between the employee engagement and performance driven approach, the company puts itself in the left foot for its long term success. Turning to the future, Marriott is still always striving to adapt to technological developments, changing consumer demands, and environmental pressures proactionary expanding, digitalising, and environmental responsible approach will be the reliable and innovative global hotel brand.
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