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Management and Organisational Behaviour on Marriott International Hotel

I. Introduction
In today’s cutthroat hospitality scene, effective management and how an organisation behaves seem to really steal the spotlight—especially for global heavyweights like Marriott International. I mean, you can  say their famed service reputation is wrapped up with a smart (albeit a bit messy sometimes) mix of talent handling and green practices; these, in turn, help build, err, an adaptable work culture. Getting the right people in place—and keeping them happy—is seen as pretty crucial to a company’s success. It almost feels like Marriott’s own, um, competency-based methods tap human and social capital quite efficiently (cite2). Then again, tossing in some green marketing shows that their core values significantly sway how they face environmental challenges, with market needs, in a sort of unexpected twist, playing a big role (cite1). So, well, this piece is gone wander through the many facets of management and organisational behaviour at Marriott International, musing on how these bits and pieces might be what keeps them ahead in an ever-changing global market.

A. Overview of Marriott International and its significance in the hospitality industry

Marriott International Hotels  really sets a high standard in hospitality—they’s this global player that  shapes how companies run and manage their people. It all kicked off in 1927, oddly enough, when it was just a tiny nine-seat root beer stand before, well, ballooning into one of the world’s largest hotel chains, now overseeing over 7,000 properties in more than 130 countries. And it isn’t just about dominating the market; it’s more that their strategy leans on a rather clever framework of organisational behaviour mixed with a hands-on approach to human resources (even if it sometimes feels a bit overdone). I mean, remember the whole Egyptian crisis, which recent studies flagged as a case where external instability nearly derailed operational efficiency in hospitality? Marriott’s, err, rapid—and yes, occasionally clumsy—adapting tactics have managed to keep occupancy and service quality steady during those rough patches (Tur A et al., 2017)(Jaddoud et al., 2018). Honestly, it goes to show that their resilience  makes Marriott a blueprint for modern hospitality management, especially as new global challenges keep cropping up.

B. Purpose and scope of the essay, including key themes to be explored

Marriott International’s Hotels  way of handling its management and organisational behaviour isn’t exactly cut and dried—it’s more like a tangled web of corporate plans and employee vibes that sort of mesh together in unpredictable ways. I mean, honestly, you could go on about leadership styles, that whole feel of organisational culture, and even throw in corporate social responsibility—all these bits and bobs really helping run the show at Marriott, if you ask me. Sustainable practices? Yeah, they’ve suddenly become a big fuss in today’s hospitality scene, almost like the new buzzword everyone’s  chasing. And then there’s the UN Guiding Principles on Business and Human Rights—which, let’s be real, puts a lot of pressure on companies like Marriott, expecting them to, you know, actually uphold ethical principles while dabbling in sustainable tourism initiatives, a point raised in some of that recent CSR and ecotourism literature (Tepelus et al., 2008). Also, thinking about the odd mix of socio-political quirks in the UK’s hospitality world, one might wonder if there isn’t a better way for management to jive with human rights and ethical standards at nearly every level of the organisation (Goethals et al., 2016). Ultimately, in trying to lift organisational effectiveness and service quality, Marriott International seems to be on a constant quest—sort of like trying to find the perfect, but elusive, balance between business smarts and genuine care.

II. Management Practices at Marriott International

Right in the thick of this ever‐shifting hospitality scene, Marriott International kind of shows off their way of doing things – like, they’re serious about carving out a competitive edge even though the market can get pretty messy sometimes. They mix in customer feedback into everyday decisions, which, well, has proved pretty key for keeping guests happy and, err, loyal too. I mean, recent studies even point to a pretty big gap between what customers expect and the management moves hotel chains are making (Britchenko et al., 2018). And then, well, the whole cultural backdrop Marriott works in adds another twist – employee empowerment, for instance, often comes off as more about personal initiative rather than the usual stiff institutionally driven approach (especially outside the West, if you catch my drift) (Baum et al., 2012). So, when you mash up consumer insights with a sort-of locally tinged management style, it ends up—if you ask me—putting Marriott in a rather favourable place in this cut-throat global game.

A. Leadership styles employed within the organization and their impact on employee performance
Leadership at Marriott International  shapes how employees perform and the overall organisational vibe – it’s not as cut-and-dried as one might think. Mixing a bit of transformational with, err, participative leadership, creates this sort of workplace where staff feel appreciated and, well, empowered; which, honestly, bumps up job satisfaction and productivity, you know? Studies have, um, suggested that leaders leaning heavily into participation and collaboration tend to see a noticeable rise in employee motivation and commitment to company goals – especially important in the hospitality arena where, frankly, customer-focused service is key. By embracing styles that welcome open chat and feedback (and, yes, that isn’t always simple), Marriott International ends up looking like a pretty forward-thinking outfit. The idea of building a supportive environment also pops up in findings on green marketing practices, hinting that a flexible organisational culture might stir up more proactive behaviours among staff (Aguilera R V et al., 2010). Plus, attention to infrastructural support often seems to tie in positively with overall satisfaction in hospitality contexts (de Jager et al., 2015) – which sort of shows that effective leadership isn’t just about dishing out orders, but about really engaging with broader organisational behaviour strategies.

B. Strategic management approaches and their effectiveness in achieving organizational goals

Organisational strategy and getting employees on-board — yeah, they really matter when it comes to hitting those targets, especially in big outfits like Marriott International. Employees, you see, need to, well, grasp what the company’s really about; some folks call it “line of sight” (LOS), though that term can feel a bit stiff. It’s  like taking lofty goals and turning them into everyday actions, which supposedly helps staff actually add to the whole companies success (Bingham et al., 2006). Then there’s also the whole mix of executive impression management — not exactly a neat science — that seems to sway how workers view things and may tweak their alignment with those corporate values. You know, when execs share their identity through things like blogs, it sometimes crafts a more down-to-earth image; one that resonates with both the crew and even the guests, sparking a sort of unexpected cohesion and, arm motivation (McLane et al., 2012). All in all, by pairing these varied approaches, Marriott pretty much shows how a rather mixed bag of strategic management efforts can push organisational goals ahead, even if the process feels a bit all over the place sometimes.

III. Organisational Culture and Employee Engagement

At Marriott International Hotel, building a solid company culture really seems to boost employee engagement – and, I mean, that often gives overall performance as well as job satisfaction a nice little lift. Then, when you throw in some strategic CSR stuff (which, honestly, seems to be the engine behind the whole scene), it suggests—sort of—that the way employees see the company’s ethics directly shapes how involved they get. I’ve read somewhere (Chiang et al., 2010) that these kinds of initiatives end up creating a feeling of belonging and get people more in sync with the organisation’s values, which, well, bumps up job satisfaction quite a bit. Also, organisational traits—notably, ties with international chains—have been linked with more, err, proactive behaviours, like those green marketing moves (Aguilera R V et al., 2010). All in all, it  drives home the point that a culture that cares about its people and even drags them into the broader ethical picture is key for keeping engagement high and sustainable in our hospitality industry.

A. Analysis of Marriott’s corporate culture and its influence on employee satisfaction and retention

Marriott International’s corporate culture is kind of a big deal—it really shapes how staff feel about their work and whether they stick around. They build a workplace that, well, mixes inclusivity with a no-nonsense commitment to ethics, so employees end up getting pulled into their roles in a way that’s surprisingly down-to-earth. And, to be frank, this whole CSR angle isn’t just some fancy talk; it  shows how what workers think about the company’s broader cultural push can really nudge their job satisfaction, sometimes in unexpected ways. Managing how happy people feel—especially when you throw in the messy world of mergers and acquisitions—means you’ve got to reckon with every individual’s quirks woven into the organisational fabric (Daminova et al., 1999). In the end, those strategic CSR moves just seem to pop up as key drivers for lifting morale 

And, well, might even bump up retention rates, which ties a solid corporate vibe to overall effectiveness in the hotel industry (Chiang et al., 2010).

B. The role of diversity and inclusion initiatives in fostering a positive work environment

Workplace dynamics really change when you mix in diversity and inclusion – just take Marriott International for instance. These initiatives, you know, not only lift employee morale (making everyone feel a bit more appreciated regardless of their background) but also stir up engagement in a somewhat unexpected way. I’ve seen research—although I’m not 100% on the details—that a diverse social setup in work environments sort of attracts and even keeps talent around, which, in its own way, helps the team reflect the company’s values and mission (Kilson et al., 2022). Then again, inclusion practices end up empowering staff, arming them with a kind of skillset and confidence to perform well, thereby boosting service quality and customer satisfaction; and, come on, that’s absolutely crucial in hospitality (Astawa et al., 2023). Promoting such varied environments seems to spark creativity and even a pinch of innovation, leading to improved problem-solving and adaptability – qualities that are really needed in a market that’s constantly shifting. In the end, Marriott’s commitment to diversity is pretty key in forging a cohesive culture that not only addresses a range of consumer needs but also, despite a few bumps along the way, drives organisational success.

IV. Change Management and Adaptability

The hotel biz these days is just a bit of a rollercoaster – honestly, every day seems to throw you a curveball. Managing change isn’t merely a fancy idea; it’s what keeps you in the game, especially if you’re a heavyweight like Marriott International. Tackling those pesky economic slumps and all the sudden shifts in what people fancy sometimes, well, demands a kind of flexibility that isn’t always obvious – I mean, not everyone gets it, right? Research – I’m not entirely sure how solid it is, but apparently it stands up (Britchenko et al., 2018) – shows that top-notch hotels don’t just fiddle with their finances or dabble in brand tweaks; they actually listen to what their guests are grumbling about, which  builds up an organisation’s backbone. And then there’s the whole business of dealing with imbalances in management roles – something those recent studies on gender diversity in the hospitality space have been nagging about (Abassah-Oppong et al., 2020) – which, come to think of it, is pretty crucial if you want a decision-making setup that feels inclusive. So, by mixing in a smattering of different perspectives (yeah, that makes sense, I hope) Marriott might just get its change-handling stride aligned with what the market’s after, leading eventually to growth that sticks around and guests who roundly end up happier; all in all, having a proactive, sometimes messy, approach that blends hard data with a genuinely inclusive vibe seems absolutely essential if they’re to keep thriving in a market that’s rarely still.

A. Examination of Marriott’s response to industry challenges and market changes

When the market’s been rather unpredictable lately, big names like Marriott International seem to be trying out a whole mix of approaches – you know, sort of juggling strategies 
To cope with operational hiccups as well as those sudden shifts in what people fancy. They’re always, err, switching things up in order to address unexpected challenges while, frankly, also having to re‐think how they handle marketing and run their organisations. I came across a few studies – actually, several really – showing that quite a few companies, especially in hospitality ((Connell J et al., 1998)), often can’t seem to nail their positioning, and they end up missing what consumers now need. And, funnily enough, Marriott’s thrown sustainability into the mix too – making it a sort of core part of what they do – which, well, fits in with these wider environmental trends that influence how people behave when choosing services. There’s also research hinting that a firm’s values and even its leadership somehow shape the eco-friendly moves made by marketing managers ((Aguilera R V et al., 2010)). So, in a way, Marriott’s moves aren’t just about staying ahead of competitors; they seem aimed, err, at building a bit of an ethical stance into their overall business approach.

B. Strategies for managing organizational change and their implications for staff and operations

Managing organisational change at Marriott International ain’t a walk in the park – you really got to reckon with not only how the staff feels but also how day-to-day operations tick along. It’s kind of odd that the booming hospitality scene – which, I mean, is growing at breakneck speed – forces us to adapt to customers’ ever-shifting tastes and those pesky operational hiccups (RATIU MP et al.). Some folks reckon that a bit of on-the-ground, continuous training paired with genuine employee engagement smooths the transition; sure, it might build a proactive crew, even if sometimes the message gets a bit muddled. Then again, digital platforms jump in, revving up communication and giving the brand a nice boost – really, that’s crucial nowadays when online buzz can totally sway consumer choices (Kwag et al., 2017). But then, there’s the messy bit about staff resistance, often stemming from a fear of the unknown or even a touch of job insecurity, which  shows that open chat and involving everyone in decisions just can’t be skipped. At the end of the day, if Marriott gives these points some proper attention, it might not only keep operations ticking over nicely but also nurture a genuinely motivated team that could drive long-term success in this fiercely competitive market.

V. Conclusion

Marriott International’s way of managing things shows, well, a kind of messy blend of strong leadership and all that cultural diversity in a worldwide setting. They mix in different cultural insights—which, honestly, seems to have really boosted their day-to-day operations, pleasing customers and keeping employees, um, more engaged than you’d expect. Some research (Britchenko et al., 2018) even hints that while the money side of things is obviously important, weaving in consumer feedback into how the company runs is pretty much essential if you want to keep that competitive edge in the hospitality game. And, with global markets shifting so fast (it’s almost hard to keep track sometimes), Marriott’s insistence on a robust, cross-cultural way of handling stuff has shown to be a big deal. This knack for adapting not only sparks innovative ideas but also helps folks from all sorts of backgrounds work together better—creating, in a way, a peppier, more responsive organisation (Ahsan et al., 2016). In short, their never-ending quest for excellence might just serve as a sort of blueprint for other companies trying to grow sustainably amid all the ups and downs of modern commerce.
Summary of key findings and their relevance to management and organizational behaviour
Looking into how management and organisational behaviour unfolds at Marriott International, I stumbled on quite a few interesting points that, honestly, really shape things in the hospitality world. The whole idea of empowering employees – which suddenly just seems to jump out as super important, especially when you mix in all the cultural differences – is, well, a big deal. Research  shows that Western styles of empowerment are mostly driven by company agendas whereas, err, in Asia it leans more on individual merit and that personal trust between managers and their staff; it’s sort of a cultural twist (Baum et al., 2012). This quirky difference kind of tells us that organisations like Marriott might need to adjust their management ways to suit local flavours – making sure those empowerment plans actually hit home with what employees value. And, you know, these results also hint at how a trusting atmosphere can really boost engagement and even productivity (not always, but often enough). In the end, I reckon these insights are pretty key for managers trying to deal with a truly diverse team, ultimately helping the whole organisation to perform better (Center for Studies AHR, 2007).

A. Recommendations for future practices and areas for further research in the context of Marriott International

Looking at the ever-changing hospitality scene—especially when you consider Marriott International—there’s, sort of, a few intriguing ideas popping up about where things might go next. Honestly, it all seems to hinge on that messy bit of post-merger integration; I mean, earlier studies even hint that employees feeling a bit on edge can really throw a spanner in the works—so, err, keeping an eye on the organisational culture (proactively, mind you) appears pretty crucial (Fäh et al., 2017). Then there’s this whole sustainable supply chain management angle, which, in my view, Marriott ought to be chasing; aligning day-to-day operations with environmental targets and smoothing things over with suppliers—be they in lodging, transport, or what-have-you—is rather important (BSR et al., 2006). Sometimes I wonder if looking into the long-term effects of these moves, like how they end up bolstering customer satisfaction and loyalty (or even, maybe, the overall corporate rep), might reveal more than we initially expected. In short, Marriott International isn’t just tweaking its operational strategies; it’s also, well, kind of stepping up as a trailblazer in responsible hospitality, and maybe, just maybe, setting the stage for some really robust growth in the future.
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