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Executive summary
This report critically assesses Marriott International’s organizational structure, corporate culture, strategy, and past change initiatives. Marriott’s structure is decentralized, matrix in nature and strikes a balance between global consistency and local adaptability. Schein’s Organizational Culture Model and Hofstede’s Cultural Dimensions seem fit in its corporate culture that depends on an engaged worker and satisfied customers.
Current change efforts include roll out of sustainability efforts under the “Serve 360” strategy, digital transformation via AI and automation, post pandemic structural changes, diversity and inclusion programs, and stepping into the all-inclusive market. However, these changes have improved brand status, business efficiency and market competitiveness, but also have confronted them with downsizing campaigns for the workforce.
Marriott has strategically focused on expanding globally, innovating in technology, sustainability, and customer loyalty by adopting an asset light model and leveraging AI to increase the guest experience. It has used these change management frameworks such as Kotter’s and Lewin’s models to transform these efforts effectively.
Finally, the report makes recommendations as to how Marriott could further strengthen its market position in the current environment, through further investment in digitalization, improving its sustainability initiatives, and refining its workforce management strategies.
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[bookmark: _Toc191893158]1. Introduction
Marriott International is one of the largest and most influential hotel chains in the world with approximately 8,000 properties in 139 countries. J. Willard Marriott, started the company in 1927, and the company is now a global hospitality leader with 30 unique brands including luxury names such as The Ritz-Carlton and St. Regis, premium names like Sheraton and Westin, and budget friendly names like Courtyard and Fairfield Inn (Chen, 2025). Innovation, customer satisfaction, and sustainability are the three words associated with Marriott’s leadership in the hospitality industry, a leadership it has taken seriously and has grittily been working at (Eschenbrenner et al., 2023).
This report critically evaluates and assesses Marriott International in corporate and individual hotel level. With reference to Marriott’s organisational structure, corporate culture and strategic direction, the report will analyze the use of Marriott’s relevant management, and organisational behaviour theories. Secondly, it will provide an analysis on recent change initiatives within the firm and their effect on operations. The last section will offer suggestions for raising up Marriott’s competitive position and process effectiveness in the worldwide hospitality marketplace.
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[bookmark: _Toc191893160]2.1 Organisational Structure
The organisational structure of Marriott International follows the principle of decentralization, enabling flexibility of decisions made on each of the brands or geographical regions. Under a multi brand strategy, the company classifies hotels in luxury, premium and select service segments based on the size and different market segments (Barreto and Mayya, 2022). Marriott uses a matrix structure in which decision-making is distributed to the corporate headquarters, regional offices, and individual hotel running staff. Marriott is able to achieve global consistency while having local adaptability by this structure, enabling hotels to follow the regional market demands and cultural preferences.
From a theoretical perspective, Mintzberg’s Organisational Configurations can be applied to Marriott’s structure and categories it as divisionalised organisation where each brand is semi-autonomous within the corporate structure (Jinkyung Jenny Kim, 2024). This structure improves operational efficiency, brand differentiation and market responsiveness at the cost of non-uniform service standards.
[bookmark: _Toc191893161]2.2 Corporate Culture and Its Influence on Operations
Marriott’s corporate culture is deeply rooted in its core values:
· Putting People First – Creating a service-based environment by prioritizing employees and guest.
· Pursuing Excellence – Maintaining high service standards across all brands.
· Acting with Integrity – Upholding ethical business practices.
· Embracing Change – Innovating through digital transformation and sustainable practices (Jones and Comfort, 2019).
According to Schein’s Organisational Culture Model, Marriott’s culture operates on three levels:
1. Artifacts – Visible elements such as brand aesthetics, uniforms, and customer service protocols.
2. Espoused Values – Guiding principles such as employee empowerment and sustainability.
3. Basic Assumptions – The underlying beliefs that customer satisfaction and employee engagement drive long-term success (Leung et al., 2023).
Impact on Operations
Marriott’s strong corporate culture significantly influences its operations by fostering employee engagement, service quality, and operational efficiency:
· Employee Satisfaction & Performance: The 'Spirit to Serve' philosophy of emphasis on employees' well-being leads to higher job satisfaction, lower turnover and better service quality. Awareness of skills deficiencies can be improved with training programs and leadership development.
· Service Consistency & Brand Reputation: As a matter of cultural value alignment, Marriott standards achieve standardized service quality, which enhances Marriott’s reputation of hospitality excellence (Ruiz Molina et al., 2021).
· Innovation & Adaptability: Marriott is an advocate of embracing change: this enables technological adoption of AI powered customer interactions, operational efficiency, and sustainable hotel practices.
· Diversity & Inclusion: A culturally inclusive workplace fosters collaboration and adaptability, enhancing cross-border operations and guest experiences (Pavlova, 2023).
[bookmark: _Toc191893162]2.3 Goals at Corporate and Individual Hotel Levels
Marriott’s goals align with its long-term vision of sustainable growth, market expansion, and technological innovation. These goals can be classified into:
Corporate-Level Goals:
· Sustainability and CSR Commitment – Reducing environmental impact and achieving net zero carbon emissions.
· Market Expansion – To strengthen its presence in emerging economies, such as Africa and Southeast Asia.
· Digital Transformation – Enhancing customer experiences through AI, mobile apps, and smart room technology.
· Brand Portfolio Growth – Introducing new brands to expand market reach and acquiring existing hotel chains (Rastitiati, 2024).
[bookmark: _Toc191893163]Individual Hotel-Level Goals:
· Maximizing Revenue Per Available Room (RevPAR) – Optimizing occupancy rates and pricing strategies (Mullins & Dosser, 2013).
· Customer Satisfaction and Loyalty – Increasing brand loyalty by enhancing guest experiences through Marriott Bonvoy rewards program.
· Operational Efficiency – Reducing costs while maintaining service quality through lean management practices.
· Employee Engagement and Retention – Spend in staff training and well-being programs to guarantee that service standards are maintained at the highest level of the business (Selin, 2022).
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[bookmark: _Toc191893165]3.1 Recent Change Initiatives Undertaken by Marriott International
To stay competitive, Marriott International has implemented key change initiatives:
1. Sustainability and Environmental Commitments – Marriott launched its "Serve 360" initiative, which includes goals such as reducing carbon emissions by 30%, eliminating single-use plastics, and achieving net-zero carbon emissions by 2050 (Sloan, Legrand and Chen, 2022).
2. Digital Transformation and Contactless Technology – To provide convenience for guests and minimize operational costs, the company has integrated AI-powered chatbots, mobile check INS, and keyless entry systems.
3. Post-Pandemic Operational Restructuring – Under Marriott’s “Commitment to Clean” program, the company restructured its workforce while implementing new health and safety protocols (Mullins, 2019).
4. Diversity, Equity, and Inclusion (DEI) Initiatives – With the aim of making management responsibilities more inclusive in terms of both gender and race, Marriott introduced leadership programs and policies aimed at improving diversity in management positions.
5. Expansion into the All-Inclusive Resort Market – Marriott acquired Elegant Hotels Group and expanded its all-inclusive resort offerings, tapping into a growing demand for leisure travel (Wang, Hu and Zhang, 2020).
[bookmark: _Toc191893166]3.2 Impact of These Initiatives on the Organisation
The introduction of these change initiatives has had several impacts on Marriott International:
· Marriott’s Sustainability Initiatives has raised its brand image by attracting the eco-conscious travelers and investors, however the lack of strict enforcement may hinder long term impact.
· Digital transformation has made it possible to increase operational efficiency, improve customer experience, increase guest satisfaction and loyalty. But there were concerns about data security and loss in human interaction.  (Wickham, French and Wong, 2020).
· Marriott was able to rebound quickly from the post pandemic restructuring but the decision to slash workforce and plan to downsize led to employee discontent and criticism.
· Marriott's 'all-inclusive expansion' has allowed it to achieve superior competitive advantage relative to rivals such as Hilton and Hyatt in the leisure travel sector boosting revenue and market share but it raised concerns about market volatility and economic downturn risks in the leisure sector (Wang, Yang and Deng, 2024).
[bookmark: _Toc191893167]3.3 Evaluation of Change Management Effectiveness
Marriott has effectively managed these changes by adopting structured change management models, such as Kotter’s 8-Step Change Model and Lewin’s Change Management Theory:
· Clear Vision and Leadership (Kotter's Step 1 & 2) – Marriott’s leadership communicated change objectives effectively in both sustainability, digital transformation.
· Stakeholder Engagement (Kotter's Step 4 & 5) – Marriott was actively involving employees, investors and customers in the change process to make it natural to adopt new technologies and policies (Allam et al., 2024).
· Implementation and Reinforcement (Lewin's Refreezing Stage) – The company also institutionalized changes in the form of integrating new technologies and policies to its everyday operations resulting in long term success (Osibo, 2023).
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Marriott International’s portfolio includes some strategic focus areas such as global expansion, digital transformation, sustainability and customer-centric innovations. However, while these strategies drive growth, they also present challenges:
1. Sustainable Growth and Market Expansion – Marriott expands through new hotel openings and acquisitions to enter emerging markets. However, reliance on franchising restricts control of the brand and results in inconsistent service quality.
2. Technological Advancements – To improve customer experience and improve operations, the company is using AI, automation, and digital tools yet automation risks depersonalizing guest experiences (Mullins, 2023).
3. Sustainability Commitments – Under its 'Serve 360' strategy, Marriott has laid out ambitious sustainability goals, including net zero carbon emissions and enhanced environmental stewardship yet the absence of third-party auditing raises concerns over greenwashing.
4. Luxury and All-Inclusive Market Growth – Expansion through the luxury and all-inclusive products increases revenue but comes with risks of economic downturn and seasonal demand fluctuations (Haski-Leventhal, 2021).
5. Brand Differentiation and Customer Loyalty – However, expansion through the luxury and all-inclusive products increases revenue but comes with risks of economic downturn and seasonal demand fluctuations.
[bookmark: _Toc191893170]4.2 Strategies Implemented to Achieve Long-Term Objectives
To achieve these strategic goals, Marriott has adopted a multi-faceted approach, incorporating business, operational, and technological strategies:
[bookmark: _Toc191893171]1. Expansion and Market Penetration Strategy
· To reduce financial risk and accelerate global expansion, Marriott has pursued an "asset light" strategy by franchising and managing contracts instead of owning hotel properties.
· The acquisition of Starwood Hotels & Resorts brought the brand more global reach but also integration challenges and initial customer dissatisfaction causing Bonvoy loyalty merger issues (Іerko and Rudyk, 2020).
[bookmark: _Toc191893172]2. Digital Innovation and Technology Integration
· To improve the guest convenience, Marriott invests in mobile apps, AI driven personalization and keyless entry systems.
· Marriott has integrated robotic process automation (RPA) in back-office operations to improve efficiency and reduce costs yet employee displacement creates internal resistance to change (Boddy, 2017).
[bookmark: _Toc191893173]3. Sustainability and Corporate Social Responsibility (CSR)
· The environmental sustainability is being augmented at its properties by Marriott in adopting green building standards like LEED certification but developers say that real estate remains a carbon heavy business, and the role of sustainable materials remains uncertain without industry wide benchmarks (Jinkyung Jenny Kim, 2024).
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With a strategic expansion, digital innovation and sustainability, Marriott International stays top as a global leader in hospitality. In order to maintain their competitive advantage, workforce development and localized sustainability, crisis resilience, and personalized guest experience must be continuously advanced. These targeted strategies are meant to be implemented to improve operational efficiency, employee retention and company adaptability to the market and thus secure Marriott’s longevity in the industry.
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To strengthen Marriott International’s competitive standing within the hotel and hospitality industry, the following recommendations are proposed:
[bookmark: _Toc191893176]1. Strengthening Localized Sustainability Initiatives
Why? Marriott has sustainability goals with a global scale, environmental challenges in a certain region require region-specific adaptations to their sustainability in order to increase the brand’s reputation and enable effective operations.
How?
· Introduce solar panels in properties in high-sunlight regions (e.g., Middle East, California).
· Implement rainwater harvesting systems in water-scarce regions (e.g., Australia, India) (Armstrong, 2021).
Who? Marriott’s Sustainability & Social Impact Team should work with regional managers and property level operations teams.
Where? Across all Marriott properties, prioritizing high-energy-consumption locations.
When? Over the next three years.
Example of Best Practice:
Hilton’s Light Stay initiative successfully localized sustainability efforts across different regions, leading to double-digit reductions in carbon emissions per room (Ningsih, Putu Sintya Adya Putri, 2024).
[bookmark: _Toc191893177]2. Enhancing Crisis Management and Resilience Strategies
Why? The hospitality sector is very sensitive to economic downturns, geopolitical instability, and pandemics. Crisis response strengthening will improve financial resilience.
How?
· Establish regional crisis management task forces with rapid decision-making authority.
· Forecast demand with tools driven by AI to anticipate economic shifts and adjust pricing strategies (Arnold, 2020).
Who? The Global Risk & Resilience Team in partnership with regional directors and finance teams.
Where? Look at properties in politically or economic volatile regions (parts of Asia, Latin America and Eastern Europe).
When? Immediate implementation, starting with a pilot program in at-risk regions within 12 months.
Example of Best Practice:
During COVID 19, Accor hotels resorted to Dynamic crisis pricing, which helped them in maintaining higher occupancy rate than competitors (Raub and Martin-Rios, 2019).
[bookmark: _Toc191893178]3. Advancing Personalization Through AI and Big Data
Why? Consumer expectations are shifting toward hyper-personalized experiences, and Marriott can enhance guest loyalty by tailoring services using AI.
How? Expands AI powered personalization, digital concierge services, and predictive analytics for tailored guest experiences (Huczynski & Buchanan, 2019).
Who? The Digital Innovation & IT Team, working alongside property managers and customer experience teams.
Where? Begin with luxury brands (Ritz-Carlton, St. Regis) and grow to all Marriott properties.
When? Within 18 months for flagship properties, and a broader rollout spanning 3 years.
Example of Best Practice:
Four Seasons was able to employ AI based personalization by making the Four Seasons Chat app a success, which drove up guest engagement and satisfaction scores (Ruiz Molina et al., 2021).
[bookmark: _Toc191893179]4. Expanding Alternative Accommodation Offerings
Why? The rise of Airbnb and hybrid hospitality models poses a growing competitive threat. Marriott should offer services to long-term stay and co-living customers.
How?
· Extend the Marriott Homes & Villas platform to be able to fill mid-range properties in addition to luxury rentals.
· Capture the remote work and digital nomad trend by developing co-living spaces in key urban markets.
Who? The Marriott Real Estate Development Team, in collaboration with property investors and local development firms.
Where? Co-living and long term stay in high demand on key markets such as New York, London, Berlin and more.
When? Initial expansion within 24 months, focusing on tier-1 cities, followed by broader global rollout.
Example of Best Practice:
Hyatt’s "Caption by Hyatt" idea blends living with community in spaces and appeals to millennial and Gen Z vacationers searching for cohabitation choices (Sloan, Legrand and Chen, 2022).
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