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Culture refers to the values shared by people who belong to the same group, and they exist over a long time even with the membership change of the group (Crane et al., 2019). All companies have the organisational cultures that identify them in a unique way and help them improve how they perform to achieve their set objectives. Therefore, organizational culture is the behavior patterns or style of an organisation that all employees are encouraged to follow with the aim of giving the organisation a distinct identification and goal achievement. It can vary from how employees in an organisation believe and practice regarding dressing, working and behaving among themselves or towards customers and the general public in and outside the organisation. In order for the culture to be established for the success of the company, it has to be formulated and implemented following a given procedure that will ensure that it is accepted and embraced by the employees since they are the ones going to practice it. A well set organisational culture is a key element that will, therefore, dictate the success or failure of an organization irrespective of the employees that joins the organization. It is easy for new employees to adhere to the organizational culture especially if the company has a culture of good performance.
In an organizational culture, employees are encouraged to have certain ethical standards, values and believes which can be learned or already possessed. It is from such practices that the organisation will obtain its culture. Through culture, the organisation interacts with its environments in a certain manner different from other organisations. Through culture, an organisation will be able to come up with initiatives that will help improve the standards of the surrounding population and environment which is termed as corporate social and environmental responsibility. Through culture, there will be proper channels of communication that will be used to convey information at individual and departmental levels (Crane et al., 2019). 
Organisational culture starts at the individual level, where the person is expected to have certain ethical standards, values, and beliefs. Similar principle among different employees in any organisation will constitute the culture if that organisation. Organisational culture helps the company to uniquely identify itself regarding reputation, products and services and observation of the legislation that is put in place by the government or regulatory bodies (Starr & Gupta, 2017). It also facilitates sustainable development in the sector of the organisation’s industry where the resources are used but also protected for future generations. Through organisational culture, all the people in society ranging from the employees and the general public get to benefit from the organisation either directly or indirectly (Trevino & Nelson, 2016). Organisational culture can help win the heart of the customers even when the company is experiencing some difficulties, and it earns the company a name and reputation amidst competition from other companies offering same goods or services. This report seeks to provide an overview of Marriot International Hotel in London, its external environment, SWOT analysis, culture and ethics through consideration of Theory X and Theory Y, stakeholder analysis and recommendations towards the improvement of services at the organisation. 
[bookmark: _Toc14697222]The Case Study
Marriot was founded by John Willard Marriot in 1927 in Washington D.C as a root beer stand and later expanded into a chain of Hot Shoppes restaurants. In 1953, the company went public in the name, Hot Shoppers Inc. then opened its first hotel in 1957, the Twin Bridges Marriot Motor Hotel in Arlington, Virginia. This name changed to Marriot Corporation in 1967. Marriot Corporation split in 1993 to form Marriot International and Host Marriot Corporation. As of 2016, Marriot operated 30 brands internationally. Such included; Bulgari Hotels and Resorts, Marriot Marquis, Marriot Hotels and Resorts, Courtyard by Marriot and Residence Inn by Marriot, among others (Marriot, 2019).
	The mission of the company entails striving to enhance the lives of customers through the creation and promotion of unsurpassed vacation and leisure experiences. The vision of the company entails becoming the premier provider and facilitator of quality leisure and vacation experiences to customers in the world. The organisation is built on several values that include putting people first, pursuing excellence, embracing change, acting with integrity, and serving the world. The company’s organisational culture is based on various vital elements that include the provision of effective leadership, career opportunities, and enhancement of work/life balance among employees, exemplary company practices, and effective performance (Marriot, 2019). The mission, vision and core values of Marriot re meant to create a strong culture of putting the customer on the forefront in better service deliverability. Such elements help to define a company and differentiate it from other companies in the same industry and thus creating a unique reputation as far as services are concerned.  
[bookmark: _Toc14697223]External Analysis: PESTLE Analysis
	Marriot operates in a highly competitive sector faced with varying categories of factors that can be segmented into political, economic, social, technological, legal, and environmental. These factors highly influence how the company operates within the local, national and international markets. For instance, politically, the government stability highly influences the ability of Marriot to operate in the UK. 
Political Factors
The main political factors that influence business operations in the hospitality industry include government stability and foreign taxation rates. The stability of the government highly influences the ability of hospitality companies to operate effectively. Recently another sensitive issue that is bound to affect Marriot is the Brexit plan. Already, there is about 6% reduction in investment in the investment since the announcement of Brexit two years down the like. Therefore, there is a high probability that Marriot is going to lose more customers as a result of the Brexit idea. Foreign taxation rates is also a major concern, especially within developing countries whereby local governments impose high taxes on international companies. This negatively impacts productivity and profitability within firms such as Marriot (Robinson et al., 2016). 
Economic Factors
	The main economic factors that influence business in the industry include fluctuation in exchange rates and unemployment that limits the acquisition of disposable income among customers. In case of fluctuations in exchange rates and foreign exchange hedging arrangements, the foreign currency gains, and losses may result thus affecting the business results since the company earns revenues and incur expenses in foreign currencies as part of its operations outside of the UK. Additionally, there is high rate of unemployment that highly contributes to lack of enough disposable income that customers can use to purchase services in hospitality companies such as Marriot (Molina-Azorín et al., 2015). 
Social Factors
	The main social factors that affect business in the hospitality industry in the UK can be segmented into demographic factors such as age and personal factors such as the lifestyle of customers. Age is a key factor that continues to influence productivity in the industry due to increased development of the millennial population comprising of youths that seek for luxury services in the hospitality sector. Marriot is one of the major beneficiaries of the increased consumption of hospitality products and services among millennial consumers (Phillips & Moutinho, 2018). The idea of UK separating itself from the European Union is a major social factor that will affect most companies. It is not easy for companies to thrive without the social and technological influence from other countries and thus lack of interaction and exchange of ideas will affect the international operations of Marriot. Additionally, the lifestyle of customers also influence the growth of the industry as it determines for instance, whether a customer would settle for a budget, economy, or luxury accommodation service in a hotel company (Schein, 2018). 
Technological Factors
	Technology, on the other hand, has been on the lead in service industries with more sophisticated machines being used to offer services to the clients even in the absence of an employee. The hotel industry has also advanced to a great extent and is customer are able to order and pay for goods to be delivered at the doorstep. The main technological factors that influence business in the hospitality industry for companies such as Marriot include digital innovations such as Four Square and technological disruptions such as Airbnb. Digital innovations such as Four Square continue to influence positive growth in the industry as it provides referrals of customers to companies such as Marriot. This positively influences the consumer base of such companies. However, the emergence of technological disruptions such as Airbnb has been a major blow to the industry as the accommodation sector continues to lose an increased number of customers to homeowners that use Airbnb to provide accommodation to customers at a relatively minimal fee (Kotter, 2008). Marriot, therefore, needs to adjust and adapt to the profound technological changes through creation of a culture of embracing new methods and skills of advanced service delivery.
Legal Factors
	The main legal factors that affect business operations in the hospitality industry include employment law and waste regulation. In the UK where Marriot operates, there is a trade union congress that was founded in 1867 under the recommendation of the Royal Commission. Trade Union Congress stipulates the employment laws that ensures effective management of people at the organisation, for instance, it ensures that the management of an organisation does not discriminate against its employees based on their age, gender, race, religion, or physical abilities (Mak & Chang, 2019). It also ensures that there is equity in the whole process of employment and the employees meet certain qualifications. The law encompasses numerous policies that include the pay, work time, redundancy, maternity, and disciplinary that strive to ensure effective provision of employee rights and welfare facilities. Additionally, the waste regulation also influences business operations as it ensures that organisations such as Marriot are part of the sustainability plan towards enhancement of a favourable environment for business operations in the industry (Schein, 2018). 
Environmental Factors
	The main environmental factors that influence business operations in the hospitality industry in the UK weather changes and waste management. Weather changes are a key factor that determines the movement of customers in the hospitality industry from one destination to the other. Changes in weather have constantly led to delay in travel among customers especially when it is misty, and planes cannot brave such dangerous weather conditions. This is mainly during the autumn that takes the months of September through November. This affects the number of customers visiting Marriot in search of various services. The waste management employed by the organisations in the industry is also a major factor as the hospitality industry strive to achieve sustainability through environmental conservation (Kotter, 2008). Poor waste management is likely to attract Environmental Agency (EA) that can compel the company to close down its operations. Waste management can also drive away potential customers who value hygiene of the places where they seek services from.
[bookmark: _Toc14697224]Internal Analysis: SWOT Analysis
	Marriot Hotel operates within a highly competitive business environment that requires it to develop an effective strategy to beat imminent competition from major rivals. The creation of effective decisions within the company highly depends on the effective analysis of its strengths, weaknesses, opportunities, and threats. Therefore, the SWOT table below shows the real picture of the internal environment of Marriot Hotel. 
	Strengths
Effective customer service 
Large profit and market shares 
	Opportunities
Partnership with digital technologies such as Four Square 
Product differentiation to mitigate brand dilution

	Weaknesses
Minimal invasion of digital technologies 
Brand dilution due to increased brands 
	Threats
Competition from major rivals 
Brexit Pronouncement
Fluctuations of foreign taxation rates 


Strengths
	The main strengths of the Marriot Hotel include effective customer service and large profits and market shares. The company exhibits effective customer service through its highly skilled and motivated team of employees. The company also currently enjoys increased profits and market shares in the UK and within international markets such as in the EU. This has enabled the company to acquire a significant competitive edge especially against companies that seek to enter the industry for the first time. 
Weaknesses
	However, the company also has significant weaknesses that include minimal invasion of digital technologies that have led to the emergence of digital disruptions such as Airbnb that continue to negatively affect the proceeds in the company’s accommodation sector. Additionally, Marriot has also extensively expanded its territories across the world, a move that although has been economically beneficial, continues to lead to the dilution of the brand of the company. This has led to the development of alternative services by major competitors hence affecting productivity at Marriot (Berezina et al., 2016). 
Opportunities
	The company, however, has opportunities such as room to partner with digital technologies such as Four Square that would help the company to acquire numerous customers from using the Four Square digital platform. Such partnership would greatly influence an increase in the consumer base of Marriot Hotel. Additionally, although the brand current faces dilution, the company has the opportunity to embrace brand differentiation that would ensure that customers do not have an alternative when it comes to the purchase of its quality products and services. 
Threats
	Contrarily, Marriot currently faces the threat of competitive rivalry, especially from major rivals such as Hilton Hotels. Such unfavourable competition threatens the ability of the company to acquire and maintain an increased number of customers. Additionally, the company also faces the threat of constantly changing foreign exchange rates especially within developing countries that have higher exchange rates. Since the pronouncement of the Brexit idea, the rate of investment in the UK has reduced. This is a major threat to Marriot because the number of visitors is likely to reduce. The exchange in technology with other countries and benchmarking is likely to be scrapped away hence affecting the performance of this industry. These issues among many others negatively impact on the profits of the company thus the relatively minimal performance within some of the territories.
[bookmark: _Toc14697225]Stakeholder Analysis
Stakeholders refer to a group of individuals that are affected by or influence the achievement of the objectives of an organisation. They can be segmented into primary and secondary stakeholders. The image below shows the segmentation between primary and secondary stakeholders at Marriot International Hotel. 
[image: Image result for Image of primary and secondary stakeholders]
At the Marriot Hotel, the main primary stakeholders include employees, customers, vendors, stockholders, partners, and suppliers while the secondary stakeholders include government agencies, local communities, and investors. These stakeholder groups have varying reasons that include quality pay and working conditions for employees while customers seek for quality products and services that match with the value of their money (Chen et al., 2016). 
Additionally, the main interest of suppliers to the organisation is to ensure timely and quality delivery of raw material and other supplies to deal with increasing demand from customers. However, the main interest of the government and its agencies to companies such as Marriot entail the achievement of revenue through taxation. The government also seeks to ensure that the company adheres to the set regulations and standards in the hospitality industry. The investors, on the other hand, are mainly interested in acquiring profits through investment in the firm that makes them acknowledged shareholders (Chen et al., 2016). 
Undeniably, the interests of both the primary and secondary stakeholders within an organisation such as Marriot differ depending on their priorities. This can be attributed to the power such stakeholders possess in seeking for specific products and services within an organisation. In prioritisation of the roles of stakeholders, the power/interest grid illustrated below plays a critical role. 






Power/Interest Grid
[image: Stakeholder Power-Interest Grid Diagram]
	The graphic representation above illustrates that the stakeholders with higher and higher interest should effectively be managed closely. For instance, at Marriot, the groups comprise of various employees whom the organisation should satisfy. Additionally, the grid indicates that people with high power and less interest should be kept satisfied through efforts that keep them minimally bored, and this can be attributed to efforts made by Marriot in providing for the constantly changing needs of customers (Eskerod & Larsen, 2018). The other group that should be kept informed about the progress of a business and can comprise of investors and stockholders who should obtain vital information on the business venture they seek in invest in (Eskerod & Jepsen, 2016). The final category of the grid comprises of people with lower power and less interest who should always be monitored but not through excessive communication that may bore them. Again, customers fall under this stage that should receive vital marketing information but not exaggerated (Andriof & Waddock, 2017). 
Furthermore, stakeholders can be segregated into internal and external stakeholders. The internal stakeholders include employees, managers and owners of an organisation while the external stakeholders include suppliers, the local community, government, creditors, shareholders and customers. The figure below shows a representation of internal and external stakeholders within an organisation. 
[image: Image result for image of internal and external stakeholders]
As part of the external stakeholders, members of the society have major interests to Marriot that include the provision of employment opportunities to locals and the enhancement of sustainability, for instance through environmental conservation. On the other hand, the creditors are groups, individuals or organisations that provide refundable funds to the organisation. They play a vital role in the provision of additional capital to financially boost the business (Guffey & Loewy, 2017). 
To the stakeholders, Marriot is highly effective as it promotes the engagement of customers and associates through management processes such as the Guest Satisfaction Survey. Additionally, the company ensures increased collaboration with stakeholders to understand their needs through industry associations and global forums. The company also helps in educating and communicating with key community influencers to create understating of the business environment. To government agencies, it maintains a robust policy agenda that deals with issues such as sustainability, immigration reform, civil rights, and non-discrimination in the industry (Guffey & Loewy, 2017). 
[bookmark: _Toc14697226]Culture and Ethics
	Ethics refers to conventional standards of right or wrong that prescribe what people should do (Guffey and Loewy, 2017). These consist of rights, obligations, benefits, and virtues such as fairness, honesty, loyalty, and concern for others. Values are the fundamental beliefs people hold that specify general preferences and behaviours and define what is right and wrong. They can be terminal that is the ones a person or organisation would like to achieve during a lifetime or instrumental, the one that will help in achieving the terminal values. Examples of terminal values would be equality, freedom, security, social recognition and world beauty.
 On the other hand, instrumental values would be ambitious, clean and tidy, helpful, creative, intellectual, among others. Beliefs are psychologically held understandings and propositions about the general surrounding which are thought to be true. These determine how the culture of the company will be since whenever formulating a culture, it is essential to keep in mind the beliefs of the employees since they are the one going to implement it. As a result, the intended culture should not contradict with the beliefs since its implementation may end up failing (Chen et al., 2016).
One of the common ethical issues exhibited by companies such as Marriot in the hospitality industry entails the unethical marketing practices that promote the provision of false information about products and services to customers. Such an ethical issue can highly be attributed to the internal stakeholders that comprise of owners, managers and employees whereby despite their understanding of lack of specific services advertised in the website, they still allow customers to purchase this clear violation of the legal right of customers to valid information. The main theories that can explain such an ethical problem include Theory Y (Guffey & Loewy, 2017).
[bookmark: _Toc14697227]Theory Y Application at Marriot Hotel
Theory Y mainly comprises of five vital elements that help in the resolution of ethical issues within an organisation. The theory comprises of attitude, direction, responsibility, motivation and creativity. For instance, in the ethical issue exhibited by Marriot, the theory would play a key role in ensuring that employees take responsibility of their actions for instance, through providing apologies for false advertisement and striving to provide valid information to customers about the products and services offered at the company (Bass, 2015). Below is the incorporation of the different elements of the theory at the Marriot Hotel. 
Attitude. The element mainly fosters the need to work and take an interest in what an individual is doing among employees. It also backed up by the provision of the right conditions that make employees enjoy working in their various roles. At Marriot, this element may helpfully be incorporated by ensuring that employees are provided with the right health and safety conditions that enable them to effectively provide for the needs of the companies. A positive attitude would therefore reduce or rather inhibit the performance of unethical issues such as false advertising (Bass, 2015). 
Direction. Theory Y also encompasses the element of direction that mainly deals with employee awareness of the need that they should direct themselves towards the achievement of organisational goals and objectives. For instance, one of the objectives of Marriot entails provision of quality luxury services to customers. Therefore, employees should be able to direct themselves to produce better results even when they are not supervised. Through purposeful direction, employees will understand that committing ethical offences such as false advertising would negatively influence the image and brand of the organisation (Kim et al., 2016). 
Responsibility. The theory also has the element of responsibility that mainly encourages employees to seek and accept responsibility. This also applies to the management that should always ensure that it takes responsibility for the negative effects of the operations carried out by their organisations. For instance, upon realisation of the false advertising claims against Marriot, the management should take responsibility by primarily apologising to the large consumer population. Such gesture promotes the reclamation of the trust of customers thus striving to improve and maintain it. The employees should also understand that it is their responsibility to perform their various roles diligently without negatively portraying the company to other stakeholders (Kim et al., 2016). 
Motivation. This element makes employees understand that under the right conditions at the workplace, they should be motivated by the desire to realise their full potential. It, therefore, encourages employers to ensure that they provide for motivational elements and programs that would make employees more productive. For instance, at Marriot, the company has a reward system that ensures that best employees receive awards that improve their performance and motivate them to explore their full potential. Such motivation influences the provision of authentic services with zero misleading advertisements (Moutinho & Vargas-Sanchez, 2018). 
Creativity. The element encourages major stakeholders such as employees always to strive to explore creativity as a means of promoting innovation within an organisation. For a company such as Marriot, employees form the backbone of business as they interact on daily and one-on-one basis with customers. They should, therefore, be able to irk creativity through the development of products and services that cater to the constantly changing needs of customers. To avoid false advertisement, they should, therefore, ensure constant updating of the company’s website for customers to obtain factual information (Moutinho & Vargas-Sanchez, 2018). 
[bookmark: _Toc14697228]Recommendations
Although Marriot continues to be one of the high performers in the UK hospitality industry, there are specific recommendations that the company should adopt in improving on its strengths and dealing with the challenges that it currently faces. The company strives to maintain its ethical standards, although ethical issues continue to arise due to lack of motivation, especially among employees. Therefore, it would pragmatically recommendable for Marriot to
It would be pragmatically recommendable for Marriot to highly invest in employee motivation. A motivated workforce promotes the provision of quality products and services to customers. A motivated workforce also interacts with customers and other stakeholders in the market. The company should, therefore, ensure that employees are motivated for instance, through promotion and salary increment. This would reduce cases of ethical issues such as false advertising at the company (Kaur, 2016). 
It would also be pragmatically recommendable for Marriot to strengthen its (CSR) Corporate Social Responsibility for better relations with customers and locals. CSR helps in the creation of better relations between an organisation and its major stakeholders. Marriot should, therefore, improve its CSR as this would ensure that it maintains better relations with suppliers who would provide raw materials and other supplies at affordable rates. The CSR would also ensure that the company strives to maintain sustainability especially of the environment for effective relations between Marriot and the local community (Kaur, 2016). 
Furthermore, it would be recommendable for Marriot to improve its customer service through training and professional development. Training of employees and professional development helps in the acquisition of advanced skills that help in-role performance. For instance, through training techniques such as mentorship and coaching, employees can acquire leadership skills that help them in performing their roles with minimal supervision. The management at Marriot should, therefore, ensure that employees also pursue professional development for instance, through online courses that would help them understand the constantly changing consumer needs in the hospitality industry. Through these professional services, Marriot will attract more customers on an individual level despite the major threat of the Brexit idea among many other factors. 
[bookmark: _Toc14697229]Conclusion
In summary, to run smoothly in operations, organisations need to have cultures that will shape the behaviour of their employees the organisations at large. The organisational culture will help the companies in existing peacefully since the employees will co-exist peacefully among themselves and also with the general public and the authorities. Organisational structure will also help the company in dealing with both internal and external environmental factors that affect its business. Analysis of such factors and dealing with them for the greater good of the company will rely on the culture an organisation has put in place. Political, social, economic, technological, environmental and legal factors that affect the business will be dealt with appropriately through the company’s emphasis on observation of the culture or code of conduct.
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