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Executive Summary
The assignment examines (in report format) that Marriott International is one of the main and most familiar hospitality companies internationally, with a collection including over 8,000 properties crossways 139 countries. Recognised in 1927 by J. Willard Marriott, the company has constructed a name for excellence in service, innovation, and sustainability. Marriott has positively extended its market occurrence through thoughtful attainments, technological advancements, and sustainability creativities Marriott International functions below a ranked and divisional structure intended to enable operational efficiency while letting regional flexibility. On the corporate level, the Chief Executive Officer (CEO) and the executive leadership team supervise strategic planning, financial management, and business governance. Both geographical regions are reached by a regional vice president, ensure to make it obedience to company policies and local market adaptability Marriott’s corporate culture is intensely fixed in its "Put People First" philosophy, which ranks employee well-being, customer satisfaction, and community appointment. This vital charge has been pouring power behind the company’s high employee retention rates and unsettled customer service. Marriott raises this culture over the initiatives that the Take Care Program of the company-wide creativity meant to improve employee well-being. Enhancing operational efficiency to applying the cost-saving measures and efficient management performs to exploit effectiveness. The progressions in digital innovation, sustainability, and post-pandemic recovery strategies have encouraged the company’s long-term pliability and competitiveness. 
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1. [bookmark: _Toc1205335671]Introduction
A prominent hospitality company, Marriott International, with a collection including over 8,000 properties crossways 139 countries was recognised in 1927 by J. Willard Marriott, constructed a name for excellence in service, innovation, and sustainability (Marriott International, 2025). Over the years, Marriott has positively extended its market occurrence through thoughtful attainments, technological advancements, and sustainability creativities (Wesley et al., 2024). This report brings a comprehensive study of Marriott International’s organisational structure, trade culture, and planned goals. Furthermore, it assesses current change creativities, their influence on the company, and the planned course that Marriott is captivating to confirm sustained success in the modest hospitality industry.
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Figure 1: Mariott International
(Source: Hotel Management, 2025)
2. [bookmark: _Toc2009886171]Administrative setup, Corporate Ethos, and Ambitions

[bookmark: _Toc63340681]2.1 Administrative setup
The hotel functions below a ranked and divisional formation intended to enable operational efficiency while letting regional flexibility (Robbins and Judge, 2017). The company’s construction is segmented into three main business divisions that are,
[bookmark: _Toc584031772]2.1.1 Luxury Hotels
This section comprises high-end brands for example The Ritz-Carlton, St. Regis, and JW Marriott, supplying prosperous travelers looking for best services and experiences (Huczynski and Buchanan, 2019). 
[bookmark: _Toc2086672864]2.1.2 Premium Hotels
 Including well-established brands by way of Marriott Hotels, Sheraton, and Westin, this separation targets business and leisure travelers who search for quality lodgings with complete amenities (Huczynski and Buchanan, 2019). 
[bookmark: _Toc824224843]2.1.3 Service Hotels
This category comprises Courtyard by Marriott, Fairfield Inn, and Residence Inn, which compromise cost-effective lodgings with dynamic services custom-made for business and budget-conscious travellers (Genter, 2024). 
On the corporate level, the Chief Executive Officer (CEO) and the executive leadership team supervise strategic planning, financial management, and business governance. Both geographical regions are reached by a regional vice president, make ensures to make it obedience to company policies and local market adaptability (Mullins, 2023). Individual hotel properties work under the leadership of overall managers, who are answerable for daily operations, guest services, and financial performance. This decentralised method lets Marriott provide market-specific strains effectively although upholding reliable brand standards crossways its worldwide network.
[bookmark: _Toc1264299948]2.2 Corporate Culture and Its Influence
Marriott’s corporate culture is intensely fixed in its "Put People First" philosophy, which ranks employee well-being, customer satisfaction, and community appointment (Genter, 2024).  This vital charge has been pouring power behind the company’s high employee retention rates and unsettled customer service (Mullins and Dosser, 2013). Marriott raises this culture over the initiatives that the Take Care Program of the company-wide creativity meant to improve employee well-being, career growth, and variety (Mullins, 2023). It provides resources for mental health, financial wellness, and professional growth. 
The commitment to diversity and inclusion that Marriott dynamically encourages a comprehensive workplace by applying signing programs that fund undersold groups and participating in leadership development for varied talent (Mullins and Dosser, 2013). However, the employee training and development of the company participates deeply in training programs that improve hospitality skills, customer service, and leadership capabilities. Marriott's Leadership Development Program (LDP) prepares employees with the essential tools to improve their careers inside the company (Wesley et al., 2024). This people-centric culture has a direct influence on customer satisfaction, as affianced employees are more likely to deliver exceptional guest experiences (Amanulla and Niyaz, 2024). Furthermore, Marriott’s strong emphasis on sustainability and business social responsibility improves its name in an industry progressively prejudiced by consumer values.
[bookmark: _Toc1806926560]2.3 Goals at Corporate and Hotel Levels
At the corporate level, Marriott International’s main aims comprise a worldwide expansion that is to make it consolidate (Rastitiati, 2024). Developing markets over attainments, strategic partnerships, and new possessions developments. Invention in hospitality that to influence the technology to improve guest experiences, expand operational efficiency, and rationalise services (Amanulla and Niyaz, 2024). Sustainability Leadership to attain environmental milestones by way of dipping carbon releases and waste, improving energy efficiency, and ensuring answerable obtaining (Nylund et al., 2022).
At the hotel level, purposes differ depending on the brand and location but usually contain improving customer satisfaction to ensure that greater guest experiences over service excellence and modified connections (Rastitiati, 2024). Enhancing operational efficiency to applying the cost-saving measures and efficient management performs to exploit effectiveness. Furthermore, to implement sustainability initiatives that plummet environmental influence by minimising energy consumption, removing single-use plastics, and accepting eco-friendly practices (Wesley et al., 2024). By bringing into line corporate and hotel-level objectives, Marriott confirms that its planned image is efficiently implemented crossways all properties, upholding a reliable brand individuality and service quality.
3. [bookmark: _Toc230971311]Recent Change Initiatives at Marriott International
[bookmark: _Toc1366855438]3.1 Identified Change Initiatives
In reply to self-motivated market conditions, technological progress, and worldwide challenges, Marriott International has assumed numerous strategic change initiatives (Eschenbrenner et al., 2023). These efforts' goal is to improve operational efficiency, recover guest experiences, and locate the company as a front-runner in sustainability and post-pandemic recovery.
[bookmark: _Toc749223653]3.1.1 Digital Transformation
Marriott has comprised leading-edge technologies to rationalise processes, improve guest satisfaction, and initiate business development (Barreto and Mayya, 2022). The AI-driven customer service of Marriott has combined AI-powered chatbots and virtual supporters to recover receptiveness and deliver guests with prompt backing for reservations, room service, and general inquiries (Selin, 2022).  Mobile Check-In and Keyless Entry, the introduction of digital check-ins and keyless room access has allowed unified, contactless experiences, refining convenience and security (Eschenbrenner et al., 2023). 
[bookmark: _Toc727607173]3.1.2 Sustainability Initiatives
Marriott is dedicated to long-term sustainability aims, bringing into line with worldwide environmental standards and corporate responsibility the carbon emission reduction targets that the company has promised to decrease carbon emissions by 30% by 2025 and attain net-zero emissions by 2050 (Shin et al., 2021). Accepting the energy-efficient answers crossways properties. Also, the food waste management of the Hotel Marriott has prolonged food waste decrease programs, implementing composting creativities, donation programs, and smart kitchen technologies to diminish waste (Khalil et al., 2022).  The change from single-use plastics to eco-friendly replacements in guest rooms and dining areas brings into line with global sustainability guidelines and customer expectations.
[bookmark: _Toc1259827059]3.1.3 Upgraded cleaning and cancellation policy
With the evolving industry challenges, Marriott has accepted ground-breaking policies to restore business confidence and accommodate unstable traveler demands (Bharwani and Mathews, 2021).  Recognising the impulsiveness of travel, the company has applied compassionate cancellation policies and reimbursement options, comforting customers in a developing travel landscape (Hint, Marin-Pantelescu and TIRAU, 2023). Besides, to improve Cleanliness & Safety Protocols Marriott presented the "Commitment to Clean" program, joined hospital-grade disinfectants, and contactless services, and studied housekeeping events to ensure guest safety (Kravariti, Jooss and Scullion, 2023). 
[bookmark: _Toc615340164]3.2 Impact of Initiatives
The application of these change creativities has contributed to Marriott’s market position by pouring efficiency, sustainability, and customer trust into improved Customer Service AI-powered customer service tackles (‌Neves, 2022). Digital transformation has controlled earlier reply times, better personalisation, and unified guest experiences, increasing brand loyalty (Eschenbrenner et al., 2023). Supported Sustainability Leadership of Marriott’s obligation to sustainability has improved its corporate social responsibility related reputation, enticing eco-conscious travelers and investors (Wesley et al., 2024). The accelerated business recovery that the introduction of improved cleanliness standards, flexible booking options, and hybrid work-friendly answers has assisted Marriott in reestablishing consumer confidence, foremost to growth in tenancy rates and revenue recovery post-pandemic.
[bookmark: _Toc997058343]3.3 Evaluation of Change Management
Marriott’s positive execution of these creativities can be examined over Kotter’s Change Management Model, an extensively documented outline for organisational transformation (Graves et al., 2023). The urgency that Marriott documented the need for a dissolute version unresolved to technological advancements, environmental apprehensions, and post-pandemic shifts in consumer behavior (Wesley et al., 2024). Structure a guiding alliance of the company-prepared senior leadership, regional managers, and operational teams to champion the modification creativities. 
The emerging and interactive strategic vision of the Marriott has drawn clear aims for digital transformation, sustainability, and recovery, making sure arrangement crossways its worldwide operations (Allam et al., 2024). Empowering employees for acceptance of the company participated in complete training programs, preparing employees with services to direct new technologies, safety measures, and sustainability practices (Barreto and Mayya, 2022). 
4. [bookmark: _Toc1605679597]Strategic Direction of Marriott International
The strategic direction of Marriott international’s strategic direction is absorbed on maintainable growth, market leadership, and novelty in hospitality (Huczynski and Buchanan, 2019). Towards attain long-term success, the company has documented a complete policy built on three key chains that the worldwide development, brand difference, and sustainability commitment.
[bookmark: _Toc793402218]4.1 Long-Term Strategic Goals
Marriott’s goals are to fortify its occurrence in high-growth regions, mainly in Asia, Africa, and Latin America, to exploit developing travel markets (Kravariti, Jooss and Scullion, 2023). Increasing its property portfolio by growing the number of hotels in emerging economies anywhere tourism and business travel are increasing (Mullins, 2023). Targeting rising middle-class segments in these areas by initiating select-service and mid-range hotel brands. Strengthening franchise and management agreements with local hospitality firms to drive brand presence while maintaining operational efficiency. The digital booking stages to recover direct engagement with international travellers, avoiding third-party travel activities.
[bookmark: _Toc2140700770]4.2 Brand Differentiation
In an extremely modest hospitality sector, Marriott endures to improve its brand individuality and customer loyalty by intent on adapted services and distinguished guest experiences (Neves, 2022). Consolidation the Marriott conveys the loyalty program to compromise high-class benefits, tiered rewards, and modified travel experiences to recurrent guests. However, the using AI-driven personalisation to examine guest preferences, deliver custom-made recommendations, and enhance service delivery crossways its hotel brands (Nylund et al., 2022). Improving digital and mobile experiences by donation unified check-ins, mobile key access, and AI-powered concierge services.
[bookmark: _Toc727826063]4.3 Sustainability Commitment
Marriott has agreed to determine environmental and social responsibility and aims to place itself as a leader in sustainable hospitality (Shin et al., 2021). The company has dedicated its aim to reducing carbon emissions by 30% by 2025 and attaining net-zero releases by 2050 by applying energy-efficient building designs, renewable energy solutions, and smart climate control systems (Shin et al., 2021). Increasing the food waste reduction initiatives, counting partnerships with food rescue organisations, waste-tracking technology, and maintainable obtaining of ingredients. Phasing out single-use plastics in guest rooms, dining areas, and meeting spaces, substituting them with recyclable or reusable alternatives (Neves, 2022).  Capitalising on maintainable building and green hotel certifications, certifying that new possessions adhere to eco-friendly building standards.
[bookmark: _Toc1766804502]4.4 Strategies Implemented to Achieve These Goals
[bookmark: _Toc1757764480]4.4.1 Acquisitions and Mergers
Marriott has influenced the planned unifications and acquisitions (M&A) to enlarge its market share and brand portfolio (Shin et al., 2021). The most important example is the 2016 acquisition of Starwood Hotels & Resorts, which has augmented Marriott’s global footmark to over 7,000 properties crossways more than 130 countries. Combined luxury brands like St. Regis, W Hotels, and The Luxury Collection, strengthen Marriott’s supremacy in the high-end hospitality market. Prolonged its loyalty program by integrating Starwood Preferred Guest (SPG) with Marriott Rewards to make Marriott Bonvoy, refining customer engagement and retention over targeted acquisitions, Marriott continues to reinforce its market leadership and product variety (Magsino, 2023).
[bookmark: _Toc1878873171]4.4.2 Investment in Technology
Marriott identifies the serious part of technology in improving guest experiences and operational efficiency (Tillery, Sheppard and Ayoun, 2023). The AI-powered services that the addition of AI-driven chatbots, virtual assistants, and smart room features for unified and modified guest interactions. Marriott exploits big data analytics to estimate demand trends, enhance valuing policies, and recover customer insights (Jiang, 2023). The smart room innovations of voice-controlled lighting, temperature, and entertainment systems improve comfort and suitability. Blockchain for secure transactions of the adoption of blockchain technology to recover payment security and improve the loyalty rewards program.
[bookmark: _Toc605257945]4.4.3 Strengthening Strategic Partnerships
Marriott has recognised key partnerships to strengthen its brand and improve guest experiences the airline partnerships of the Marriott Bonvoy cooperates with airlines by way of Emirates, United Airlines, and British Airways, letting members make and cash opinions across travel networks (Fagyas and Datta, 2023). Financial partnerships of the company have joined with important financial organisations like American Express and Chase to compromise co-branded credit cards, as well as exclusive rewards and travel benefits (Erdem and  Barakazı, 2023). Technology alliances of Marriott cooperate with Google and Amazon to assimilate AI-driven solutions, voice-assisted services, and digital booking platforms. Furthermore, sustainability partners of the company work with environmental organisations and documentation figures to tool maintainable business practices and eco-friendly initiatives.
5. [bookmark: _Toc932629360]Conclusion
In conclusion, Marriott International has positively located itself as a front-runner in the hospitality industry over a well-structured organisation, solid corporate culture, and strategic growth creativities. The progressions in digital innovation, sustainability, and post-pandemic recovery strategies have encouraged the company’s long-term pliability and competitiveness. The company’s obligation to expansion, difference, and sustainability endures to initiate its strategic direction.

6. Recommendations
· Enhancing Sustainability Initiatives
 To enhance the sustainability that can increase food waste management programs crossways all properties and participate in renewable energy solutions (Tillery, Sheppard and Ayoun, 2023). 
· Expanding into Emerging Markets
 Support the reserves in emerging economies and form native planned partnerships (Jiang, 2023). 
· Strengthening Employee Training
 To make it strengthening training of the employees that can implement to incessant learning programs on AI, digital services, and customer experience tendencies (Fagyas and Datta, 2023). 
· Leveraging Personalisation
The personalisation of AI-driven analytics to modify guest experiences and improve the gratification of the customers (Erdema and Barakazı, 2023). 
· Improving Crisis Management
 To improve the crisis management to change the solid eventuality plans for economic declines and worldwide disturbances (Taiwo, 2023).
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