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[bookmark: _Toc191416552]Executive Summary
This report gives full details about Marriott International including the following; organisational structure, corporate culture, strategic direction, recent activities. It looks at how Marriott’s decentralised structure facilitates global expansion and operational effectiveness. It assesses recent changes and makes recommendations for leveraging personalisation, investing in sustainability, and investing in employee development as paths to future growth and competitive advantage using AI.
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[bookmark: _Toc191416553]Introduction
[bookmark: _Toc191416554]Overview of Marriott International 
Marriott International is a global hospitality company with a wide range of more than 8,700 properties in 139 countries and territories. Founded in 1927, the firm has since become an international behemoth that company operating a variety of brands from The Ritz-Carlton and St. Regis to more midscale and extended-stay options like Fairfield Inn & Suites and Residence Inn (Thakur, 2021). Overall, Marriott’s success is reliant on a solid corporate culture, customer-driven strategies, and ongoing innovation in the hospitality industry. On the other hand, by leveraging its Bonvoy loyalty program, harnessing cutting-edge technology, and committing to sustainability, Marriott preserves its competitive advantage and worldwide growth trajectory (Kubersky, 2016).
[bookmark: _Toc191416555]Aim of the report
This report analyses the organisational structure, corporate culture, strategic direction and key initiatives of Marriott International. The report will start with description of the company structure and how it affects the operations. It will then analyse Marriott’s corporate culture and how it affects employee engagement and providing customer services. It will also discuss the company’s strategic objectives at the corporate and unit levels as well as change initiatives that have taken place recently and their results. In the final part of the report, it will offer recommendations that will help Marriott to strengthen its market position, achieve operational excellence, and continue to create sustainable growth in the dynamic hospitality landscape (Lamplugh, 2024).


[bookmark: _Toc191416556]Organisation Structure, Culture, and Goals
[bookmark: _Toc191416557]Assessment and Analysis of Marriott International’s Structure
Marriott International has adopted a multi-divisional organisational structure based on geographical, brand, and functional lines. They own some properties, but primarily, they're managed or franchised hotels operating under different brands. A central model forces regional offices to fall in line. Still, they are all well-placed to adopt a local model that allows for flexibility, where islanders can enjoy their island, without abandoning the values that the company espouses globally (Marie, 2023). The top-down leadership model allows for swift decision-making, with executive-level guidance driving corporate strategy and regional leaders executing on the ground. This enables improved operational effectiveness, cost management, and brand differentiation while maintaining quality control and compliance with Marriott’s global standards at every site (Salvador, 2020).
[bookmark: _Toc191416558]Evaluation of Corporate Culture and Its Influence on Operations
Marriott International encourages a people-first culture with a focus on taking care of its employees, supporting diversity and providing excellent customer service. A culture that embraces this philosophy, “Take care of associates, and they will take care of customers” improves employee satisfaction and retention. Marriott incorporates valuing inclusion, ethical business practices, and sustainability into its operations to deliver the highest level of service and to positively impact communities. Satisfied employees contribute to better service quality, and learning encourages a growth-oriented mindset. The reason behind the success of Marriott is this culture that helps to build up a brand image, customer loyalty, and, a consistent guest experience in its thousands of hotels worldwide (Clear, 2018).


[bookmark: _Toc191416559]Goals of Marriott International at Corporate and Unit Levels
Operational goals focus on close-evolving now cost-effectiveness, employee training, and brand consistency. This combination of international guidelines with local flexibility allows Marriott to continue to be one of the premier names in hospitality while remaining relevant with their target customers and the culture in which they do business, creating a plan for long-term growth and viability of the brand (Guirdham, 2017).
At corporate level, Marriott's leadership in digital transformation and hospitality innovation leads to global growth, revenue growth, and sustainability leadership. Streamlining customer satisfaction & quality, maximising shareholder value & operational excellence At the unit level, every Marriott property tries to increase occupancy, maintain a respectful and welcoming guest experience, and respond to local market demand, all challenges that they have to work within the confines of a corporate strategy (Vladimir Pucik et al., 2016).
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[bookmark: _Toc191416561]Recent Change Initiatives Undertaken by Marriott International
Marriott International launched a major organisational overhaul in 2023, targeting annual savings of up to $90 million starting 2025. This includes a planned entry into the midscale hotel space via development of the City Express by Marriott brand for value-oriented travellers. Marriott also gave its loyalty program, Bonvoy, a makeover, drawing in 219 million members, aided in part by such alliances as that with Starbucks. These initiatives indicate Marriott's focus on expanding its market presence and enhancing customer loyalty (Favour Emeli, 2025).
[bookmark: _Toc191416562]Analysis of the Impact of These Initiatives on the Organisation
The restructuring of its business is likely to cut costs and improve the efficiency of its operations which should have an immediate effect on Marriott's financial positions. Marriott's entry into the midscale segment through City Express enables the company to penetrate a much larger customer segment, thereby boosting market share of price-sensitive customers. Such loyalty program improvements, with synergies from the partnerships, will enhance customer retention and provoke new members to engage with the Marriott brand. Together, these initiatives help ensure Marriott remains competitive in an ever-evolving hospitality landscape (Cavallone, 2017).
[bookmark: _Toc191416563]Evaluation of How Well These Changes Were Managed
Marriott's strategic objectives and their initiatives to you know identifying growth opportunities were aligned with market trends is an active change management process. The work-of-the-company: towards cost efficiency, market expansion & customer loyalty suggests a multifaceted strategy for change at the enterprise level. Nonetheless, for these changes to be successful in the long run, implementation, monitoring, and adaptation to changing market conditions have to be right. Marriott's history of strategic planning indicates a solid base for a smooth management of these transitions.
[bookmark: _Toc191416564]Strategic Direction
[bookmark: _Toc191416565]Examination of Marriott International's Strategic Direction
A key driver for Marriott International's strategic direction is based on expansion, diversification, and sustainability. At the end of 2025, the company also expects to increase the number of net rooms to between 230,000 and 270,000 rooms globally, a portfolio of nearly 1.8 million rooms. Recent growth also includes expansion into the midscale market with brands such as City Express by Marriott and StudioRes to cater to budget-conscious travellers (Oxford Business Group, 2016). In addition, Marriott does have sustainability at the core of what it does with the company’s “Serve 360” commitment that aligns the company’s purpose with the UN Sustainable Development Goals to make a significant impact across all facets of its business. Another of its focuses is the company’s commitment to diversity, equity and inclusion, which seeks to mirror the global underpinnings of its customers in its ownership and workforce. These three pillars prepare Marriott to be flexible to changing market conditions while still focusing on conducting business responsibly (Poynter, Viehoff and Li, 2015).
[bookmark: _Toc191416566]Analysis of Strategies Implemented to Achieve Long-Term Objectives
To attain its long-term objectives, Marriott has implemented the following strategies:
Portfolio Growth and Diversification: Roughly doubling room counts by 2025, Marriott is on an aggressive path for growth as further exploration across both luxury and midscale segments continues unabated. 
Focus on Sustainability: Under the "Serve 360" program, Marriott has established 2025 sustainability and social impact goals. These involve reducing environmental footprints and promoting community involvement which resemble global sustainability standards (Dwivedi, 2022).
Enhancing Customer Loyalty: According to the news, "Marriott is expanding partnerships and creating personalized experiences as it continues to grow its Bonvoy loyalty program to keep and attract customers. This helps solidify brand loyalty and encourages repeat business.
Acknowledgment of All Types of Diversity: Acknowledging that diversity of ownership and workforce matters, Marriott supports inclusive practices. This strategy not only mirrors its clientele but also encourages innovation and community trust (Stilgoe, Owen and Macnaghten, 2016).


[bookmark: _Toc191416567]Points for Consideration
[bookmark: _Toc191416568]Evidence-Based Analysis
Marriott International has its Strategic Initiatives that involve growth, innovation, and sustainability. In 2023, the company revealed intentions to add between 230,000 and 270,000 net rooms through the end of 2025, looking for a global portfolio approaching 1.8 million rooms. This includes expanding within the midscale segment with City Express by Marriott, StudioRes, and a focus on attracting budget-conscious travellers (Marriott and Kathi Ann Brown, 2012). Moreover, Marriott is further investing in digital transformation, with tech spending estimated at over $1 billion in 2024 to improve internal and external processes. The company's Serve 360 initiative highlights its commitment to sustainability and social impact, which are guided by 2025 goals that correspond with the UN Sustainable Development Goals (Guthold et al., 2018).
[bookmark: _Toc191416569]Theoretical Frameworks
In this paper I will be analysing and discussing Marriott’s management practices by using the organizational behaviour theories that emphasise their methods in leadership, motivation, and structural adaptability. The company's policies around associate welfare directly corresponds with Maslow's Hierarchy of Needs as it relates to physiological needs, safety needs, and belongingness needs of associates. Employees who feel safe and appreciated tend to be more motivated, content with their jobs, and even remain with the company longer, between competitive salaries, fantastic rewards, and an all-encompassing work environment (Rana, 2019).
Marriott also demonstrates Characteristics of Transformational Leadership by encouraging their staff to go above and beyond what is necessary and encourage new projects. Leadership here fosters innovation and professionalism through periodic training and mentoring program. Empowerment and Culture of Change to Promote Employee Engagement and Performance at Marriott (Tanang and Abu, 2015).
Lastly, Marriott's organisational structure follows the Contingency Theory as the company tailors its management style according to the dynamic global hospitality environment. Branding consistency requires strategic decisions to be centralised, while operational implementation is decentralised, allowing individual hotels to tailor their services to their regional markets. This ensures that while Marriot is extremely efficient at the global level, they can also be highly responsive at a local level. In general, Marriott integrates key organisational behaviour theories through management practices, resulting in a motivated workforce, strong leadership, and a structuring that adapts to its hospitality setting for its continued success (Levin, Kalal and Rodin, 2019).
[bookmark: _Toc191416570]Recommendations
Actionable Recommendations on how Marriott International can improve its strategy in the hospitality industry Such personalisation can be done by using AI-driven tools to gain insights into individual guest preferences, improving the customer experience by offering customised services. AI will help but with tailor made programs in rooms, marketing and travel experiences and with an AI task force in it will make sure the integration would be effective at every customer touch point. More importantly, enhancing sustainability practices by accelerating progress towards net-zero carbon emissions via investments in renewable energy and energy-saving operations can reinforce Marriott’s environmental responsibility, under a committed sustainability officer (Deb and Agrawal, 2017). Marriott can capture a broader customer base by increasing its midscale and extended-stay offerings to accommodate different types of travellers (remote workers, budget travellers, etc.). They should focus on target segments to grow their portfolio in areas where there is an increasing need for budget accommodation (DeSai, 2013).
Investing in employee development through the implementation of training programs in emerging technologies and customer service excellence will also help to cultivate a culture of continuous learning, delivered in partnership with local educational institutions through certification programs and workshops. Finally, another example of how technology can facilitate decision-making in the travel and hospitality industry is to leverage data analytics for market insights; big data analytics can be used to track trends, customer feedback, and operational performance, enabling data-driven decision-making. A data analytics unit that will have the responsibility of collecting and analysing data to directly inform decisions on strategic planning, operational improvement, and so on (Gábor Békés and Gábor Kézdi, 2021). 
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Overall, Marriott International has been successful based on its organisational structure strength, customer-centric culture, and strategic initiatives that positively impact its competitive advantage in the hospitality industry. Marriott is continuing to change the evolution of its business to fall in the range of three areas: an expansion strategy to capture a broader market; the digital transformation phase; and a focused sustainability approach. So, by implementing personalised AI based services, employee up-skilling and sustainability initiatives, will build a competitive edge for them and long-term success.
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