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[bookmark: _8qpo0nkwgz6w]Executive Summary
This report focused on Marriott International, exploring its organisational structure and culture, change initiatives, and strategic direction. Marriott was determined to expand, innovate through technology, and have a sustainable path forward. There was an intensified focus on emerging markets and net-zero carbon emissions by 2050. The company's decentralised structure has allowed the local hotels to adjust while still complying within global standards.
Marriott's culture would focus on higher service standards and sustainability, such as in operations and contemporary trends, including integration of technology and environmental programs. The strategic directions focused on expansion through market opportunities, technological development, and environmentally friendly practices. The report has ended with recommendations for ramping up sustainable efforts, for further expansion into digital innovations, and for a great diversity and inclusion strategy strengthening Marriott's current competitive edge that would last beyond the next move in hospitality to come.
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[bookmark: _vwdupokty485][bookmark: _Toc189481845]1. Introduction
Marriott International was founded in 1927, which is one of the world's biggest global hospitality chains. Its assets now include around 8,000 locations in 139 countries (Marriott International, 2024a). These hospitality properties include the highest-priced brands, The Ritz-Carlton and JW Marriott, as well as budget-friendly brands such as Courtyard by Marriott. Among all hospitality providers, Marriott stands out for its strong legacy of excellence in service, innovation, and sustainability. 
The purpose of the report is a comprehensive analysis of Marriott International regarding its resort operation. This study will look at the organisation from various dimensions—organisational, corporate culture and goals, recently initiated changes, and strategic directions—with an analysis of Marriott's stand on sustainability efforts and technological prowess, followed by recommendations for this company to leverage its position among the international community.
[bookmark: _54churxz2bcw][bookmark: _Toc189481846]
2. Organisation Structure, Culture, and Goals
[bookmark: _Toc189481847]2.1 Organisational structure
Marriott International has maintained a divisional structure for operating its vast portfolio across various regions, such as the Americas, Europe, EMEA, and Asia Pacific regions (Neupane and Khanal, 2022). The company's regional setup allows it to respond to market demands locally and yet provide services with universal quality on a global platform. Each region has a managing team in charge of operations, marketing, HR, and finance, reporting directly to headquarters in Bethesda, Maryland (Ranasinghe et al. 2021). It has further categorised itself into three brand types: luxury, premium, and select service. On the property level, the local manager is delegated the power to address specific market demands within the guidelines given by the corporation.
[image: ]
Figure 1: Number of Marriott International hotels worldwide from 2009 to 2023
(Source: Statista, 2024)
According to Statista, Marriott International expanded hotel properties around the world from 2009 through 2023 to reach 8,785 in 2023. Acquisitions, including Delta Hotels and Starwood, have also been a catalyst for growth (Statista, 2024). Marriott International has a strong presence worldwide and currently has the highest number of rooms, surpassing its competitors such as Hilton and Wyndham.
[bookmark: _Toc189481848]2.2 Corporate culture and its influence on operations 
Marriott's corporate culture is built from its founding philosophy of putting people first, striving for excellence, embracing change, and acting with integrity (Cooperrider and Selian, 2021). The philosophy of the company is not only extended to its employees but also to its guests and business partners. Such a culture breeds teamwork and involvement among its workforce, resulting in low employee turnover and prominent levels of customer satisfaction. In terms of diversity, Marriott focuses on being inclusive, as it values its workforce's cultural and personal backgrounds (Ertuna et al. 2022). This further allows the company to offer different market-specific customised guest experiences. The "Spirit to Serve" culture at Marriott transcends internal operations and community engagement in the form of sustainability, philanthropy, and responsible business.
[bookmark: _Toc189481849]2.3 Corporate level goals
Growth, innovation, and sustainability can be considered as all about the mission at the Marriott International corporate levels (Gallan et al. 2021). One would aim to push into new horizons, developing emerging market, for instance in Asia and Africa. Innovation acts as a facilitator for changing Marriott's overall approach to be technology and individuality driven through experiences for their guests. Its long-term aims involve sustainability, which is a path to meeting net zero by 2050, with tourism being the responsible end.
[bookmark: _Toc189481850]2.4 Individual unit-level goals
At the individual unit level, Marriott resorts and hotels emphasise high occupancy rates and superb guest service, along with operations more in line with the corporate strategy. Each property has RevPAR and occupancy targets, of course, to be attached to the company's high service standards. On the other hand, this firm is also encouraged to participate in initiatives on sustainability for resorts to meet worldwide environmental goals established by the company (Sainaghi et al. 2021). This freedom given to local managers allows Marriott resorts to provide a uniform but locally customised guest experience, ensuring the company's long-term success in the global as well as the local environment.

[bookmark: _d6ycpuks2hqi][bookmark: _Toc189481851]3. Recent Change Initiatives
In recent years, Marriott International has implemented several incredibly significant initiatives around growth, engagement with customers, and sustainability. Among the major changes are the merger with Starwood Hotels & Resorts, the launching of a new loyalty program known as Marriott Bonvoy, and sustainability in the reduction of environmental impact on the company.
[bookmark: _aj1elo3quawf][bookmark: _Toc189481852]3.1 Merger with Starwood Hotels & Resorts
Marriott, through acquiring Starwood Hotels & Resorts in 2016, thus established the world's largest hotel chain (Austin and Phalippou, 2023). Through this acquisition, Marriott's portfolio increased significantly, including Westin, Sheraton, and St. Regis brands under its roof. It was through this marriage that Marriott hoped to increase market shares over the globe, especially in Europe and Asia, and would offer wider luxury properties for global clients.
Impact of this change:
The result of this integration has been significant. Marriott's brand portfolio expanded to many brands, making it more diversified within the hospitality sector globally (Kim, 2024). In addition, it provided Marriott with economies of scale, thus reducing costs by streamlining operations. However, challenges were realised when integrating the two companies in different corporate cultures and technology systems (Harrison et al. 2021). Marriott had to balance these differences carefully so that the service was uniform for both Starwood and Marriott guests across all properties.
Marriott implemented the integration by Lewin's Change Management Model, which involves unfreezing, changing, and refreezing. 
[image: ]
Figure 2: Lewin's Change Management Model
(Source: Harrison et al. 2021)
Evaluation of the change:
First, Marriott would begin by “unfreezing” the old structures, that is, identifying the most strategic points of alignment between Marriott and Starwood. In the “changing” stage, Marriott would merge the operations and loyalty programs and standardise procedures throughout all brands. Finally, in the “refreezing” stage, Marriott would reaffirm these changes to form a new, united organisational structure.
[bookmark: _712kgciadfms][bookmark: _Toc189481853]3.2 Launch of Marriott Bonvoy
Marriott unified its loyalty program, Marriott Bonvoy, which it launched in 2019. It brought together Marriott, Starwood, and the Ritz-Carlton loyalty programs (Shin et al. 2022). The goal of this was to make the loyalty experience for its members streamlined so that a guest could earn and redeem points on one platform across Marriott's entire portfolio.
Impact of this change:
The Marriott Bonvoy program has promoted engagement among customers. More than 173 million members sign up for their loyalty programmes, making it one of the largest within the hospitality business (Marriott International, 2024a). The achievement of the programme is single platform access, easier provision of member benefits, as well as increased personalised experiences during stay. Marriott Bonvoy has also assisted the firm to enable it to collect crucial information on the preferences of guests, which enables it to tailor its marketing and enhance customer experience.
Evaluation of the change:
The introduction of Marriott Bonvoy has been well managed, with the communication strategy about the changes involving employees and customers. However, some challenges began to emerge after the integration with different loyalty program structures and point systems, whereas Marriott addressed those concerns by clearly explaining and guiding customers through a smooth transition.
[bookmark: _83strwieo978][bookmark: _Toc189481854]3.3 Sustainability Initiatives
Marriott has also increasingly focused on sustainability. Marriott committed to reaching net-zero greenhouse gas emissions by 2050, including removing single-use plastic, reducing food waste, and increasing renewable energy usage (Marriott International, 2024b). This places Marriott in step with the world's environmental movement and will appeal to the environmentally aware consumer.
Impact of the change:
The positive impact of Marriott's sustainability efforts has helped the company enhance its reputation as a responsible corporate citizen (Wesley et al. 2024). Moreover, such initiatives have led to cost savings through energy efficiency measures. The sustainability focus of Marriott has strengthened its competitive edge in a market increasingly prioritising responsible tourism (Kang et al. 2022). Marriott's way of managing these initiatives toward sustainability is understood using Kotter's Eight-Step Change Model. 
[image: ]
Figure 3: Kotter's Eight-Step Change Model
(Source: Alhaderi, 2021)
Evaluation of the change:
First, Marriott managed to create a sense of urgency around environmental concerns, developed an action coalition that would spearhead the change process, and made sure that stakeholders were communicated with and informed about sustainability goals (Alhaderi, 2021). To maintain momentum on the long-run net-zero emission goal, short-term wins include reducing plastic use.
[bookmark: _juxwb5k5h1l3][bookmark: _Toc189481855]
4. Strategic Direction
[bookmark: _eju227adxp8z][bookmark: _Toc189481856]4.1 Strategic Direction
The company's strategic focus is on growth, customer-centric innovation, and sustainability. Its efforts are concentrated on maintaining Marriott International as the hospitality leader, but at the same time changing with the rest of the industry (Czinkota et al. 2021). Some strategies that Marriott uses to achieve these long-term objectives include portfolio expansion, digital transformation, and the pursuit of a sustainable future.
[bookmark: _g8sc68kbw7wc][bookmark: _Toc189481857]4.2 Portfolio Expansion and Market Penetration
One of the important strategies at the core of Marriott is acquiring markets and launching more hotels to globally expand the company. Its acquisitions of Starwood Hotels & Resorts in 2016 have remarkably increased the portfolios of the company's brand market share through expanding its global customers and accessing newly available segments through geographies across the world (Kim, 2023). Especially developing into Asia and African markets, from where the newly developed Marriott chains are contributing.
Marriott's expansion of its portfolio really, naturally falls under Ansoff's Growth Matrix and encompasses two, namely diversification and market penetration (Czinkota et al. 2021). 
[image: ]
Figure 4: Ansoff's Growth Matrix
(Source: Czinkota et al. 2021)
Adding contemporary brands through purchasing Starwood represents diversification, while opening hotels in existing markets calls for market penetration. It positions Marriott to reach a wide pool of customers, from budget-friendly travellers to luxury guests.
[bookmark: _gm94umc0o4c0][bookmark: _Toc189481858]4.3 Digital Innovation and Customer Experience
Marriott has highly invested in its digital innovations and is pushing into mobile check-in, digital keys, and interactions through the app Marriott Bonvoy (Marriott International, 2024c). Data analytics is at the heart of the strategy of Marriott, where data is collected to understand customers on Bonvoy to personalise marketing initiatives and increase loyalty (Bardukova, 2023). The approach to digital will keep Marriott well-positioned and competitive in such a rapidly becoming tech-savvy hospitality space.
[bookmark: _a5uqx03388x6][bookmark: _Toc189481859]4.4 Sustainability and Corporate Social Responsibility (CSR)
One of the primary planks of Marriott's strategic direction is sustainability and CSR. The company has extremely aggressive targets for reaching net-zero carbon emissions by 2050 (Marriott International, 2024b). Marriott's sustainability efforts are more towards energy, waste, and responsible sourcing. This further builds the brand image through such contributions of environmental responsibility, catering to an eco-sensitive clientele.
[bookmark: _thgdnw27sbja][bookmark: _Toc189481860]
5. Recommendations
Marriott International must, therefore, focus on developing sustainability, digital innovation, and diversity and inclusion as critical areas to help enhance its position in the hospitality industry.
· Enhancing Sustainability Practices: Marriott should step up the process of installing renewable energy sources worldwide, such as solar panels, which would lower long-term operation costs and help Marriott improve its environmental profile (Legrand et al. 2022). The Corporate Sustainability Team should initiate this process in the next five years, first with new openings and then continuing with its established hotels. Marriott should follow in the footsteps of Accor Hotels, which has been successful with energy-saving technologies and waste-reduction programs.
· Expanding Digital Innovation: To make the experience of its customers better, Marriott should implement more AI customer service technology in the form of 24/7 available chatbots and virtual concierges (Štilić et al. 2023). The IT group should implement this technology in popular hotels by 2026. Marriott could take cues from Hilton by offering “Connected Room” technology whereby guests can control rooms through the mobile phone of a guest.
· Strengthening Diversity and Inclusion: Marriott should increase its diversity and inclusion efforts by building goals for greater representation on the leadership lines and mentorship programs for under-represented groups (Anand, 2021). Human Resources should lead the effort towards more measurable progress by 2027, helping Marriott increase its diverse workforce and customer base, which aligns with industry best practices, such as Hyatt, who have had success in increasing the diversity of their leadership.
By focusing on sustainability, digital transformation, and diversity, Marriott can further solidify its competitive edge and remain a leader in the evolving hospitality industry.
[bookmark: _g2zn9bh31pf][bookmark: _Toc189481861]
6. Conclusion
[bookmark: _95qj3l5mb68d]From the overall research, it can be concluded that Marriott International has led hospitality with international growth, innovation, and sustainability. It has remained competitive through growth in its portfolio, embracing digital transformation, and sustainable practices. Yet, the company still has more to explore in the way of furthering sustainability, accelerating digital innovation, and increasing diversity and inclusion. These would go straight into not just increasing efficiency operationally but would boost brand reputation, while the overall goal would ensure and maintain Marriott in leading its business lines ahead into a continuously more demanding world for hospitality industry stakeholders.
[bookmark: _3526m1qfwqz4]
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