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[bookmark: _Toc189169279]Executive Summary
The report addresses Marriott International’s organisational operations and strategic management. The analysis clearly shows that Marriott International's well-structured hierarchical organisation balances corporate control with local autonomy. Marriott’s corporate culture focuses on customers, innovation, and inclusivity, which are vital to its operational success. Marriott has been in the spotlight recently for its ‘Serve 360’ platform, which has brought about initiatives focusing on digital transformation, market expansion, and sustainability. The successful introduction of a series of strategies, including the big purchase of Starwood Hotels and Resorts in 2016, has matured the company’s global market position. The report highlights ways of further improving sustainable practises, digital innovation, loyalty programme development and employee development. Though struggling against industry challenges, Marriott's strategic direction and implemented changes put it in strong shape to continue growing and stay ahead in the global hospitality sector.
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[bookmark: _Toc189169280]1. Introduction
Marriott International, founded in 1927, is one of the largest and most renowned hospitality companies in the world (Marriott International, 2024). Marriott's headquarters is in Bethesda, Maryland, and it operates over 30 brands, including Marriott Hotels, Ritz-Carlton, Sheraton, Courtyard, and hundreds more from more than 130 countries. The company is noted for its significant efforts in offering flawless customer service and a strategic focus on world expansion, innovation and sustainability. Marriott’s ability to sustain a top brand identity across different markets and a wide range of customer segments says much for the company’s competitive edge within hospitality. The purpose of this report is to critically assess and analyse how Marriott International managed its operations at the corporate and individual hotel levels. This report will examine Marriott’s organisational structure and assess the extent of its hierarchical framework in the company's operations. The report will also look at Marriott's corporate culture and its correlation with employee engagement and customer experience. A discussion of recent change initiatives intended by the company and an analysis of the impact of the initiatives made will also be done. The report will also evaluate Marriott’s strategic decisions made by the company since discovering the offensive practices in its hotels and those strategies it put in place to achieve its long-term goal and competitive advantage.


[bookmark: _Toc189169281]2. Organisation Structure, Culture, and Goals
[bookmark: _Toc189169282]2.1 Organisational Structure
With this hierarchical organisational structure, Marriott International has clear lines of authority in its vast network of hotels worldwide (Marriott International, 2024). Its structure aims to simplify operations, facilitate communication channels, and better manage the decision-making process.
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[bookmark: _Toc189166280]Figure 1 Organisational Structure 
Source:(Helvert, 2017)
Marriott has a CEO who leads the company from the top and a number of senior executives whose responsibility of certain functional areas includes finance, marketing, operation, and human resources. Beneath these senior leaders are regional and property-level managers who handle the day-to-day operations of individual hotels.
This hierarchical structure helps Marriott maintain consistency in its global operations while ensuring local adaptation in different markets. For instance, each regional manager has the autonomy to adjust strategies based on local customer preferences, while corporate leaders set overarching strategies for growth, branding, and customer service (Helvert, 2017). The well-defined structure ensures that Marriott can maintain its brand standards, provide high-quality service to guests, and support a diverse portfolio of budget hotels.
[bookmark: _Toc189169283]2.2 Corporate Culture
Marriott International’s corporate culture emphasises values such as customer focus, innovation, and inclusivity, which play a pivotal role in shaping both its internal operations and the customer experience (Dudovskiy, 2023). The company is known for fostering a strong culture of "putting people first," prioritising employee well-being and satisfaction. Marriott’s leadership style is generally supportive and participative, encouraging open communication between employees at all levels. This approach of leadership will make employees feel empowered and motivated, contributing to achieving the organisation's goals.
Diversity and inclusion are central to Marriott's corporate culture (Gorton et al., 2022). The company has made significant strides in promoting a diverse workforce, with a focus on creating opportunities for underrepresented groups. For example, Marriott has been recognised multiple times as one of the best companies for diversity, owing to its policies that support equal opportunities for all employees (Holtgrieve, 2021).
[bookmark: _Toc189169284]2.3 Goals of the Organisation
Marriott International’s corporate goals revolve around growth, customer satisfaction, sustainability, and financial performance (Shenkar et al., 2021). At the corporate level, Marriott aims to continue expanding its footprint globally, focusing on entering emerging markets and strengthening its position in established ones. The company also prioritises enhancing its brand portfolio through strategic acquisitions and partnerships. For example, the acquisition of a famous hotel in 2016 allowed Marriott to significantly increase its global market share, with over 30 brands under its umbrella today (CNBC, 2016).
At the individual hotel level, Marriott’s goals are closely aligned with corporate objectives but are tailored to meet the specific needs of each property. These goals typically focus on improving customer satisfaction scores, maintaining operational excellence, and driving revenue through local marketing initiatives. The company's global brand standards are consistently communicated to hotel staff, who are trained to align their daily operations with Marriott’s values and objectives. Marriott’s communication of goals is facilitated through regular internal channels, including leadership meetings, corporate newsletters, and digital platforms. Each hotel manager is responsible for ensuring that employees are aware of and working towards these objectives. To achieve these goals, Marriott uses various strategies that reward individual and team accomplishments.
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Recently, Marriott International has faced many changes due to a continuous need to adapt to changing industry demands, technological increases, and sustainability. One of the largest changes was the company’s digital transition (Yates-Roberts, 2023). Marriot put more focus in improving their digital capabilities, primarily their mobile app and website. Mobile cheque-ins, mobile room keys, and AI-driven personalisation of the guest experience were all introduced through the company. It was this transformation because travellers want convenience and they prefer seamless digital interactions.
In addition, Marriott is pursuing growth in other new markets. In addition, the company has established a presence in emerging markets like China and India, for instance, Ritz-Carlton and JW Marriott (Marriott International, Inc., 2024). With its successful expansion strategy, Marriott is able to attract new customers, diversify its customer base and widen its revenue sources, given the competitive nature of the hospitality industry in developed regions. It has also been an area focusing on the key concept of sustainability. The Sustainability and Social Impact Platform, ‘Serve 360,’ created by Marriott, is aimed at addressing environmental matters like energy consumption, waste reduction and responsible sourcing. 
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[bookmark: _Toc189166281]Figure 2 Serve 360
Source: (MSAP, 2023)
As the company set strategic goals, it aimed to lower its carbon emissions as much as possible by 2025 (Ecolab, 2024).
[bookmark: _Toc189169287]3.2 Impact of the Change Initiatives
Marriott has changed, and their impact on operations and market position has been very significant. Digitally, the mobile app and enhanced website functionality have improved the guest experience, leading to higher customer satisfaction and loyalty. The company’s expansion into new markets has helped Marriott maintain its position as one of the largest hotel chains, with over 7,800 properties across 138 countries. This growth has contributed positively to Marriott's profitability, which saw a strong rebound in 2022 after the pandemic, with revenues exceeding $20 billion. Sustainability initiatives have strengthened Marriott’s brand image, aligning the company with environmentally-conscious consumers (Johnson, 2024).
[bookmark: _Toc189169288]3.3 Change Management Evaluation
Marriott’s approach to managing change has largely followed structured change management frameworks. Using Kotter's 8-Step Process, the company has effectively created a sense of urgency around its digital transformation and sustainability goals. Marriott’s leadership communicated the need for change, created coalitions of change champions, and developed a clear vision that aligned with its corporate goals (Setiawan et al., 2020). Marriott followed Lewin’s Change Management Model, unfreezing existing practices by introducing new environmental goals, making the change by adopting eco-friendly practices, and refreezing by embedding sustainability into its corporate culture (Cummings et al., 2014). While Marriott’s change initiatives have largely been successful, continuous adaptation is necessary to stay competitive, especially in the face of emerging technologies.
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Marriott International’s strategic direction focuses on growth, market leadership, customer satisfaction, and operational excellence (David and David, 2017). The company aims to solidify its position as a global leader in the hospitality industry while adapting to evolving customer demands and market dynamics. Marriott's long-term goals include expanding its global presence, enhancing its brand portfolio, and leveraging digital technology to improve guest experiences. One of Marriott's key strategic priorities is increasing its footprint in emerging markets such as Asia and the Middle East, which are experiencing growing demand for hospitality services (Hospitality On, 2022).
Marriott’s market positioning is centred on offering a wide range of accommodations that cater to various customer segments, from luxury travellers to budget-conscious guests. With a portfolio of over 30 brands, Marriott strategically targets both high-end and economy segments, which enables the company to tap into a broad customer base (Mitra, 2023). Marriott capitalises on its brand recognition, global presence, and loyalty program, Bonvoy, which has over 200 million members worldwide (O’Neill, 2024). By focusing on providing personalised and consistent guest experiences across its diverse range of properties, Marriott maintains a strong brand reputation.
[bookmark: _Toc189169290]4.1 Strategies Implemented
Marriott has implemented a range of strategies to achieve its strategic objectives (David and David, 2017). One of the most significant strategies has been global expansion, mainly through mergers and acquisitions. The 2016 acquisition of Starwood Hotels and Resorts was a pivotal move that significantly increased Marriott’s market share, adding over 1,300 properties to its portfolio and expanding its global reach (CNBC, 2016). This merger helped Marriott strengthen its position in international markets, especially in Europe and Asia and offered customers an expanded choice of brands.
Marriott has also focused on brand differentiation, ensuring that each brand targets specific market segments. For example, while Ritz-Carlton caters to high-end luxury travellers, Fairfield by Marriott targets budget-conscious travellers, allowing the company to appeal to a wide variety of customer preferences.
The company has also employed Porter’s Generic Strategies. Marriott aims to offer a unique experience to guests through its high-quality service, loyalty programs, and brand identity, which distinguishes it from competitors like Hilton and Hyatt. By differentiating its offerings, Marriott can command premium prices and attract loyal customers who value the personalised experiences the brand provides.
Furthermore, Marriott uses the Ansoff Matrix to guide its market penetration and development strategies (Zugay and Zakaria, 2023). The company’s entry into emerging markets such as China aligns with a market development strategy. In contrast, its diversification into different service areas (such as offering vacation ownership and residential properties) reflects a diversification strategy. Through these efforts, Marriott ensures that it remains competitive in a rapidly changing global hospitality industry.


[bookmark: _Toc189169291]5. Recommendations
Based on the analysis of Marriott International's current strategies and market position, several actionable recommendations can be made further to enhance the company’s performance and market standing:
1. Invest Further in Sustainability and Eco-Friendly Practices: Marriott has already made significant strides in sustainability, but further investment in green technologies and practices can enhance its competitive edge. Marriott should accelerate the implementation of energy-efficient systems, waste reduction strategies, and renewable energy sources across its properties. For instance, Hilton's “LightStay” platform is an excellent example of a system that tracks and optimises sustainability performance (Ariel, 2019). Marriott can enhance its environmental footprint by adopting similar initiatives across all its properties.
2. Expand Digital Innovation and Personalization: While Marriott has invested in digital transformation, there is further opportunity to personalise guest experiences through technologies such as AI and data analytics. Implementing a more robust AI-driven recommendation engine for personalised services and promotions can improve customer engagement and satisfaction. For example, Accor Hotels' use of data analytics to offer personalised pricing and promotions is a best practice that Marriott could adopt further to enhance its customer experience (Accor, 2023).
3. Strengthen Loyalty Programs: Marriott’s Bonvoy loyalty program is a key differentiator, but it can be improved by offering more exclusive benefits tailored to customers' preferences. For instance, Marriott could implement tiered membership benefits, offering more customisation options for premium members. Marriott could also explore partnerships with other brands to offer additional rewards.
4. Focus on Employee Training and Engagement: Marriott’s culture is a competitive advantage, and continuing to invest in employee training and development is crucial (Dudovskiy, 2023). Marriott can strengthen its human capital by offering more leadership development programs and improving employee retention strategies. Marriott could take inspiration from Four Seasons, which is known for its exceptional employee training programs that enhance both guest satisfaction and employee retention.
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Marriott International’s strategic direction focuses on growth, global expansion, brand differentiation and customer experience. The company has successfully executed digital transformation, sustainability initiatives and market expansion strategies to expand its global presence and market position. At the same time, there are several areas for improvement, including improving its sustainability efforts, further personalising guest experiences through advanced technologies and improving its loyalty programmes. The provided recommendations are essential for Marriott to stay on top in the competitive hospitality industry. This allows Marriott to align with evolving market trends, customer preferences, and operational efficiency by executing these strategies. In the increasingly competitive global market, these improvements will allow Marriott to maintain its dominant market position, create long term customer loyalty and generate profitability.
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