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Executive Summary 
This report aims to critically evaluate Marriott International’s organisational structure, corporate culture, strategic orientation, and current change processes. They have adopted a multidivisional form of managerial structure and this organizes decentralized decision making but also centralized control. Its strong organisational culture fosters innovation, service excellence, and sustainability. The business strategic aims and objectives relate to digitalisation, business growth, and sustainability on one hand and increased organizational productivity, and customer loyalty on the other. Current changes include the use of artificial intelligence in digital change, various health and safety measures after the COVID-19 outbreak including the “Serve 360” program, and sustainability. Alternatively, the efficiency of the specified initiatives is evaluated while adhering to Kotter’s Change Model. To focus on the organisation, the strategic direction of Marriott is examined regarding Ansoff’s Growth Matrix, developing concepts such as brand diversification, expansion to new markets, and customer orientation. Some of the suggestions provided involve increasing the use of artificial intelligence in the personalisation of services and products, developing more sustainability projects, improving initiatives that aim to support the well-being of the corporation’s staff, and focusing more on the luxury travel niche. In effect, the following strategies can be used by Marriott to enhance its status as the leading hotelier in the world, and hence offer the needed momentum for growth in the future:
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[bookmark: _Toc191221437]Introduction
Marriott International is considered one of the leading international hotel companies that owns a broad range of hotels in different categories. Founded by John Willard Marriott in 1927, now it is one of the largest and most worldwide known hospitality companies with over 8000 facilities situated in 139 countries (Marriott International, 2024). The company offers luxury which includes the Ritz Carlton, and St. Regis; Full service next to which are Marriott, and Sheraton; and service falling under the category of Courtyard and Fairfield Inn. Therefore, the purpose of this report is to critically assess the organisational structure, culture, and strategy of Marriott International. It also looks at the current and past change initiatives that have taken place and the analysis of the strategic path of the organisation. Finally, recommendations that will assist Marriott to move to a better competitive position in the hotel and hospitality industry.
[bookmark: _Toc191221438]Organisation Structure, Culture, and Goals
[bookmark: _Toc191221439]Organisational Structure
Marriott International is organized in a multidivisional structure that is a suitable approach to managing all the brands in the company. This decentralized approach gives operational flexibility to the regional subdivisions and individual lodgings which is helpful for change in various markets but at the same time ensuring that brand standards are followed. This structure has franchising and management where some of its hotels are owned, while others have franchised to make an easy expansion and market coverage (Dudovskiy, 2023).
While the strategic decision-making process is kept under the corporate structure, flexibility in management decisions is left with properties in a way that meets local market demands. At the corporate level, Marriott has an executive board, brand managers, regional directors, and property managers, which keeps a succession system that guarantees the alignment of organizational goals and field operations. This structure enhances communication and ensures standardization in service delivery and strategy implementation as a way of enhancing Marriott’s competitiveness and operation as the world’s leading hospitality organization. In addition, Marriott has successfully managed to strike a delicate between top-down managerial control and decentralization in that it empowers its corporations to innovate, connect with customers, and respond more quickly to changes in dynamics of the hospitality industry while maintaining organization-wide focus and oversight so as to sustain growth and success (Research-Methodology, 2023).
[bookmark: _Toc191221440]Corporate Culture and Its Influence on Operations
Marriott International promotes a healthy workplace environment and organizational culture that originated from the following core values: Putting People First, Pursuing Excellence, Embracing Change, Acting with Integrity, and Serving Our World. This culture is captured through the company’s focus on satisfying the needs of its employees since this results in satisfying the customers (IvyPanda, 2024).
The organization operates based on Hofstede’s Cultural Dimensions Theory; in this case, the organization holds a low power distance index and a high collectivism index (Hofstede, 2018). Decision-making is also delegated to employees at different organizational levels which makes them BEL, that is, bullish, empowered, and loyal. This focus enhances Marriott’s operational efficacy, notably in its approach to workplace diversity, as demonstrated by its policies of employee diversity and equality. In addition, this company has complied with total quality management approaches for constant enhancement in service provision. Thus having a well-developed ethical approach together with a defined service culture has placed Marriot among the leaders in the sphere of hospitality (Marriott and Brown, 2014).
[bookmark: _Toc191221441]Corporate and Unit-Level Goals
Marriott International’s long-term strategic goals for the company entail sustainable growth, and profitability together with expansion in new markets that include Asia and Africa, among them being; mobile check-in, AI customer service/interactions, and diminishing carbon footprint through the quest for net-zero carbon emissions by the year 2050 (Mittal, 2024). At the unit level, individual Marriott hotels try to achieve high levels of customer satisfaction, provide training to increase employee turnover, and achieve the best operation solutions and better standards while cutting costs. Therefore, the definition of these unit-level goals in reference to the overall strategic goals of the corporation enhances the overall structure of Marriott as coherent, scalable, and relatively immune to shocks in business.
[bookmark: _Toc191221442]Recent Change Initiatives
Over the years, Marriott International has implemented various changes to its operations, availability, and long-term longevity. Such changes include the use of information technology, the effects of COVID-19, technological changes, and concern for the environment. One can state that the company has successfully strengthened its leadership in the sphere of global hospitality by developing its strategy of digitalization, recovery after the pandemic, and the growth of corporate social responsibility (Johnson et al., 2023).
[bookmark: _Toc191221443]Digital Transformation and AI Integration
Marriott has been active in the digital strategy advance with the help of which the firm has integrated artificial intelligence and machine learning. Automated customer services and intervals of reservation and inquiries via AI chatbots have also replaced traditional methods and made response faster. Also, technology-activated room service and guest preference analysis have boosted the efficiency of the services and therefore the level of satisfaction among the guests has risen. These are in line with Porter’s Value Chain Model most especially on service differentiation whereby Marriott is working hard in embracing technology to enhance the flow of its clients (Global Data, 2022).
[bookmark: _Toc191221444]Post-Pandemic Recovery Strategy
Marriott Company was among the industries that have been affected by COVID-19 and it adopted a health and safety program called “Commitment to Clean.” Working with medical advisers and global health-based agencies, the company established sparkling clean services, became as touchless as possible, and enhanced air circulation. Contactless checks-in, entry, and ordering reduced physical touching of guest interfaces, guaranteeing safety and smooth running of facilities. These efforts regained the confidence of the guests, ensuring that Marriott could respond adequately to new changes in the global health situation while retaining the high quality of its services (Research-Methodology, 2023).
[bookmark: _Toc191221445][bookmark: _Hlk191156999]Sustainability and Corporate Social Responsibility (CSR)
Under its “Serve 360” program, Marriott has further enhanced its social responsibility efforts regarding environmental protection by aiming to minimize carbon emissions, develop its waste management strategies as well as expand the usage of renewable energy sources. Among them, the company committed that it would source 95 percent of its seafood from responsibly sourced suppliers by 2025 (Ecolab, 2024). Also, Marriott has been involved in procuring green building certifications, water-saving measures plus energy-efficient technologies in all its hotels. These programs correspond to the attributes of the Triple Bottom Line (TBL) focusing on economic, social, and environmental returns (Business Wire, 2024).
[bookmark: _Toc191221446]Change Management Evaluation
It is possible to evaluate the effectiveness of these initiatives by resorting to Kotter’s 8-step Model for managing change in organisations. Marriott gave the stakeholders signals of the need for action through external pressures such as the pandemic and the rising concern for the sustainable management of the hospitality industry. Realising that something had to be done, the company promptly initiated several strategic developments in the area of health measures and the environment (Salman and Broten, 2017). To realize these strategies, Marriott formed a guiding coalition by involving all the relevant stakeholders which include employees, franchisees, and experts in the industry. In order to achieve this, cross-functional leadership teams were put in place to enhance efficiency across different regions (Daft, Murphy and Wilmott, 2020).
This led to the formation of a tactical plan based on the company’s vision that seeks to focus more on; digital, guests, and sustainability. Marriott managed to disseminate this vision to different levels in the organisation through regular briefings, online social media, and corporate training sessions (Barney and Hesterly, 2019). Employees were enabled for major strides through employee training and developmental sessions whereby organizational personnel were trained to overcome new challenges that come with Technologies and safety measures within the organizations. The company also adopted favourable incentive laudable policies of encouraging sustainability measures at the property unit level (Mullins, 2019).
Thus, APR was able to move from strength to strength and achieved some momentary victories on the short-term results such as rising customer satisfaction scores and achieving positive sustainability indicators. It also sustained and evolved the efforts and heightened them as regular programs of the organisation, not short-term company image campaigns (Boddy, 2017). This has brought about these changes into the corporation's long-term strategic plan as elements of digitalisation and sustainability become integrated into the operation of Marriott. However, there is still potential for improvement regarding the adjustments in AI-related services and environmental programs to be more beneficial for the organization as a whole.
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[bookmark: _Toc191221448]Long-Term Growth Strategy
Marriott International's direction is based on expansion and innovation and the sustainability of this organization will follow Ansoff’s Growth Matrix to spur growth. Thus, through market penetration, the company improves customer experience and extends the use of its Bonvoy rewards program. Market development aims at expanding Marriott’s market share in such markets as China, India, and the Middle East whose hospitality market is gradually improving. Integration involves coming up with new hotel ideas that will attract customers such as the green hotels which are currently on the market as well as lifestyle hotels. Besides, Marriott also considering a shift in the product portfolio as well as vertical integration, partnering in residential and co-living, and offering extended-stay luxury accommodations and residential properties (Marriott International, 2024).
[bookmark: _Toc191221449]Brand Diversification and Market Expansion
The company has continued to adopt a strategic model of brand segmentation to target an extensive market base among Marriott customers. The acquisition of Starwood Hotels & Resorts helped in consolidating the company’s position in the market and expanding it so that it could accommodate both the value and luxury segments. Through cooperation with local investors as well as state authorities, the company achieves effective market entry, and adaptation to the local environment, particularly in those areas where expansion remains high and the demand for hospitality services increases (Mullins and Dossor, 2013).
[bookmark: _Toc191221450]Customer-Centric Innovation
Marriott has integrated Big Data and AI to improve the customer experience and ensure the clients’ loyalty (Anderson, 2021). Bonvoy, which has over 30 affiliated hotels, encourages customers to come back and use the company’s services to enhance its positions. The multitude of services can be adapted perfectly throughout by using analytics and AI, which allow the company to improve and personalize the experiences (Patov, 2024).
[bookmark: _Toc191221451]Sustainability as a Competitive Advantage
Sustainability remains one of Marriott’s strategic priorities up to date. This strategy entails one, elimination of the use of single-use plastics, two, conservation of energy and three, integration of green building certifications. Therefore, by integrating sustainable practices into its system, Marriott appeals to environmentally sensitive tourists and also establishes sustainable business practices that guarantee the company’s stability in the market that is increasingly becoming more sustainability-conscious (Mullins and Rees, 2023).


[bookmark: _Toc191221452]Conclusion and Recommendations
To ensure the good standing of the firm, Marriott International adopts a strong organisational structure, aggressive market penetration, and an Information technology initiative. This adaptability of the company to the dynamic nature of the industry, through digital transformation or other changes such as sustainability, has made it more competitive. However, having obtained a good position, should not be complacent, and continuous innovation and improvement are the keys to long-term success in the modern world. Personalising the AI technology, expanding sustainability strategies, improving wellbeing schemes for the employees, and focusing on the ultra-luxury travel segment will help Marriott to remain ahead and achieve its goals to cater to the consumers and trends.
To this end, Marriott should consider implementing intelligent quotations for product pricing and highly targeted marketing tools during the next two to three years with the participation of IT and digital marketing departments. Effective by 2030 is the continuation and acceleration of the energy transition to renewables and the use of carbon-offset programs across its stores, especially in maximum visitation zones. Introducing flexible work arrangements, mental health support and leadership development within 12 months across all company managed properties will help in the improvement of employees’ well-being and retain them, thus improving service quality at facilities. Indeed, the growth and expansion of positioning The Ritz-Carlton and St. Regis into new emerging luxury markets by 2026 including Maldives and Greece to serve more high net worth travelers is effective. Through the outlined strategies, Marriott International will sustain itself as a leader in the hospitality sector and the world at large through innovativeness and the provision of the best services.
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