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[bookmark: _heading=h.gjdgxs]Executive Summary
Marriott International’s organisational structure, corporate culture, strategic goals, recent change initiatives and long-term direction are analysed in this report. Marriott operates under a hierarchical and divisional structure that permits global efficiency while providing regional flexibility. Strong customer loyalty is the result of its employee-centric culture, which emphasises high levels of service.
While the company has mastered change, it has undertaken vital change initiatives like digital transformation, sustainability efforts and improved health protocols which have tremendously enhanced operational efficiency and delivered much better guest experiences. Marriott’s strategic direction includes global expansion, AI-driven personalisation, and sustainability, which will help Marriott grow in the long run and earn a competitive advantage. Marriott should, therefore, accelerate sustainability initiatives as well as use AI-driven guest experiences and invest in employee retention programs to further strengthen its position. These recommendations will contribute to brand reputation, operational efficiency, and customer satisfaction and help Marriott reinforce its leadership in the hospitality industry. Due to its ability to continually adapt to the trends in the market and new technological developments, Marriott currently remains on top of the game globally.
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[bookmark: _heading=h.1fob9te][bookmark: _Toc191681791]1. Introduction
Marriott International is a world-renowned hospitality company with 8,500 properties worldwide in 138 countries (Bessouh, Grari and Boukli-Hacene, 2024). The company has since grown into a global leader in the hotel industry, offering a portfolio of 30 brands including The Ritz-Carlton, St. Regis, Westin, Sheraton, and Courtyard by Marriott, which was founded in 1927 by J. Willard Marriott. Marriott is committed to providing a strong level of service to guests, innovation, and corporate responsibility to build its reputation for excellence in hospitality.
This report is an attempt to analyse some of the main aspects of Marriott International’s organisational structure, corporate culture, and strategic goals. It will study how the company’s structure enables it to perform its operations, how its corporate culture aids business success, and how the company sets its goals at both corporate and hotel units. In addition, the report will assess the impact of recent change initiatives undertaken by Marriott and whether it was appropriately managed (Boddy, 2017). The company’s long-term strategic direction is also explored in the report and recommendations are given to Marriott on how the company can further position itself in the hospitality industry. This report will provide a detailed analysis of Marriott International’s continued success and improvement by using the theories of management and the industry's best practices.
[bookmark: _heading=h.3znysh7][bookmark: _Toc191681792]2. Main Body
[bookmark: _heading=h.2et92p0][bookmark: _Toc191681793]2.1. Organisation Structure, Culture, and Goals
Organisational Structure
Marriott International has a hierarchical and divisional organisational structure that enables the efficient management of its global operations (Wesley et al., 2024). The company is segmented into business segments according to brand categories (luxury, premium and select service) and regions of the world (Americas, Europe, Middle East & Africa, and Asia Pacific). The structure allows Marriott to customise its services across markets while sticking to the brand.
One of Marriott’s structures is its franchise and management model (Buchanan and Huczynski, 2007). Some of the company’s properties are owned and managed; others are franchised. Marriott provides branding, marketing, and operational guidance to franchisees that operate hotels under the Marriott brand, and Marriott hotel guests receive the same standard of accommodation and service across the world. Rapid expansion was made possible with low financial risk due to this model (Mullins, 2019). Also, Marriott adopts a centralised decision-making approach for strategic initiatives like brand positioning and global marketing and local adaptation is allowed at the regional and property levels. The balance between global oversight and local flexibility puts the operation on an even keel and keeps it operational, efficient and high service.
Corporate Culture and Its Influence on Operations
The core values of people-first leadership, service excellence, integrity, and innovation are all deeply embedded in Marriott’s corporate culture (Eschenbrenner et al., 2023). A strong employee-centric approach is followed by the company that believes that satisfied employees provide exceptional guest experience. "The Spirit to serve" is one of Marriott’s core cultural essences that stress the engagement of the employees, customer satisfaction and involvement in the community. It creates a culture in which employees are committed to a very high level and this commitment brings better service and brand loyalty. Marriott is constantly regarded as a top employer because they have always been focused on professional development, competitive benefits, and diversity and inclusion (Hassanein and Özgit, 2022).
Marriott also puts CSR ahead in its Serve 360 Program which promotes sustainability, ethical sourcing, and community development. The thrust of sustainability initiatives like reducing water and energy needs, and eliminating single-use plastics is to match the growing consumer demand for green companies. Marriott values these cultural values to enhance its reputation and long-term success.
Organisational Goals
The goals of Marriott International’s corporate aspirations include expansion, digitisation, sustainability and financial growth (Janjusevic, 2022). The company stays ahead in the market through new hotel openings, acquisitions, and strategic partnerships to expand the company’s global footprint. At the same time, Marriott spends on digital transformation and innovation, with technologies like mobile check-ins, AI-enabled guest personalisation, smart room features and so on to improve guest experiences (Huczynski and Buchanan, 2019). Marriott is still a very sustainable company, focused on reducing its carbon footprint, ethical business practices and supporting local communities, and the Serve 360 program, among others. In addition to financial growth and stakeholder value, efficient operations, strong brand management and revenue diversification are achieved (Bloisi, et al 2007).
Marriott places emphasis on the individual hotel level by offering the highest level of guest satisfaction through personalised services and quality amenities. In this context, streamlining processes is done to maintain the company’s operational efficiency while maintaining high service standards (Lele, Kumari and White, 2023). Moreover, it is important to have employee development as such; they should be trained continuously and provided with career growth opportunities to have a skilled workforce (Mullins, 2023). Marriott ends with community engagement, supporting local economies and social initiatives to be present in more of the market. These goals of Marriott ensure sustainable growth, high customer loyalty and a good global reputation.
[bookmark: _heading=h.tyjcwt][bookmark: _Toc191681794]2.2. Recent Change Initiatives
Marriott International has made numerous changes in consumer expectations, technological advancements and global challenges (Selin, 2022). Guest experiences transformation Digital transformation has helped operational efficiency and customer satisfaction as check-in and check-out are made by mobile, mobile key access and AI-powered chatbots. Marriott has cut down carbon emissions, water use, and single-use plastics through its 'Serve 360' program, and offered its 'Commitment to Clean' program which assured guests and employees that they would be safe, during the COVID-19 pandemic. One of the programs adopted by the company to improve workforce management and employee well-being as well as to reinforce diversity, equity, and inclusion initiatives is 'Take Care'. These changes have provided several benefits for customers, operational, as well as sustainability metrics. However, the challenge has been initial intermediation resistance from employees and franchise partners to their digital services and environmental standards. The changes have all been successfully managed by Marriott through effective strong leadership, clear communication, and a well-structured approach to implementation.
[bookmark: _heading=h.3dy6vkm][bookmark: _Toc191681795]2.3. Strategic Direction
Sustainable growth, digital transformation, customer loyalty, and operational efficiency are among Marriott International’s strategic directions and processes that allow it to stay on the list of the top hospitality companies in the world (Bardukova, 2023). Its focus is to extend its footprint in the market, improve guest experiences, and generate commercial growth in the long term taking account of social, environmental, and corporate responsibility. Three core areas of Marriott’s strategy include global expansion, technological innovation and brand differentiation.
Global Expansion and Market Growth
Aggressive expansion strategy is one of the key components of Marriott’s strategic direction (Horozhankina, Korneyev and Farzullaev, 2024). The company is still opening new hotels in emerging markets such as Asia Pacific, the Middle East and Africa where tourism and business travel are on the rise. Marriott uses its franchise and management model to expand quickly at low financial risk. Marriott has also made strategic acquisitions, like in 2016 merging with Starwood Hotels & Resorts, to strengthen its global footprint and expand its portfolio to 30 different brands catering to different customer segments. Marriott has also spent money on alternative lodging options, including Homes & Villas by Marriott International, a premium home rental service that competes with Airbnb. The entrance into the home-sharing market is a confirmation of the shift in consumer taste for personalised, flexible travel experiences.
Digital Transformation and Customer Engagement
Technology is playing an ever more important role in helping Marriott to deliver the best possible guest experiences and operational efficiency. Mobile check-in, keyless room access, AI-powered chatbots, smart room technology and more, the company has rolled out all the services to ensure that guests have a seamless and personalised experience (Mullins and Dosser, 2013). Customer engagement is the key reason why the Marriott Bonvoy app is important because it is a platform for loyalty rewards, personalised recommendations, and mobile concierge services. All of these innovations not only serve to satisfy customers but also promote direct bookings and reduce dependence on the services of third-party travel agencies. Marriott is also focused on data analytics and artificial intelligence. Big data is used at the company to analyse customer’s preferences and market trends which can be offered tailored experiences and optimise pricing strategy. It enables Marriott to make better decisions and continue to be competitive.
Sustainability and Corporate Social Responsibility
[bookmark: _heading=h.1t3h5sf]Marriott’s long-term strategy is based on sustainability. Marriott has pledged to reduce the amount of carbon emissions, minimise waste and support local communities through their program called Serve 360. In addition to sourcing 100 per cent of its electricity from renewable energy and reaching net zero carbon emissions by 2050, the company will aim to bring ‘an end to plastic waste in all aspects of the oil and gas supply chain’. This is consistent with increased consumer and investor pressure on businesses to practice environmentally responsible ways of operating. Marriott also makes its corporate strategy diversity, equity, and inclusion. Marriott drives its business by investing in taking care of its employees (i.e. investing in employee wellbeing) and by increasing leadership opportunities for underrepresented groups within its workforce.
[bookmark: _heading=h.4d34og8][bookmark: _Toc191681796]3. Conclusion
As a result of a strong organisational structure, customer-focused corporate culture and strategic growth initiatives, Marriott International has successfully built itself as a global leader in the hospitality industry (Eschenbrenner et al., 2023). The hierarchical and divisional structure gives this company an efficient way to operate globally while providing regional flexibility. The people-first culture that prevails at its organisation leaves the employees very engaged and motivated to do well in their job and service, leaving a hue that not only creates loyalty in the consumers but also performs better. Forty years on, Marriott is a forward-looking hospitality brand in the running for the FT Open Research Snapshot.
The company's recent changes in innovation, sustainability, operational excellence and health and safety protocols, have all contributed to increased operational improvement and improved corporate reputation, as well as enhanced guest experience. As to the changes that have been taking place in Marriott, Marriott has been able to handle these changes well by having strong leadership, good communication, and structured implementation strategies (Wesley et al., 2024). Marriott is sticking to a strategy of global expansion, technology-driven experiences and corporate social responsibility to help sustain a competitive edge. But Marriott is flexible due to its brand portfolio, investing in data analytics and focusing on sustainability. Marriott International’s success is overall because it’s able to innovate, adapt and offer high service standards. However, Marriott will have to continue improving sustainability efforts, workforce management, and increasing technological advancements if it is to remain the leader in such an ever-changing hospitality field.
[bookmark: _heading=h.2s8eyo1][bookmark: _Toc191681797]4. Recommendations
To strengthen its position in the hospitality industry, Marriott International should concentrate on the enhancement of sustainability efforts, progress in the utilisation of AI in personalisation, and better employee retention strategies. The industry position of Marriott International will benefit from placing sustainability alongside technological innovation and workforce enhancement strategies. The expansion of solar energy adoption and green building certifications throughout all properties will enhance Marriott’s dedication to environmental responsibility. The implementation of automated service technologies alongside AI-powered virtual assistants enables better guest customisation services alongside operational advancements (Inavolu, 2024.). Organisations should fund employee welfare initiatives including mental health services and leadership training because these elements create a motivated staff culture (Wu et al., 2021). The global implementation of these initiatives through corporate teams and local management between 2025 and 2030 will make Marriott competitive while maintaining operational resilience and consumer and employee alignment.
Expand Sustainability Practices: Marriott should speed up its transition to renewable energy and zero waste (Menegaki, 2024). To implement all these measures (why), the corporate sustainability team should 2030 (when) align all properties (where) with global environmental goals (why). A good benchmark (how) on how eco-conscious brands like Hilton’s operations are carbon neutral.
Leverage AI for Personalisation: Marriott should put time and money into AI-powered guest experience platforms to provide hyper-personalised services to guests (Snäll, 2023). Marriott Bonvoy (why) should deploy predictive analytics (how) by 2025 (when) through the technology team (who).
Enhance Employee Engagement and Retention: To decrease turnover, HR teams (who) widen training, mentorship, and wellness programs (how), across all locations (where), and (why) (Timsina, 2024). A model on how to excel in employee satisfaction is provided by companies such as Four Seasons.
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