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 Executive Summary
This report has focused on understanding and analysing the organisational behaviour, structure, culture, strategies, and management of the Marriott International hotel group. As part of this research, its current organisational structure and corporate culture have been explored through applying relevant theories such as triple bottom line theory. Application of this theory has revealed that the company’s strategies and culture revolve around its core values and tenets. Such as sustainability, prioritising people, business ethics, and profitability. The company’s recent initiatives in terms of digital transformation and sustainability plans also reflect the same. 
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The purpose of this report is to explore and analyse the organisational culture, behaviour and management in a hotel group named as the Marriott International. This multinational hospitality corporation is based in the US, but they have a presence in several other countries across the world. The company prides itself as they have claimed to have created the most powerful portfolio in this sector. Their portfolio includes 30 brands and approximately 9,100 properties that are spread through 142 nations (About Marriott International, 2025). Thus, they can serve people in several ways and remain connected. It is also notable that Marriott International does not only operate in the hotel business. Rather, they create franchises and provide licenses for the lodging brands. Apart from this, they also operate in residential as well as timeshare businesses. The company has achieved substantial growth, which has enabled it to retain its leading position in this aggressively competitive hospitality industry (Catana and Toma, 2021). In this report, Marriott International will be the key focus of all discussions. Its corporate culture, organisational structure and company goals will be analysed. The recent change initiatives made by the hotel group and how this was managed will be discussed along with its impact on the company. The current and future strategic direction will also be investigated, whereas based on the insights gained, some relevant recommendations will be added at the end. 
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Organisation Structure, Culture, and Goals
Organisation Structure
In Marriott International, the organisational structure is meant to function in a way so that the leaders among the senior executives and management can channel and utilise their leadership. Thus, they can proactively drive the company’s business growth. In 2023, Marriott has made changes within its structure to ensure this goal (Marriott News Center, 2023). The company utilises the hybrid organisational structure because it has a combination of matrix and functional structures. Currently, Anthony Capuano is the CEO and President of the organisation. Under him, the executive leaders in different departments and regions serve and lead the corporation (Eschenbrenner et al. 2023). There are several functional divisions in Marriott, including sales, human resource, marketing, and operations. Therefore, this suggests the presence of a functional organisational structure, which groups people into different units by considering their expertise. 
[image: ]
Figure 1: Marriott Organisational Structure
(Source: Marriott, 2025)
However, each division is also distributed or configured separately based on the geographical location. Therefore, the presence of several leaders that employees have to report to at functional and divisional levels makes it apparent that it works like a matrix organisational structure. Marriott is also known for the centralised nature of its structure, which centralises the power and authority of final decision-making on the senior executives. Therefore, this has benefitted them to remain consistent in branding and services (Marriott, 2025). Nonetheless, the such organisational structure has enabled its regional functional units to achieve localisation. 

Corporate Culture
When it comes to Marriott’s culture, is largely driven by the company’s core tenets and principles. The company has certain beliefs, which are also reflected in its business and strategies. This includes pursuing excellence, maintaining honesty, and prioritising people. This enables them to serve customers across the world. Therefore, this company culture also influences their people’s first culture and the treatment received by their employees and associates. This also ensures fair treatment towards all, combined with diversity and inclusion. Thus, Marriott has ensured that they have provided equal opportunities to people with expertise and created an inclusive environment for them to work in (Marriott Core Values & Heritage, 2025). There are also training and development, and career progression opportunities for associates. 
Their pursuit of excellence is mainly reflected through the offerings and service quality. They have created top-notch customer service and prides itself on delivering so for many decades. This also aligns well with their business goals and mindset to offer people superior quality products and services that are fairly priced (Globair Group, 2025). Moreover, the staff are encouraged to make decisions on the spot to address customer needs and concerns to ensure their immediate satisfaction. Similarly, it also carved ways for itself to constantly innovate and change, which can promptly satisfy customers’ evolving needs. The integrity or honesty culture pushes Marriott to maintain legal compliance and business ethics across its global operations. 

Organisation’s Goals
At the corporate level, the company has the key goal of changing the hospitality sector this year with its business goals and decisions. They have placed a focused attention on driving environmental and social sustainability through the business. Alongside, they also want to impact its operations and services positively and significantly inside the company through achieving diversity, inclusivity, and community engagement. This is meant to make Marriott’s future long-term sustainable (Marriott Bonvoy Hotels, 2025). This and their core values drive their individual goals. This revolves around creating a diverse and inclusive work environment, taking measures to reduce carbon emissions, investing in skill development programmes for communities, and supporting their associates in work (Environmentenergyleader.com, 2025). This is also part of their people-first culture, and supporting their associates enables them to work better and feel included in the work environment. Alongside this, they are improving the inclusivity of the environment by having more women and people of colour as part of the workforce, especially in leadership. 
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Recent Change Initiatives
In recent years, Marriott has focused on investing in and driving digital transformation. As of 2024, the company has made investments of a total of $1 to $1.2 billion for advancing its multiyear digital transformation plan. AI adoption and developing new cloud-based systems are crucial parts of this. This also marked the record highest investment of Marriot International in technology in its entire company history. In Q1 of 2024 alone, their expenditure summed up to $109 million on its multiyear plan (Ciodive.com, 2024). Marriott has also informed that they are targeting to improve guest or customer experience through these projects, and this can help them to recover the invested capital over time. 
As part of their extensive AI adoption plan, an AI incubator was developed. This was created by considering the 150 use cases submitted by employees or units companywide (Ciodive.com, 2024). This was focused on three main targets, which include generating content more quickly, improving guest experience, and helping associates through augmented intelligence. They have integrated AI within their search tool, which can improve its website for Homes and Villas operations that are for renting properties to customers (Marriott Bonvoy Events, 2025). Apart from this, they has also launched an integrated RENAI, which is an AI-driven virtual concierge service. It is meant to assist hotel guests in looking for local and authentic experiences that were selected by hotel associates. Thus, it can become significantly easier for their guests to find local entertainment options, bars, restaurants, experiences, tours, and activities in the nearby neighbourhoods (Hoteldive.com, 2023). This can be linked with McKinsey’s 7s Framework, which specifies seven factors or aspects in a company such as strategy, system, and staff. Thus, it allows an organisation to evaluate its organisational design and understand the effectiveness of its strategies based on its performance. Therefore, Marriott’s usage of digital transformation and AI adoption can be evaluated to understand its effectiveness in improving guest experience (ORBON, 2024). The company also managed this change initiative through a multiyear plan that allowed it to roll it out in multiple smaller phases, which helped its implementation. 
Another major initiative was the sustainability plan under their Serve360 Programme. The company committed to modifying its operations to meet its goal of achieving net zero carbon emission across the company. This initiative is also massive as they intend to implement it across over 6,500 of their properties across the world. Under this initiative, they are gradually modifying their MI hotels so that all of them can secure official LEED sustainability certifications. This also applies to their 650 pipeline and open hotels worldwide. Due to this, they are working with global experts to create high-performance and sustainable building designs that meet LEED standards (Marriott International, 2025). On this note, nearly 247 hotels have already been changed to become adaptive and reused. In addition, they have also established paper products to replace single-use plastics within their offerings. They have replaced this with 41.15% paper products that are certified by the Forest Stewardship Council. Marriott also created new standards for their supply chain and suppliers, which can ensure 95% of responsible and ethical sourcing (Marriott International, 2025). This also improves the quality of its food offerings across its hotel and other operations. 
At the same time, they are also supporting the local communities by increasing the share of local sourcing. Therefore, this not only improves their sourcing standards and makes it more legal, but it also contributes to their community engagement and support plan (Wesley et al. 2024). Moreover, it can be linked with the Triple Bottom Line approach or framework. This theory includes three distinct parameters or dimensions, including planet, people, and profit, and it suggests how companies can develop strategies to meet all three dimensions. Therefore, applying this to Marriott’s sustainability initiatives it can be stated that the company has incorporated the initiatives well within their company and business strategies. This helps them to meet their environmental sustainability goals and fulfil their responsibilities towards society or communities (Putra et al. 2024). As a result, it increases its legal compliance standards, which is important as part of its core values and elevates Marriott’s brand image across the world. They also managed this change in gradual stages through multiple folds, which allowed them to modify the operations in steps. Thus, it becomes easier for them to achieve their commitment not just in one region but across global operations and make its impact consistent (Putra et al. 2024). Additionally, this also helps them to manage the costs incurred in implementing the changes and developing new infrastructure. 
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Strategic Direction
Marriott’s strategic direction is driven by its core values and company culture, which were discussed earlier. They are focused on having a positive impact and place an emphasis on achieving sustainability, making a social impact, and driving economic growth. At the same time, they also want to constantly improve their guest experience by meeting their changing needs (Marriott Serve360, 2025). This is driven by its key goal of establishing itself as the leader in the global hospitality sector among all hotel groups. This also pushes the company to pursue aggressive business growth and expansion globally.
For instance, Marriott has acquired Starwood Hotels & Resorts and merged it with their existing operations in 2016. This was a major growth strategy, which increased their brand portfolio, and it reached 30 major and leading brands. This was mainly beneficial because it expanded its global operations in more regions because of Starwood’s existing operations. Moreover, they also got to acquire flagship brands like Sheraton and St. Regis that they could use for serving guests (Marriott Serve360, 2025). Marriott also launched the Marriott Bonvoy programme, which is meant to provide rewards to customers and engage them in developing long-term loyalty. Thereafter, they also incorporated this within their existing business travelling programme. Thus, this made it easier for their customers and mainly other businesses to make bookings for business travelling and manage it more effectively. As part of this, customers receive discounts while booking hotels in Marriott Bonvoy and gather points for getting room upgrades (de Boer and Chin, 2025). The digital transformation strategy and plan that is being implemented by Marriott, as discussed previously, also makes it apparent that the company have integrated this within their business operations. This is also beneficial for gathering customer data about their preferences, which helps them to carb their offerings accordingly (Hoteldive.com, 2023). Marriott also entered the private rental sector to expand its operations. They acquired several properties as part of their Homes & Villas operations, which guests can book as their private accommodation, and it also offers them staycation or long-term vacation booking options (Prentice et al. 2024). As a result, to this, the overall customer experience can be increased which in turn can improve consumer loyalty and trust to the selected business named as Marriott. 
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Conclusion
In conclusion, this report has explored Marriott International and its organisational behaviour and management extensively. The discussion and analyses above make it apparent that Marriott has clear business goals and company culture, which drive their long-term business growth and strategic direction. 
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Recommendations
Based on the overall discussion, it is strongly recommended that Marriott needs to focus more on its localisation approach to improve its offerings and align its operations more with the local market needs (Bardukova, 2023). This means they need to give more authority in decision-making to the management of its regional operations so that the products and services can better match or suit the economic and market conditions of those countries or regions. Thus, they can increase their responsiveness and customer satisfaction. 
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