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[bookmark: _heading=h.gjdgxs]Overview of Marriott International
Marriott International is one of the largest and also most influential hotel groups in the world, renowned for its extensive portfolio of different brands and commitment to hospitality excellence. Founded in 1927 with the useful resources of J. Willard Marriott, the corporation has grown to function over eight,500 houses in extra than hundred thirty international locations, supplying motels across luxurious, top class, and chosen out-company segments (Oroide et al., 2021). Its emblem portfolio includes prestigious names along with The Ritz-Carlton, St. Regis, and Sheraton, as well as greater high-priced options like Courtyard and Fairfield Inn. Marriott's fulfilment has been driven by its commitment to provider, innovation, and purchaser pride, with a robust emphasis on worker engagement through its "humans-first" lifestyle.
[bookmark: _heading=h.30j0zll]Aim of the Report
The primary aim of this report is to critically assess as well as evaluate Marriott International’s organisational structure, corporate culture and strategic dreams, both at the corporate diploma and within character lodge gadgets. The record seeks to provide an in-depth analysis of Marriott’s managed techniques, recent duties, and average enterprise route to recognize its sustained success inside the worldwide hospitality market.
[bookmark: _heading=h.1fob9te]Key Topics Covered
This report will explore four key areas:
· Organisational Structure, Culture, and Goals: An evaluation of how Marriott’s divisional shape and organization lifestyle impact operations, as well as a talk of its strategic dreams.
· Recent Change Initiatives: An exam of Marriott's digital transformation, sustainability tasks, and up-pandemic recuperation measures.
· Strategic Direction: An assessment of Marriott’s lengthy-term techniques to hold its leadership position.
· Recommendations: Suggestions for a manner Marriott can in addition enhance its basic performance and competitiveness inside the hospitality industry.

[bookmark: _heading=h.3znysh7]Organisation Structure, Culture, and Goals
Organisational Structure
Marriott International operates under a particular divisional organisational structure permitting it to divide its business organization based on geography, brand, and client demographics. This form permits Marriott to cater to various market wishes effectively, as every department has the power to tailor services and marketing strategies to neighbourhood options (Pascual et al., 2021). For example, the higher department mainly focuses on reports, while the other -service department provides value-effective options for price range-aware tourists. However, coordinating efforts all through this type of huge and numerous portfolios can be complicated, requiring sturdy management and verbal exchange channels. 
[image: ]
Figure 1: Schein Culture model
(Source: mutomorro.com)
Corporate Culture
Marriott International is well known for its "people-first" culture, which is mainly based on its founding values. The company actually believes employees are its most valuable asset. This particular culture builds employee loyalty, which improves the customer service as well as satisfaction. This culture fosters employee loyalty, which in turn enhances customer support and pride (Aldao et al., 2021). Marriott's technique aligns with Schein's model of organisational culture, which highlights the significance of shared values and primary assumptions in shaping administrative centre behaviours. At Marriott, visible artifacts together with worker popularity applications an
Goals 
[bookmark: _heading=h.2et92p0]Corporate-level goals 
Marriott International’s corporate-level goals mainly deal with maintaining its leadership position within the global hospitality industry by the process of expanding market presence, enhancing brand equity, as well as driving both long-term financial growths. The company actually prioritizes digital transformation in order to mainly improve guest experiences, operational efficiency, as well as data-driven decision-making.
Individual Unit-Level Goals
At the individual unit level, Marriott's goals focus upon delivering exceptional customer service, optimizing hotel operations, as well as ensuring profitability. Each hotel unit is mainly responsible for the process of maintaining high service standards, enhancing the actual guest loyalty through personalized experiences, and also by the process of adapting to local market demands while upholding Marriott’s global brand values
Recent Change Initiatives
Recent Change Initiatives Undertaken by Marriott International
Marriott International has mainly implemented several transformative change forms of initiatives in recent years to stay competitive and meet shifting client expectations. One of the most impactful efforts has been its digital transformation. Marriott has invested intently in improving its digital structures, particularly the Marriott Bonvoy cellular app. The app integrates numerous capabilities which incorporate reserving, loyalty rewards, and customized visitor guidelines. (Russen et al., 2021) Additionally, it offers conveniences like cell take-a-look-at-in, keyless room entry, and direct chat with inn body of workers. These innovations replicate Marriott's awareness of streamlining the guest revel in and responding to the growing call for consolation and performance.
Sustainability is a key and important focus for Marriott under its Serve 360 program, which mainly aims to "do good in every direction." Recent efforts mainly involve eliminating single-use plastics, reducing water as well as energy use, and also supporting carbon-neutral operations. (Martínez et al., 2021). These efforts showcase Marriott's commitment to decreasing its environmental impact at the same time as addressing developing consumer expectations for environmentally accountable practices. Moreover, Marriott has undertaken obligations to supply sustainable substances and engage in network development, aligning its increased approach with the organisation's social responsibility. One example of Marriott’s sustainability efforts is its actual initiative to eliminate single-use plastics by the process of replacing them with reusable or biodegradable alternatives. This not only reduces environmental waste but also help to aligns with growing consumer demand for various eco-friendly practices.
Impact of the Initiatives
These initiatives have had profound effects on Marriott International’s operations, brand reputation, and also the customer experience. The digital transformation has drastically advanced traveller comfort, made the journey and lived easier. The Marriott Bonvoy app has come to be a key reason for the pressure of client loyalty through presenting functions tailor-made to character options (Hu et al., 2021). This on the other hand has helped Marriott hold its control in a rather competitive hospitality market. However, the rollout of digital improvements has also required incredible funding for worker education and technical assistance, which created brief-term operational challenging conditions.
These initiatives have had a huge impact on Marriott International’s operations, brand reputation, as well as customer experience. The company has very much successfully used training programs in order to support these efforts. For example, the employees received thorough and strict training to follow new sanitation rules and use digital tools like the Bonvoy app. This had mainly helped both staff as well as guests to understand the changes, reducing various confusion as well as resistance.
Using Kotter’s Eight-Step Model of Change, Marriott succeeded in developing urgency inside the route of critical periods, including the pandemic, and mobilized control corporations to guide the change approach (Ghaderi et al., 2021). The organisation's capacity to hold an experience of urgency and interest in its goals enabled it to put into effect adjustments swiftly and efficiently. For example, at the time of pandemic, Marriott created a proper sense of urgency by quickly implementing enhanced form of sanitation protocols as well as digital solutions like contactless check-in. By the process of mobilizing management teams to lead this form of changes, the company was able to mainly adapt swiftly as well as maintain high service standards.
[bookmark: _heading=h.tyjcwt]Strategic Direction
Examination of Marriott’s Strategic Direction
Marriott International’s strategic route facilities on three centre targets: international enlargement, purchaser-centric innovation, and sustainability control. These pillars manual the business enterprise’s efforts to keep its characteristic as a pacesetter within the hospitality agency whilst addressing rising market tendencies and stressful conditions.
Expanding globally is one of its primary target and priority for Marriott. The company is focused on mainly expanding in the fast-developing regions like Asia-Pacific, the Middle East, and Africa (Malaysia et al., 2021). This includes mainly includes entering smaller cities in these areas as well as increasing its luxury brand offerings in order to meet rising demand. By the process of targeting those markets, Marriott mainly intends to diversify its various income streams and capture the attention of broader customer base.
Analysis of Strategies Implemented
Marriott has executed its strategic initiatives through that a particular combination of the process of acquisitions, partnerships, and internal development. The 2016 acquisition of Starwood Hotels & Resorts changed into a landmark circulate, expanding Marriott's logo portfolio and global acquisition (Buhalis et al., 2021). By integrating Starwood's eleven manufacturers into its operations, Marriott strengthened its market and broadened its enchantment to high-quality customer segments.
[bookmark: _heading=h.3dy6vkm]Marriott’s strong brand reputation has played a huge role in its customer-focused innovation. By the process of using AI and data analytics, the company can predict guest preferences as well as can offer personalized services. This has not only improved the level of customer satisfaction but also created various opportunities for cross-selling as well as upselling within Marriott’s network. One of the main examples of Marriott’s strategic expansion is its acquisition of Starwood Hotels & Resorts, which had added popular brands like the Westin and Sheraton to its portfolio. This moves mainly allowed Marriott to capture the attention of wider range of customers and strengthen its position as a global hospitality leader.

Evidence-Based Analysis and Recommendations for Marriott International
Evidence-Based Analysis
Marriott International has consistently mad the use of data-driven strategies to adapt to changing market needs as well as stay competitive. Research from company reports, hospitality studies, as well as customer feedback shows that Marriott’s efforts mainly align well with global expectations for achieving sustainability, innovation, as well as customer satisfaction. (Khattree al., 2021)). For instance, the Marriott Bonvoy loyalty application, sponsored with the resource of enormous records analytics, affords personalized services and rewards based totally on customer alternatives. A 2021 survey through Deloitte discovered that personalization in travel experiences has come to be a key purpose force of guest loyalty, supporting Marriott's strategic attention on leveraging the era to recognize and assume guest needs.
Another area wherein Marriott has used evidence-based desire-making is sustainability. The Serve 360 utility attracts worldwide environmental research and enterprise great practices to lessen Marriott's carbon footprint and promote network engagement. Research accomplished by the World Travel and Tourism Council emphasizes that tourists are increasingly selecting manufacturers with strong sustainability commitments (Stoyanova et al., 2021). By adhering to the one’s findings, Marriott has positioned itself as a leader in responsible hospitality. Similarly, Marriott's Commitment to Clean initiative is grounded in medical evidence about hygiene and protection requirements, making purchasers self-belief throughout and after the COVID-19 pandemic. These examples illustrate Marriott’s capability to use research and records to power meaningful trade.
[image: ]
Figure 2: Marriott International's strategy
(Source: Statista,2021)

[bookmark: _heading=h.1t3h5sf]Theoretical Frameworks
Marriott's approach to organisational management and strategic direction aligns with that of the several forms of the key theoretical frameworks in control and organisational behaviour. For example, Kotter’s 8-Step Model of Change gives a lens through which Marriott’s implementation of essential tasks, inclusive of the Serve 360 sustainability software, can be evaluated (Hossain, et al., 2021). By growing urgency across the need for environmental duty, mobilizing leadership to force change, and embedding sustainability into the employer lifestyle, Marriott has efficiently followed the steps cited through Kotter. However, resistance from franchisees in adopting positive initiatives highlights the want for more potent reinforcement of changes on the grassroots stage. Another relevant precept is Schein's version of organisational lifestyle, which offers a cause of Marriott's emphasis on its "humans-first" philosophy. According to Schein, a business enterprise's subculture consists of artefacts, espoused values, and essential assumptions (Buhalis et al., 2021)
[bookmark: _heading=h.4d34og8]Recommendations for Improvement
Marriott International has had significant success in preserving its control position within the international hospitality industry, however, there are opportunities for further improvement. Addressing regions which consist of franchisee alignment, generation version, and sustainability integration must beautify Marriott's status and ensure long-term fulfilment.
One key recommendation is to enhance the alignment among corporate goals and franchisee operations (Yang et al., 2021). Franchisees from time-to-time resist adopting corporate tasks because of perceived charges or operational stressful situations, especially in sustainability. 
[bookmark: _heading=h.2s8eyo1]Implementation of Recommendations
The implementation of these recommendations requires a particular as well as a specific structured approach that actually considers the who, when and also where, why, and the way. For franchisee alignment, Marriott's business enterprise management would possibly want to spearhead the inducement software program and advisory board responsibilities (Stoyanova et al., 2021). This can be rolled out over the subsequent 12 to 18 months, with pilot software in regions in which franchisee resistance is maximum (Huertas et al., 2021). Regular feedback loops and performance metrics might be essential to ensure fulfilment. 
[bookmark: _heading=h.17dp8vu]Conclusion
Marriott International's success has been constructed on a foundation of proof-based strategies and a strong organisational lifestyle. However, via addressing worrying conditions in franchisee alignment, worker education, and sustainability integration, Marriott can similarly solidify its leadership within the hospitality company. Implementing those tips with a clean shape and timeline will enable Marriott to adapt to destiny-demanding situations while persevering with delivering brilliant stories for both traffic and personnel.
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