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Executive Summary 
This report evaluates Marriott International’s structure, culture, goals, and strategic direction, applying PESTLE, SWOT, and Mintzberg’s 5 Ps to assess external and internal influences. It highlights sustainability efforts, governance, and stakeholder engagement while providing strategic recommendations.
Marriott operates over 30 brands with nearly 9,100 properties in 142 countries, focusing on unique guest experiences, market expansion, and a decentralized structure that supports local decision-making and brand consistency. Its "People First" philosophy fosters employee well-being and service excellence (Marriott International, 1996-2024).
Key goals include 15 million volunteer hours by 2025, gender parity in leadership, and reduced environmental impact. Sustainability efforts focus on responsible sourcing, waste reduction, and 100% sustainability certification for hotels by 2025.
Governance and stakeholder engagement are crucial to Marriott’s success, with the Board of Directors and specialized committees overseeing management and guiding business strategies.
Recommendations include achieving full sustainability certification, expanding employee sustainability training, and launching marketing campaigns emphasizing environmental and social responsibility. These strategies will strengthen Marriott’s position as a leader in sustainable hospitality, attracting eco-conscious consumers and ensuring long-term growth.
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1. Introduction
This report critically evaluates Marriott International at both the corporate level and within individual hotels, using relevant theories to inform the analysis. Key topics include the organisation's structure, culture, goals, recent change initiatives, and strategic direction supporting Marriott's long-term objectives. To assess external and internal factors influencing Marriott’s operations, strategic tools such as PESTLE analysis, SWOT analysis, and Mintzberg’s 5 Ps framework are applied.
Marriott International is a global leader in the hospitality industry, managing over 30 brands with nearly 9,100 properties across 142 countries (SERVE 360 Report, 2018, pp. 59-60). The company operates two hotel styles-Classic and Distinctive-across three quality tiers: Luxury, Premium, and Select. Following the acquisition of Starwood Hotels & Resorts, over 36% of Marriott's rooms are now located outside the U.S. (SERVE 360 Report, 2018, pp. 59-60). The company aims to reduce its water, carbon, and waste impact by 2025 while promoting responsible tourism (SERVE 360 Report, 2018, pp. 59-60).
2. Organisation Structure, Culture, and Goals:
2.1 Organisational Structure 
Organisational structure determines how tasks are divided, authority is distributed, and communication flows, directly influencing efficiency and employee performance (Brooks, 2018, pp. 214-215). A well-balanced structure integrates centralisation, where top management controls decisions, and decentralisation, which empowers employees with autonomy (Mullins and Dossor, 2013, p. 130).
As an open system, Marriott International must align its corporate strategy with its structure and external environment to remain competitive (Mullins, 2019, pp. 34-35). Marriott follows a divisional structure, where regional presidents for EMEA, CALA, APEC, and Greater China drive localised decision-making while maintaining global brand consistency (Marriott International, 2023). This reflects Mintzberg’s (1980) divisionalised form, allowing semi-autonomous units to adapt strategies while benefiting from economies of scale.
Additionally, Marriott applies Burns and Stalker’s (1961) contingency theory, combining a mechanistic structure in its hierarchical management with an organic structure in customer service and innovation. This hybrid approach enhances adaptability in a competitive market, supporting Marriott’s rapid expansion, with 280,000 rooms in the pipeline, and reinforcing its leadership in digital innovation and luxury hospitality (Marriott International, 2023).
By defining authority and power distance, Marriott ensures coordination across regions while maintaining efficiency and motivation within its workforce (Koohborfardhaghighi, 2022).
2.2 Organisational Culture
Organisational culture shapes workplace behaviours, operations, and practices. A flawed ethos necessitates cultural change for long-term improvements (Mullins, 2019, p. 564). It comprises shared values, beliefs, and behaviours reinforced through communication and informal practices, influencing management and employees (Mullins and Dossor, 2013, pp. 436-437).
Handy (cited in Mullins and Dossor, 2013, p. 437) identifies four cultural types:
· Power Culture – Centralised authority, minimal bureaucracy, trust-based.
· Role Culture – Bureaucratic, structured roles, specialist functions.
· Task Culture – Project-based, expertise-driven, knowledge over hierarchy.
· Person Culture – Individual-focused, structure serves personal needs.
Large firms blend cultures, with Marriott fostering alignment between employee values and corporate culture to enhance satisfaction (Mullins and Dossor, 2013, p. 437). Executives set the tone, but employees shape it through acceptance of management philosophy (Mullins and Dossor, 2013, p. 439).
Deal and Kennedy categorise cultures by risk and feedback speed (Mullins, 2019). At Marriott:
· Work-Hard/Play-Hard – Low-risk, fast feedback, prioritising service and teamwork.
· Bet-Your-Company – High-risk, long-term decisions in expansion and brand development.
2.3 Marriott's key goals include:
Marriott International is committed to social responsibility and sustainability, with key goals set for 2025. These include contributing 15 million volunteer hours (Marriott International, 1996-2024), achieving gender parity in leadership (Marriott International, 1996-2023), and reducing environmental impact through water, carbon, and waste reduction targets (Marriott International, 1996-2024). The company also aims for 30% renewable electricity use and full sustainability certification for its hotels (Marriott International, 1996-2024), along with comprehensive human rights training for employees (Marriott International, 1996-2024). These initiatives reflect Marriott’s dedication to ethical and sustainable business practices (Marriott International, 1996–2024).
2.4 Corporate Culture and Its Influence on Operations
Corporate culture, shaped by structure, strategy, and shared rituals, influences employee behaviour and organisational success (Brooks, 2018, pp. 300-301). At Marriott, the "People First" (Marriott International, 1996-2025), philosophy, introduced by J. Willard Marriott, reinforces the link between a supportive culture, employee motivation, and service excellence, contributing to its recognition as a top employer (Marriott International, 1996-2025).
Cultural values shape operations, with Marriott’s commitment to service quality and integrity aligning with the role of rituals and symbols in reinforcing organisational identity (Brooks, 2018, pp. 300-301). Marriott’s core principles-prioritising people, striving for excellence, and fostering change-fuel success, underpinned by initiatives such as the TakeCare programme, which promotes employee well-being and supports strategic goals (Marriott International, 1996–2025).

2.5 Cultural Understanding
Marriott International (1996-2024) promotes peace and cultural understanding through travel, aiming to invest $500,000 by 2025 in initiatives such as supporting the U.S. Institute of Peace’s Generation Change Fellows Programme and funding travel scholarships for low-income students, with $210,000 already invested since 2019 (Marriott International, 1996–2024).

3. Recent Change Initiatives
Mullins (2019, p. 563) states that successful organisations must adapt to remain competitive, aligning change with culture and fostering innovation. Cultural transformation is crucial, as behaviour is often shaped more by culture than structure (Mullins, 2019, p. 563). Brooks (2018, pp. 301-302) highlights that integrative cultures thrive on change, while segmentalist cultures struggle with it.
Marriott embraces change as central to its identity, anticipating customer needs through new brands and improved guest experiences (Marriott International, 1996-2025). The company also focuses on community enhancement, supporting children's well-being and environmental preservation, while engaging guests and associates in nonprofit efforts (Marriott International, 1996-2024).
Marriott is working towards having all its hotels certified for sustainability by 2025, with 650 hotels targeting LEED certification (Marriott International, 2024). Currently, 9.7% of its properties are certified, and the company plans 250 adaptive reuse projects (Marriott International, 1996–2024).
Recognized for its efforts, Marriott was named one of Fortune's Most Admired Companies (2025) and a top employer for diversity by Forbes (2024), reinforcing its leadership in hospitality and commitment to workplace culture and corporate social responsibility (Marriott International, 1996-2025).
3.1 Marriott Hotel Impact: 
· As of 2023, 29.4% of Marriott's volunteer hours have been dedicated to supporting children and youth since 2016. In the same year, Marriott’s Disaster Relief Fund, along with guest contributions, raised over $975,000 for UNICEF, including $350,000 from the revived Check Out for Children programme (Marriott International, 1996–2024).
· Aligned with its "Serve Our World" (Marriott International, 1996-2024) value, Marriott aims to contribute 15 million volunteer hours by 2025, with 50% focused on at-risk children and youth, and targets 80% participation in community service from managed hotels and 50% from franchised hotels (Marriott International, 1996–2024).
· Since 2016, Marriott associates have volunteered over 12.1 million hours, with 94.9% of managed hotels and 46.4% of franchised hotels taking part (Marriott International, 1996–2024).
· Marriott has committed around $3.5 million to assist over 3,000 associates and humanitarian organisations, along with $1.9 million in grants from the TakeCare Relief Fund and more than 71 million Marriott Bonvoy points for disaster relief (Marriott International, 1996–2024).
· The company also invests in sustainability, planting over 14,000 trees through the Arbor Day Foundation and supporting marine restoration projects with The Ocean Foundation and the World Wildlife Fund in Peru and Vietnam (Marriott International, 1996-2024).
3.2 Sustainable Sourcing Initiatives
Marriott International (1996-2024) is dedicated to incorporating sustainable practices into its supply chain by collaborating with responsible suppliers. The company aims to source 95% of its top ten priority categories-such as animal proteins, bottled water, and seafood-responsibly by 2025. By 2023, all contracted suppliers in these categories are required to provide sustainability information, and Marriott plans to source 100% cage-free eggs by 2025. Additionally, Marriott intends to locally source 50% of its produce by 2025 and ensure that its top furniture, fixtures, and equipment (FF&E) products meet sustainability standards (Marriott International, 1996–2024).
2023 Progress:
· 40.15% of paper products are Forest Stewardship Council-certified.
· 24.05% of seafood is Marine Stewardship Council or Aquaculture Stewardship Council-certified (Marriott International, 1996–2024).
· 42.04% of egg spend was on cage-free eggs.
· 56% of evaluated FF&E products scored at the "leader" level in sustainability assessments (Marriott International, 1996–2024).

4. Strategic Direction 
Strategic management focuses on setting objectives, creating plans, and allocating resources to improve organizational performance (Culp, 2012). It involves continuous evaluation, adjusting strategies to meet changing environments, and aligning with stakeholder expectations. Key processes include situation analysis, self-evaluation, and competitor analysis (Culp, 2012). Strategic management is the process of turning policy into actionable plans to achieve objectives. It involves assessing risks, resources, and feasibility, with success never guaranteed (White, 2021). Strategy exists only in execution, requiring clarity and adaptability. Ultimately, it transforms ideas into concrete action (White, 2021). Marriott is committed to responsible operations as it expands globally, focusing on sustainability and mitigating climate-related risks (Marriott International, 1996-2025). The company aims to lessen its environmental impact by managing energy and water usage, cutting waste and carbon emissions, and using more renewable energy (Marriott International, 1996–2025). Marriott uses new technologies to track and share its sustainability efforts. Sustainability is a key part of its business strategy, from hotel design to guest experience, working with associates, hotel owners, franchisees, suppliers, and guests to build eco-friendly hotels (Marriott International, 1996–2025).
4.1 The strategic direction of the organisation
PESTLE analysis is a strategic tool used to assess six macroeconomic factors. It helps managers identify opportunities and risks, enabling scenario planning to anticipate future challenges and make informed decisions (Marmol et al., 2015, p.5). As part of corporate planning, organisations use systematic processes to develop strategies that help achieve their objectives. Tools like SWOT and PESTLE analysis are essential for assessing external and internal factors that impact business performance. PESTLE evaluates political, economic, social, technological, legal, and environmental influences on strategy (Culp, 2012, p.93).
Strategic management further supports decision-making by analysing and selecting strategies to gain a competitive advantage. This process begins with defining the firm's mission, followed by strategic choices and implementation, reducing errors and improving the chances of success, even in unpredictable industries (Barney and Hesterly, 2018). For Marriott International, PESTLE analysis is particularly valuable in identifying external forces shaping its global operations. For further details, refer to Appendix C for Marriott's PESTLE analysis.
4.2 Governance and Stakeholder Engagement: Strategies for Long-Term Success
[bookmark: _Int_OzmfRx3V]Marketing strategy helps an organisation focus resources on key opportunities to boost sales and achieve a competitive advantage, with customer satisfaction as the main goal (Culp, 2012, p. 66). Marriott’s Board of Directors oversees management and drives long-term value through specialized committees, including Audit, Compensation, and Nominating & Corporate Governance. This governance structure is supported by executive councils and associate groups that guide decisions on sustainability and business strategy. The board conducts annual self-evaluations to maintain high standards of integrity and effectiveness. Additionally, Marriott engages diverse stakeholders-associates, guests, investors, and community organizations-through surveys and workshops, which inform business strategies and shaped the company’s 2025 Sustainability and Social Impact Goals (SERVE 360 REPORT, 2018). 
4.3 Mintzberg’s 5 Ps Framework
Mintzberg’s 5 Ps framework provides a comprehensive lens for understanding strategic management. It categorises strategy as a Plan, a Ploy, a Pattern, a Position, and a Perspective. This framework allows businesses to analyse their strategies from multiple dimensions, ensuring a holistic view of how they approach their goals (Mintzberg, 1987).
Based on Mintzberg’s (1987) framework, Appendix B illustrates how Marriott’s strategic approach aligns with the 5 Ps. This visual representation will guide the detailed analysis of Marriott’s strategy in the subsequent sections.
4.4 SWOT Analysis
A detailed SWOT analysis of Marriott International is provided, examining its strengths, weaknesses, opportunities, and threats in relation to its strategic direction. For a visual representation of Marriott's SWOT analysis, refer to Appendix A. SWOT analysis helps identify key internal and external factors, aiding decision-making by matching strengths with opportunities and converting weaknesses or threats into advantages (Culp, 2012, p. 91).
5. Recommendations: 
To improve its standing within the hotel and hospitality industry, Marriott International should enhance its sustainability initiatives by implementing a comprehensive strategy to achieve 100% sustainability certification for its hotels by 2025. This goal could be spearheaded by the Corporate Social Responsibility (CSR) team, with quarterly progress reviews to ensure accountability. Collaborating with industry leaders such as Hilton and Hyatt can provide best practices for achieving sustainability benchmarks. Furthermore, Marriott should increase its investment in employee training programs focused on sustainability practices and cultural awareness, aiming for 100% participation by 2024. This initiative would involve a collaborative effort between the HR department and hotel management to create tailored training sessions. In marketing, Marriott should launch a campaign highlighting its sustainability efforts, targeting environmentally conscious consumers and emphasizing the positive impact of responsible travel. This campaign could utilize social media and partnerships with travel influencers to reach a broader audience. By adopting these recommendations, Marriott can strengthen its reputation as a leader in sustainable hospitality and drive long-term success.
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Marriott International SWOT Analysis

Strengths

Global brand, diverse
portfolio, strong loyalty
programme, sustainability
commitment, financial
stability.

Opportunities
Emerging markets,
eco-friendly initiatives,
tech-driven guest
experiences, luxury
and extended-stay
demand.

S
0

W
T

Weakness

High costs, franchise dependency,
brand consistency challenges,
economic vulnerability, service
inconsistencies.

Threats

Strong competition,
geopolitical risks,
cybersecurity threats,
economic downturns, rising
operational costs.




image2.png
Mintzberg’s 5 Ps Strategy — Marriott International
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Marriott International PESTLE Analysis
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