[image: ]



[image: ]





[bookmark: _Toc192263903]Executive Summary
Worldwide, Marriott International is a major hotel chain.  Its variety of brands and good service make it famous.   This study examines Marriott International's corporate and hotel structures, cultures, and ambitions.   Recently implemented changes are examined and their effects on operations, morale, and the company's direction.   Marriott's long-term strategic goals and management and organisational behaviour theories that guide its decisions and operations are also covered in the study.   The conclusions and suggestions section explains how Marriott may enhance its leadership, be more open to new ideas, and compete in a fast-changing global market (Armstrong, 2012).
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[bookmark: _Toc192263904]1. Introduction
Marriott International is a global hospitality company with over 30 hotel brands.   J. Willard Marriott and Alice opened their first root beer stand in Washington, D.C., in 1927.  This is where the company began.   Over the next few decades, their tiny business became a global corporation with thousands of properties in over 100 countries.   Marriott has earned the trust of business and leisure visitors worldwide via strategic acquisitions, brand diversification, and service quality (Robinson, 2016).
This research evaluates Marriott International's organisational structure, attitude, aims, recent developments, and long-term intentions.   It uses key management and organisational behaviour theories to examine how Marriott's leadership styles, cultural values, and workplace structures have made it so successful worldwide.   This research will also recommend measures for the company to maintain and strengthen its hospitality market position, which is changing rapidly (Hunter, 1998).
  This study covers these topics:
• A detailed look at Marriott's organisational structure, encompassing corporate and local hotel operations (Parris and Peachey, 2013).
• Marriott's corporate culture, how it affects employee behaviour, and its key goals (Crossan, Lane, and White, 1999).
• The company's recent changes, their effects, and how well they've been handled (Mullins, 2019).
• Marriott's long-term strategy, focussing on leadership, innovation, and globalisation (Dudovskiy, 2023).
  • Report conclusions, summarising its main themes.
Marriott can also use best practices and related ideas to boost its position in the difficult hospitality sector (Dudovskiy, 2023).
The study focusses on these aspects to provide readers with knowledge about Marriott's business management and strategies to improve it (Hunter, 1998).

[bookmark: _Toc192263905]2. Organisational Structure, Culture, and Goals
[bookmark: _Toc192263906]2.1 Structure
Marriott International is best described as a hybrid organisation.  It centralises company tasks and allows regional divisions and hotel properties autonomy.   Marriott's Board of Directors and executive leadership team follow a typical hierarchy.   The central leadership oversees policies, worldwide strategy, and brand collection.   It ensures that Marriott's brands and hotels share key values and service standards (Adair, 2009).
Marriott organises its properties by geography into the Americas, Europe, the Middle East, and Africa (EMEA), and Asia-Pacific.   A leadership team for each location adapts company plans to local markets, government regulations, and cultures.   Marriott's regional focus allows them to localise marketing and service offerings for local guests (Boddy, 2017).
Hotel general managers oversee daily operations and company policy.   These hotel managers may budget, recruit staff, and adjust guest offerings based on local demand.   Decentralisation allows hotels to adapt swiftly to changing consumer tastes and market situations.   A hotel in a resort location may prioritise its relaxation spaces, whereas one in a corporate metropolis may prioritise its meeting rooms and technology (Rainey, 2009).
Marriott has great success metrics and reporting.   Monthly and quarterly reports ensure consistency and help top management monitor each property's financial performance and brand compliance.   This multilevel structure is more efficient and ensures company responsibility (Armstrong, 2012).
2.2 Work Culture: Marriott values "putting people first" and great customer service.   The company promotes "The Spirit to Serve."   This culture values honesty, respect, and cooperation.  It governs staff-guest relations (Robinson, 2016).
Marriott invests heavily in employee training and development to influence behaviour.   The programs reinforce company principles, service protocols, and brand standards.  This makes international workers feel like they work together.   The workplace is cohesive because employees are encouraged to create good relationships.   Marriott focusses on creating a "home away from home."  Programs that recognise good performance and set expectations help (Rainey, 2009).
The society welcomes, promoting equality, diversity, and belonging.   Various backgrounds are encouraged to advance in the firm.   This openness attracts clients who like to shop at socially responsible companies and retains employees (Mullins, 2019).
  2.3 Aims
Marriott aims to grow, improve customer service, and be socially responsible.   Business expansion is still paramount.   The corporation aspires to expand globally by buying, partnering, franchising, and recruiting business owners.   Marriott's purchase of Starwood Hotels & Resorts showed its desire to gain market share, offer more brands, and achieve economies of scale in management and purchasing (Cameron and Whetten, 2013).
Marriott's brand promise is outstanding service.   The purpose is to provide high-quality, individualised stays to all clients, from budget travellers to luxury travellers.   The organisation measures service quality using guest satisfaction and loyalty program data.   High customer satisfaction keeps consumers coming back and boosts Marriott's brand, attracting new customers (Armstrong, 2021).
Marriott's social responsibility focusses on the environment and community.   The company's sustainability aims include reducing building water and energy use and giving back to the community.   This triple-bottom-line approach—balancing economic growth, service quality, and social impact—is becoming increasingly crucial for investors and customers who value ethical corporate practices (Gautier, 2015).
Hotels set goals similar to the company's but tailored to the local market.   A hotel in a tourist location may focus on unique culture experiences, while one in a busy city may focus on corporate events and long-stay comforts.   Despite these distinctions, the goal is to make money, entertain guests, and be a decent citizen (Robbins and Judge, 2017).

[bookmark: _Toc192263909]3. Recent Change Initiatives
Marriott International has undertaken major adjustments in recent years to boost its global leadership, keep up with digital developments, and address new hospitality sector concerns.   The merger of Marriott and Starwood's reward programs, Marriott Bonvoy, was one of the most intriguing improvements.   This project needs extensive training and new technologies to enable members to swap tools and collaborate.   Marriott increased brand awareness and gave guests a compelling option to earn rewards for staying at any of its locations by merging its loyalty programs (Mullins and Dossor, 2013).
Digital transformation improved greatly.   Marriott invested heavily in mobile check-in, keyless room entrance, and personalised digital services to fulfil customers' growing demand for online and mobile services.   COVID-19 accelerated contactless guest experiences.  Marriott developed smartphone apps for room service, cleaning, and checkout.   These digital pivots improved operations and allowed health-conscious travellers who sought to avoid physical contact peace of mind (Buchanan and Huczynski, 2007).
Marriott raised cleaning requirements and established operational "Commitment to Clean" initiatives to address safety concerns.   All hotel workers received cleaning training, and several public spaces were made less social.   These changes were made due to health issues, but they indicate that Marriott is adaptable and willing to put guests' and employees' health and happiness first in a changing world (Li et al., 2021).
Making these changes was difficult.   Starwood's IT system was introduced to Marriott's platform slowly and sometimes disrupted bookings.   Employees had to swiftly adapt to new health and safety regulations, which strained training funds and operations.   Overall, Marriott handled these changes well due to assertive leadership, clear communication, and a learning and flexible work culture (Marriott International, 2025).
Marriott's change management approach tends to emphasise involvement, teamwork, and gradual implementation.   Large changes were normally introduced gradually so personnel could adjust and provide input to enhance them.   This inclusive approach reduced resistance and gave people ownership (Marriott International, 2025).
Marriott's recent modifications demonstrate its strength and dedication to improvement.   Marriott has maintained its high service standards in a competitive market by incorporating guest feedback, worldwide trends, and staff ideas in these programs (Dudovskiy, 2023).
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Marriott International's long-term goals include globalisation, brand recognition, innovation, and sustainability.   Due to its multiple brands, Marriott is continually looking for new markets to grow in.   Partnerships, franchising, and buying local brands are still key approaches to enter new markets.   Marriott can serve budget travellers and luxury seekers with its numerous brands (Arnold, 2020).
Marriott's strategy is to differentiate its brands.   Like Courtyard, Ritz-Carlton, Westin, and Aloft, each name targets a distinct customer.   Ritz-Carlton emphasises elegance and customised service, whereas Courtyard caters to business travellers who demand convenience and comfort.   Marriott must keep these brand names consistent to avoid diluting the market and confusing customers.   By having multiple brands under one corporate roof, Marriott can cross-sell and reach more customers without losing sight of each brand's offerings (Robinson, 2016).
Marriott's long-term strategy includes technological innovation.   In addition to loyalty program and contactless service upgrades, the company invests in data analytics, AI, and tailored marketing initiatives.   Marriott uses advanced analytics to predict travel patterns, optimise revenue management, and offer personalised loyalty promotions.   Digital platforms simplify booking, which boosts brand trust and repeat business (Bloisi et al., 2007).
Sustainability helps Marriott make better strategic decisions.   The group guarantees eco-friendly business practices.  Energy savings, trash management, and long-lasting materials are its goals.   Environment-conscious travellers embrace Marriott's business social responsibility efforts.   Marriott similarly emphasises "community impact" in their corporate identity.   The organisation encourages hotels to join local business networks and charities, which supports the community and fosters partnerships with stakeholders (Arnold, 2020).
Overall, these strategies emphasise long-term stability and fresh ideas.   Marriott is staying competitive by focused on multi-brand growth, cutting-edge technology, and a welcoming workplace culture.   This strategic vision relies on firm leadership collaboration.  They connect local hotel management and workers to company aims (Arnold, 2020).
Marriott's strategy may alter in the coming years due to the global economy, client preferences, and technology.   The company's nimble structure and people-focused culture allow it to shift well.   Finding the perfect balance between fast innovation and consistent service to keep Marriott identified with high-quality hospitality is difficult (George, 2009).
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Marriott International's well-aligned management structure, solid corporate culture, and defined goals at every level contribute to its success.   The hybrid structure lets one place manage brand and strategy initiatives while letting each hotel adapt to its local market.   This balance between standards and localisation has kept brands stable and operations running efficiently worldwide (Boddy, 2017).
The organisation values "putting people first," which encourages collaboration, respect, and learning.   Marriott invests in and promotes its principles to keep employees satisfied.  This improves guest satisfaction.   Its goals—growth, outstanding service, and corporate citizenship—guide company and property decisions (Marriott International, 2024).
Marriott has adapted to market changes by integrating reward programs, improving safety, and adopting new digital technology.   Due to its transparent and structured approach to change management, Marriott was able to survive and provide exceptional service throughout these difficult times (Albert and Whetten, 1985).
Marriott's focus on brand expansion, technology leadership, and sustainability positions it to be relevant for a long time.   The corporation serves a wide range of consumer groups under one corporate roof to expand market share, take advantage of economies of scale, and build customer loyalty.   Marriott's technological investments demonstrate its commitment to efficiency, personalisation, and guest satisfaction.  In a fast-changing world, its socially and environmentally responsible business methods satisfy stakeholders (Adair, 2009).
Marriott must remain vigilant as competition increases and customer tastes shift.   The company must innovate, be flexible, and stay true to its ideals to stay ahead of the competition.   This research concludes with specific ideas for Marriott to develop its hospitality leadership (Mullins, 2023).
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1. Strengthen Data Analytics and Personalisation Marriott should maintain upgrading its data analytics to tailor guest experiences.   Personalising advertising, altering prices, and rewarding loyal customers are examples.   Mobile apps, reward program usage, and guest comments help Marriott predict client preferences and improve services.   The firm data analytics team coordinates with regional marketing managers to implement the plan (Fischer, Gross, and Friedman, 2016).
When: Release stronger analytic tools in six months with regular upgrades (George, 2009).
Where: All Marriott properties, with experimental programs in major cities (Ashforth and Mael, 1989).
• Why: To make guests happier, keep them coming back, and differentiate Marriott by giving individualised care (Greenleaf, 1977).
• How: Invest in AI-powered platforms, train regional and property workers, and define critical performance measures to evaluate these specialised initiatives (Eva et al., 2019).
2. Increase sustainability initiatives   Marriott's environmental aims may be expanded to reduce carbon emissions and use more green energy.   This strategy protects the environment and addresses the growing demand for eco-friendly travel (Rainey, 2009).
For successful operations, the sustainability department collaborates with property owners and facilities teams (Dyer, 1997).
In two years, increase your efforts to achieve global sustainability requirements (Huczynski and Buchanan, 2019).
All regions get preference on new construction and major upgrades (Marriott International, 2025).
• Why: To acquire a competitive edge, boost the company's image, and satisfy environmentally conscious customers (Adair, 2009).
• How: Use energy-efficient tools, engage with green energy providers, and report progress clearly (George, 2009).
3. Improve change management training   Recent Marriott projects demonstrate the importance of systematic change management.   Managers and department heads should receive uniform change management training to streamline future changes.   These programs could employ case studies from the reward program merger and digital transition to highlight what works and what doesn't (Fischer, Gross, and Friedman, 2016).
  Who: L&D and Corporate HR.
  Launch training within a year.
  Online and in-person workshops are used at regional hubs.
Why: To teach leaders at all levels how to handle changes with minimal employee resistance (Li et al., 2021).
• How: Create a communication, stakeholder, and gradual change programme (Boddy, 2017).
4. Promote brand collaboration   With more brands to select from, Marriott should encourage formal collaboration to share best practices and generate new ideas.   To do this, cross-brand task groups might meet regularly to discuss operations improvements, new service concepts, and market research (Dudovskiy, 2023).
  Who: Executive leadership and brand managers collaborate.
• When: Create the initial work groups within six months and check in every three (Hunter, 1998).
• Where: Interact with individuals worldwide via video chat and annual conferences (Marriott International, 2025).
Why: To standardise brand experiences, harness knowledge and avoid silos that prevent information sharing (Boddy, 2017).
• How: Establish formal governance, select brand ambassadors, and assign task forces defined goals (Eva et al., 2019).
5. Prioritise employee mental wellness.   A people-focused culture thrives when employees feel valued and cared for.   Marriott may provide more mental health resources and wellness programs to help employees manage stress, burnout, and work-life balance (Greenleaf, 1977).
  Who: HR teams, hotel general managers, and company leaders.
• When: Use it within a year and constantly improve it (Hunter, 1998).
Where: Start with high-stress places like big cities before expanding global (Cameron and Whetten, 2013).
• Why: Happy, healthy employees provide superior customer service, which increases loyalty and repeat business (Cameron and Whetten, 2013).
•  What to do: Offer counselling, open scheduling, and promote exercise and mindfulness programs (Eva et al., 2019).
Marriott can maintain its market leadership, engage its staff, and satisfy its diverse visitors by following these guidelines.   For implementation to work, firm employees must collaborate, key performance metrics must be monitored, and the culture must be receptive to change and learning.   Cutting-edge technology, environmentally responsible practises, and excellent human resource programmes may help Marriott succeed and survive in the evolving global hotel sector (Eva et al., 2019).
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