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[bookmark: _Toc188441972]Executive Summary
This research analyses Marriott International's leadership and teamwork efforts by studying its business framework and examining how the company works today. Using established management models, the research finds how the different parts help Marriott achieve success both as a company and at its hotels. This report provides targeted recommendations that help Marriott stay competitive while reaching its long-term goals through enhanced innovation and market flexibility.
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[bookmark: _Toc188441973]1. Introduction
Marriott International operates 8,000 hotels worldwide and ranks as a top hotel chain in 139 nations by 2023. Marriott sets market leadership through its multiple luxury and excellent service brands including Ritz-Carlton and Westin. The hospitality company runs these brands under Sheraton alongside others to serve different types of guests. Marriott runs the most hotels worldwide and earns its position as the market leader in the hotel business. Our report examines Marriott's corporate identity by evaluating its business structure, working environment, and operational achievements while analysing the effectiveness of its leadership methods. The study examines how structure and culture affect performance plus analyses the latest company changes and future business targets. The report offers practical suggestions to help Marriott strengthen its industry standing based on the latest research findings.
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[bookmark: _Toc188456497]Figure 1: Marriott 
Source: (www.marriott.com, 2024)


[bookmark: _Toc188441974]2. Organisation Structure, Culture, and Goals
Organisational Structure
The organisation of Marriott International is a blend of functional and divisional structures running from a large enterprise which operates in a highly competitive industry. The corporate level of the organisation performs functions such as marketing, finance and personnel. This concentration provides uniformity in the delivery of service, and cost savings and weaves well with the strategic plans of the organisation. Powerful decisions like brand strategies, financial policies and so forth are decided at the corporate level to remain consistent in the wide spanner of the organisation. At the same time, Marriott right-brains it enough to allow for each brand and hotel to have their level of autonomy which encourages tailored feelings- individual decision-making, and local location. Its brands, such as Ritz-Carlton, Westin and Sheraton (among others) within the Marriott empire operate relatively independently from one another in most respects—serving up amenities and services that are weighted to local tastes & conditions and regional competition.
[image: Mintzberg's organizational components. | Download Scientific Diagram]
[bookmark: _Toc188456498]Figure 2: Mintzberg's 1979 
Source: (www.researchgate.net, 2020)
Such dual-layering makes it possible for Marriott to maintain a good balance between central control and decentralised agility, something often seen in successful multinational organisations by Mintzberg's 1979 typologies.
It allows for operational efficiency in the global portfolio of Marriott, by matching always an alchemy of similarity and innovation. E.g. centralised marketing campaigns assure brand uniformity while local managers are empowered with an appropriate amount of credibility. However, this complexity creates side effects, particularly about communication and alignment. The coordination and execution of local-level, and corporate-level strategies will inevitably bring lag times or misunderstandings that, if not wisely managed, can undermine performance as a whole. To overcome this with Marriott, the company has sophisticated communication systems and where or if gaps are witnessed a more structured set of reporting lines between corporate and local.
Corporate Culture
The organisational culture of Marriott is engrained in its values: “People come first,” “Integrity” and “Serving our world.” The policies and practises of the company reflect these values, which in turn creates a climate for everyone. Marriott is well along the lines of Hofstede’s (1980) Organisational Culture dimensions which is mainly about shared values and beliefs that influence employee behaviour and performance.
Marriott shows its people-first ethos concerning employee satisfaction and development, as one great example. Professional development, training initiatives and leadership opportunities that make the workforce feel valued and inspired ensure high customer service delivery and satisfaction on the part of the client. This employee-driven approach is the same way that Maslow's hierarchy of needs holds- that fulfilling one's individual growth and development needs improves the performance of the organisation (Mullins, 2019)
Diversity and sustainability are also integral to Marriott's corporate culture. “Serve 360 is a company-wide programme that tells us we must operate with a social responsibility, showing the commitment to make a positive difference in our environment and communities,” the company said (Boddy, 2017). Initiatives like reduction of single-use plastics, local suppliers support, and energy efficient properties across all sites. Examples include Marriott's commitment to catering a unique guest experience regardless of personal or cultural differences.
Not only does this foster employee loyalty, it speaks to a culture that is both inclusive and in tune with the wants of today's customers. Consumers Value organisations that are all about doing good, not just as a paid service but as part of culture more and more these days. Marriott’s capacity to embed these values in its culture is what has kept them on top in hospitality (Mullins and Dosser, 2013).
Goals
Strategic goals for Marriott are well-aimed with long-term growth, operational excellence and guest experience front of mind. In the corporate, the primary goal at the level of our company is market penetration globally with innovation and brand differentiation. These strategic goals are not unlike those of the Ansoff Matrix which dictates expansion into new markets and product diversification as fundamental aspects for organisations looking for growth under competition. Marriott's acquisition and integration brands such as Starwood Hotels & Resorts is a great example of their effort to increase market share and customer base (Dogru, Erdogan, and Kizildag, 2018).
They also emphasise Innovation as a line of sight into Marriott's strategic objectives. The organisation keeps looking for upcoming innovations and service delivery patterns to make sure that guests have an enhanced experience. The mandatory example: The Marriott Bonvoy app is a great illustration of how the company continues to embrace digital to grow both its customer convenience and customer engagement muscles. Marriott does this by evolving to offer consumers -- not a luxury that can be always easily taken for granted and reestablishing brand loyalty (Dev, 2024).
At the operational level, the emphasis is on operational excellence at each hotel. Each property has a different purpose to offer memorable guest experiences by balancing guest service excellence with the need for efficiency & profitability. Performance management systems (with associated Key Performance Indicators, KPIs) such as customer satisfaction scores, RevPAR and levels of employee engagement are used to benchmark and measure performance (Remy et al., 2023). These metrics ensure that the unit-level operational objectives are in tune with the large corporate goals (Mullins, 2023).
Sustainability is central to Marriott’s goals also. Its vision for the long term reflects similar environmental aspirations with goals to become carbon net zero by its operations in 2050 (Legrand, Chen, and Laeis, 2022). Marriott not only meets the world's growing eco-challenges by linking sustainability with its corporate strategy, but it also closes the gap between the company and consumers who prefer buying from brands that sound like they're driving the same social goals
Conclusion
The structure of Marriott International, culture and objectives stand behind its leadership status as one of the leading voices acting as a global hospitality industry. Hybrix's structure lets it run a variety of brands in various markets (mainly in hybrid space), combining centralised efficacy and decentralised adaptability. The culture of a people-first—inclusive, sustainable-led company drives employee experience and customer loyalty. Marriott expands globally, innovates and improves operations to fulfil its strategic goals of sustainable, long-term growth coupled with market adaptations. Through exploiting these strengths, Marriott can weather a storm of new challenges in the hospitality landscape and remain ahead of the competition.
[bookmark: _Toc188441975]3. Recent Change Initiatives
Digital Transformation
Through digital transformation, Marriott International has improved both guest experiences and business procedures. Marriott Bonvoy introduced a digital app letting guests check, open their rooms securely and reach concierge services through their smartphones. This initiative aligns with Kotter’s (1996) change model, particularly the first steps: Businesses must make customers feel pressure to change their habits and establish a digital future that leads us to new technology solutions (Kang et al., 2022). Through recognising guest digital requirements, Marriott made changes that made services easier to use both for guests and their team members.
Our organisation has achieved success by embracing digital upgrades but meeting these advances requires employee training and preserving quality service throughout implementation. We need to solve these problems to successfully put digital solutions into practice across all systems.
Sustainability Practises
Through its "Serve 360" programme Marriott works to protect the environment by phasing out single-use plastics and planning to neutralise all emissions by 2050. This commitment aligns with Lewin’s (1947) change model, which emphasises three stages of change: Our change approach transforms existing routines into new actions that customers will maintain over time (Burnes, 2020). When Marriott stops providing plastic straws and bottles they break old habits but their strong feedback system makes changes last for good. Despite its strong sustainability efforts, Marriott must track success while adjusting methods to address changing challenges (Wesley et al., 2024).
Post-COVID Adaptations
The coronavirus pandemic demanded fast new safety and guest protection measures. Marriott implemented more robust cleaning methods plus social distance practises and digital contactless procedures. Marriott's response to the crisis aligns completely with Goleman's (2000) idea of adaptive leadership by showing their ability to change and stay strong no matter what happens (Rizvi, 2023). The new security processes helped rebuild trust but demanded operational teams find ways to deliver guest satisfaction without causing major spending increases.
Impact and Evaluation
Marriott achieves greater success as a leader in both innovation and responsible hospitality by creating new approaches. Digital upgrades made staying at Marriott hotels more convenient while sustainable initiatives showed leadership responsibility and emergency reaction changes helped Marriott remain agile during the pandemic (Rakesh and Wind, 2020). Tracking our sustainability progress and training workers on new technology remain substantial obstacles we must overcome to reach our initiatives' total potential.
[bookmark: _Toc188441976]4. Strategic Direction
Vision and Mission
The hotel company wants to become the most popular travel brand everywhere. From day one Marriott aims to create exceptional guest relationships and memorable moments through its core purpose. The company plans to open more locations across the world while making its brands distinctive and improving technology systems.
Global Expansion
When Marriott bought Starwood Hotels & Resorts in 2016 their growth strategy added more than 30 new hotels to their network. The organisation follows Ansoff's (1957) framework which places market entry and product variety as central growth methods (Clarissia, 2020). After bringing Starwood brands under its umbrella Marriott added new customers and improved its market position.
Brand Differentiation
Marriott's lineup includes hotels to match every customer's taste both at the top end and in the middle price range. By using Porter’s 1985 techniques for competitive strategies the company separates its services for different markets to stand out from competitors and reach customer segments (Gerard and Bruijl, 2019).
Sustainability Now Plays a Major Role in Our Business Plans
Sustainability acts as Marriott's central element in its plans for the future. The brand's efforts to cut carbon emissions and assist local societies grow customer trust while following worldwide environmental protection standards (Gardetti and Torres, 2017).
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[bookmark: _Toc188456499]Figure 3: Recommendations 
Source: (Author, 2025)
Improving Our Digital Systems
To stay competitive Marriott must fund digital projects that use artificial intelligence to personalise guest experiences and forecast trends. Technological enhancements enable better-personalised guest support while making manual tasks run faster. To use new systems properly employees, need special training that matches the company's technology investments (Sheth et al., 2022).
Expanding Sustainability Efforts
Marriott needs to partner with nearby suppliers across its locations to achieve greater carbon emissions reduction. Hotels that earn eco-friendly qualifications bring both transparency and responsibility to their operations (Gardetti and Torres, 2017).
Enhancing Employee Connection
Marriott's people-first values help a lot but regular employee feedback tools such as surveys help build better connections with team members. The company needs to acknowledge top performers by giving them concrete awards to make them more dedicated team members (Bush, 2018).
Fostering Innovation
When Marriott leaders and staff work together to embrace innovation they can achieve better results. Planting innovation labs across our main markets helps us validate fresh market and technology options. Employees who participate in creating new ideas feel more owned by and more creative in their work (Santarsiero et al., 2023).
Improving Crisis Preparedness
As part of their response strategy Marriott needs to build a complete system to handle business emergencies. To prepare for business challenges Marriott launches multiple planning programmes and trains staff members while creating a fast-reaction team. The lessons from COVID-19 help build a foundation for organisational resilience (Saoudi and Dehane, 2022). 

[bookmark: _Toc188441978]6. Conclusion
Marriott International shows how effectively combining its organisational system with team values and business plans creates excellent results. Both global standards and local preferences work together through its hybrid system and its employee-supportive way of working brings lasting commitment. Recent digital transformation and sustainability projects prove Marriott International continues to lead innovation and environmental stewardship. Continuous support is needed to handle workforce diversity together with quick business changes. Through smart strategic decisions, Marriott can grow its market position and build better business results in today's active market.
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