Management & Organisational Behaviour

Module Name: Management & Organisational Behaviour
Module Number: BMIH5004
Component 2: Report
Student Name: Maria Andrei
Student ID: 2243878


I confirm that I have not used any AI tools in the research and creation of this assignment. I confirm that I have not presented any AI generated materials as my own work. I confirm I have copies of my drafts, notes, and other resources I used, which I may be asked to provide in evidence.


Executive Summary
Organisational management and behaviour play an active role within a business and help the employees connect with the brand. The entire report has been based on the case study of Marriott International which is the leading hotel chain within the UK. Hybrid organisational structure, people-centric culture and organisational innovation have been highlighted in this report. Recent changes of the hotel have been evident within the sustainable approach and technological integration to increase brand reach and revenue collection. Certain strategic directions of the hotel and strategies to achieve them have been emphasised briefly. 

Table of Contents
Introduction	4
Organisation Structure, Culture, and Goals	5
Organisational Structure of Marriott International	5
Corporate Culture and Its Influence	5
Organisational Goals at both Corporate and Individual Levels	6
Recent Change Initiatives	8
Change Initiatives within Marriott International	8
Impact of These Initiatives	8
Evaluation of Managing These Changes	9
Strategic Direction	10
Strategic Direction of Marriott International	10
Strategies to Achieve Long-term Objectives	10
Conclusion	11
Recommendations	12
References	13



[bookmark: _Toc189332388]Introduction
Effective maintenance of organisational management and behaviour is required within the hospitality sector to operate at both corporate and individual levels. The case study of Marriott International is selected in this report to evaluate organisational structure, culture, goals and organisational behaviour. The hotel is a brand leader in offering a standard service portfolio to its customers to maintain its brand presence. J. Williard and Alice Marriott founded this hotel chain in 1927 and currently, they have millions of properties in different locations of the world. The key principle of this hotel chain is to be embedded with the core culture and quality service offerings. Around 9,100 properties have been registered under the brand name of the hotel and operates near 142 countries with more than 30 leading brands as well (Marriott, 2025). The following report will cover a brief analysis of organisational culture, structure, recent change initiatives and strategic recommendations along with a set of recommendations to improve organisational actions. 
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[bookmark: _cuerep5okvj6][bookmark: _Toc189332390]Organisational Structure of Marriott International
Marriott International operates within the global context and follows a hybrid structure of working which is dynamic and allows the firm to maintain its diverse portfolio of operations effectively. Marriott International followed a hybrid structure in its operations which is a combination of both matrix and functional organisational structure (Dudovskiy, 2023). The functional and divisional approach to working is evident in the matrix structure of the company. On the other hand, marketing, operations, sales and some other departments are the functional divisions of this hotel chain which is also divided according to geographic and regional requirements. This organisational structure helped the company to make centralised decisions and offer standard services to its customers (Mullins, 2023). It allows the organisation to ensure a consistent brand value and improve services in its all properties around the world. The matrix organisational structure helped the company to achieve both global and local responsiveness of customers to tailor their specific needs.
[bookmark: _p7jmikyneccb][bookmark: _Toc189332391]Corporate Culture and Its Influence
Marriott International effectively followed a well-structured corporate culture which helped the farm in shaping its entire operations and achieve overall success in a competitive market. The corporate culture followed by this hotel and its influence are critically evaluated in this report below. 
People-Centric Approach 
The people-centric approach is referred to as the key organisational milestone of the company which shapes its organisational culture. They are always accountable for offering advanced and standard consumer services. The company believes that a happy and motivated employee can play a vital role in leading happy customers as well. In this context, they work hard and invest in maintaining positive relationships with the associates of the organisation. Marriott International places significant emphasis on employee training, career development opportunities, rewards and recognition programmes and some others to foster value. They offer equal career development opportunities to female candidates as well. Around 57% board of directors of the company are females of different colours which reflects the shifting mindset of the hotel chain (Amire, 2022). 
Embracing Change
The hospitality sector of the UK has evolved over the years and Marriott International is the centre of attraction in recognising the significance of embracing change within its operation. In this context, they utilised innovation as the key part of organisational management. The company work hard to encourage its employees so that they can come up with some new and innovative ideas with the help of digital technologies to attract clients. Following this approach, the company continuously challenges market trends and effectively forecasts the customised preferences of customers to address them with the help of a new brand portfolio company (Marriott, 2025). The company invests in opening its branches in different global locations to tailor new consumer experiences. 
[bookmark: _njdod4vyc3e4][bookmark: _Toc189332392]Organisational Goals at both Corporate and Individual Levels
Marriott International works with a multifaceted approach to spread its operations at both corporate and individual unit levels. It is identified that these goals are actively connected with the overall success rate of the company. 
Corporate level 
Market Leadership 
The hospitality sector within the UK faced a surge in the number of traveller arrivals and spreading its reach over the centuries. According to a survey conducted by Statista, it has been stated that the market share of the hospitality chain will be increased by £18.37 billion by 2029 (Statista, 2025). In this context, Marriott International aims to secure its name as the leading hotel chain in the UK. Revamping the leadership approach within the competitive market Marriott International can achieve continuous growth and success. 
Promote Sustainability 
Ensuring a sustainable planet is the main consideration of the businesses and consumers within the market to certify well-being. Following a recent report by Statista, it has been stated that around 50% of hotels in Great Britain paying attention to becoming more sustainable in 2024 (Statista, 2024). Considering these growth initiatives and changes in mind Marriott International aims to reduce its negative environmental impacts through its entire operations by 2030. 
Individual Level 
Contribute to Local Community 
The core values of the company are to prioritise consumers and value them and based on this approach the company wants to more invest in community development. They decided to make their properties more engaged with the local community to ensure their well-being and success using some initiatives like child empowerment workshops, empowering the locals with different skills to manage hospitality operations (Boddy, 2017). 
Improve Operational Excellence 
Marriott International have millions of properties in different locations and the hotel chain works hard to ensure operational efficiency in each location. In this context, the individual-level aim of the hotel is to improve the standards of its brand operations with the help of customised services and digital transformations to improve guest experiences (Raji et al., 2024). 
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Sustainable Practices
Marriott International is pleased to minimise the environmental impact of its operations and ensure sustainable sourcing. In this context, the firm implemented multiple changes such as the effective use of energy and water resources to minimise the impact of carbon footprint. They invest in designing sustainable hotels and building designs to preserve natural resources. Apart from that, the company put some money into waste recycling to protect the lives of water and land (Marriott, 2025). It is identified that the company fosters partnerships with different industry experts and global leaders such as designers, engineers, architects and many more. 
Technological Enhancement 
Technology played a key role in improving the brand operations of the hotel in the competitive market to offer consumer satisfaction. In this regard, Marriott International invests around 1 billion in its digital transformation to utilise cloud-based systems in its new properties. The investment of the company in the AI incubator helped them elevate clients' experiences with the brand and accelerate content generation as well. The company use AI-powered tools to offer advanced guest services and improve internal operations. RenAI is the virtual assistant of the hotel offers locally recommended services to the customers to provide them with a sense of familiarity (Wilkinson, 2024). 
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Foster Brand Reputation
The recent changes in Marriott helped strengthen its brand experiences in the global market and achieve success. Investment in the company in ensuring sustainable actions helps in attracting the eco-conscious worldwide (Raji et al., 2024). It enables the company to get the opportunity to expand its organisational property within a new location. Apart from that, technological enhancement allows the brand to increase its networking and maximise stakeholders' involvement with the brand. 
Increased Consumer Satisfaction 
The sustainable approach of the hotel and technological development help in offering customised services to the consumers. Following a report by Statista, around 4% of employees within the UK hospitality chain stated that they receive around 20,000 pounds in the form of bonuses and tips in 2024 from customers (Statista, 2025). Hence, it can be stated that implementing some other changes within the hotel and offering recommended services can improve their relationships with customers.  
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Stakeholder Engagement 
Marriott International the leading brand in the UK hospitality sector needs to be actively connected with the stakeholders to achieve success. It is identified that in order to ensure technological advancement and sustainable operations the company required different stakeholder involvement such as business associates, guests, franchises, owners and some others (Tseng et al., 2021). By ensuring effective connection and fostering collaborative actions with different stakeholders the company can effectively manage its recent changes. 
Continuous Monitoring 
The legal landscape of the UK regarding hospitality operations has been changing over the years and Marriott International needs to pay attention to industry-specific updates. Complying with certain legal actions regarding sustainable development and technical advancement within the hospitality sector they can manage the implications of their recent changes (Tseng et al., 2021). 
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Revamp Leadership 
Marriott International faced certain challenges in revamping its operations within the region of South Africa. In order to ensure positive market leadership, the company wanted to reconstruct the recruitment policies of the company (Janberg, 2024). Considering the changes within the global presence and market expansion of the company, they put emphasis on drawing leadership skills from the appointments of the organisation which helps in achieving long-term market objectives. 
Increase Global Market Share 
The current market share of Marriott International in the global market is nearly 16.9% within the luxurious hotel chain. In order to achieve long-term market objectives, the company wanted to improve its luxurious portfolio. The hotel chain declared that it wants to achieve global wealth by around 38% by the end of 2027 (Walters, 2023). They also want to improve their regional activities as well to achieve competitive advantages over other hotels within the same sector.
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Mergers with other Brands 
Marriott International wanted to witness its dominance in the market and promote market leadership in its South African regions. In this context, they can take certain initiatives in building partnerships with other brands to maximise their market reach. Based on a recent report of Statista, it has been identified that the projected reach of mergers and acquisitions is around £1.87 trillion in 2025 (Statista, 2025). By seeking mergers with other companies, the company can boost its market share and leadership in different locations. 
Ensure Innovation 
Innovation is the key to achieving success within a dynamic market like the hospitality sector where the preferences of consumers shift with new market trends. Marriott International needs to continuously invest in fostering new innovation within the industry to tackle the evolving preferences of consumers. They can invest in Bonvoy, loyalty programmes and some others to make more consumer involvement with the brand (Rollinson, 2008). 
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After analysing the entire report in detail it was analysed that Marriott International is a famous name within the UK hospitality sector and was thriving to offer advanced guest experiences as well. It was analysed that the company followed a hybrid organisational structure which helped in making better and advanced decisions. Investment of the company in sustainable initiatives and technological upgradation were analysed as the recent changes which helped in increasing capitalisation and brand values. Mergers with other brands and catering innovation were the selected strategies of the company which helped in achieving long-term success. 
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Enhance Organisational Agility 
Marriott International followed a hybrid structure in their organisational workings where further development is required to respond to the market change quickly. In this context, the company is recommended to empower the local and regional teams to make informed decisions. Contingency theory can be useful in this approach as it helps the organisation in adapting different organisational structures considering the specific organisational examples (Armstong, 2021). Following this theory, the organisation can improve the agility of working within the hospitality sector. 
Improve Collaboration 
Collaboration and communication are required to maintain the brand performance of the company in different regions. The hotel is recommended to pay attention to improving collaboration and communication among various levels of organisation. Implementation of various collaborative platforms, cross-functional collaboration and open communication channels will help in achieving success (Leghemo et al., 2025). In this regard, the company can implement a system theory approach which helps in setting an interconnection between different parts of the organisation. Following this theory the company can improve communication and collaboration to work together on a common goal. 
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