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Introduction
The hospitality industry is among the leading culture-oriented businesses. Arguably, the hotel industry boasts reputable human value systems. Marriott International is among the top global hotel destinations that uses an integrated corporate culture in addition to impeccable democratic leadership. This paper reflects on the hotel giant’s method of communication, decision-making as well as employee cultural drive within the business outlets. Hospitality is the epicenter of human value.
Culture, Decision-Making and Communication Strategy at Marriott
Marriott Hotel industry uses a corporate culture that socially involves everyone in the organization.  It uses a people-centered culture. This is an elaborate or holistic approach to employees’ well-being. In some instances, Marriott chief executive officer, Arne Sorenson and the founder Bill Marriott are found during lunch breaks cordially dining and conversing with ordinary employees. Li et al. (2020) describe that a company’s corporate culture is tested during bad times which Marriott company has proven out positively. Marriott International, as it is also called, has a flat organizational culture. Due to the hotel’s top leadership capability to freely interact with ordinary employees, it is built on a flat organizational structure that is people-centered.
Views of the employees are taken into consideration so as to inform the departmental decision making by managers. There is one human resource manager in charge of my department. I, equally, feel well-represented in the Marriott’s corporate culture. The culture in this case has been framed to air my hopes, opinions and aspirations as the company’s staff and for other customers.  There are structural subdivisions of the hotel into departments. The last decision after the elaboration of matters is left for the supervisor, manager and other leaders, although topical deliberation is carried out by every departmental member (Eid & Agag, 2020). This is the reason why the company is democratically run.
The mission statement of Marriott is “To enhance the lives of our customers by creating and enabling unsurpassed vacation and leisure experience” (Nyangwe & Buhalis, 2018). This statement is strategic with the intention of retaining customers. The company gives customers the best quality hotel and vacation treatment. Indeed, this mission statement has been shared with me. On the annual employee retreat, the company management accorded me a voucher as well as a fully funded vacation holiday for three people. What customers get from my organization, Marriott, is exemplary service.
Text messaging between the company’s staff and the clients is practically the most effective mode of communication that ensures customer satisfaction. Marriot International uses a form of communication style that is totally different from other sectors in the same industry, as discussed by Nyangwe & Buhalis (2018). For clients who have not yet checked, it is made possible to engage in a text message conversation with the hotel. According to Nyangwe & Buhalis (2018), this has positively impacted the company’s growth over the years through the construction of customers' trust.  The company uses also uses online applications to carry out said interactions.
Conclusion
In a competitive environment, it is practically strategic for a futuristic company to innovate solutions. The hotel industry is basically value-driven and a customer satisfaction business. This case, however, forces a company that aims to succeed in being creative. Marriott International in particular, uses its diversified people-focused approach, impeccable leadership and the most unique mode of communication. These strategies have responsible for the growth and expansion of the company.
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