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Assessment 1: Strategic Organizational Structures in hospitality businesses. 
1.1	Abstract
This segment looks at the system structure of the hospitality companies. It discusses the impact of the organizational design on the so-called Service-Profit Chain and evaluates the dilemma of global standardization versus domestic freedom. Comparing the hierarchical models of Marriott and the agile models of Airbnb, this report identifies the changes in the decentralized and human-focused formations.
1.2	Introduction: The Skeleton of Service.
Structure in hospitality is not a chart, rather it is the mechanism of provision of the guest experience. Contrary to a factory where the products are checked prior to selling, the products of a hotel are a live performance. When the structure is too rigid, the performance becomes robotic, when it is too loose the brand loses its identity. In this assignment, the researcher studies the effects of structural decisions on decision-making, efficiency and employee morale.
1.3	Theoretical Frameworks
The Hierarchical (Mechanistic) Model: This is the pyramid. It offers strict chain of command and extreme specialization. Although it guarantees brand consistency (the Marriott Standard), it tends to make departments non-communicative silos, in which departments do not support each other and as a result, delay of services.
Flat (Organic) Model: It is typified by the minimal number of layers of management and extensive span of control. This is the characteristic of the boutique hotels. It also cultivates a sense of Psychological Ownership in which a concierge feels that he or she is part of the company more than a cog.
The Matrix Model: This is well used in multi-unit resorts. The employees have a functional manager (e.g., Marketing), and a divisional manager (e.g., the local GM). This guarantees an expert knowledge level but may result in a situation of role confusion and power play among bosses.
1.4	Case Study Analysis
1.4.1 Marriott International: The World Standard.
Marriott manages 30+ brands. In an attempt to preserve this, they adopt a Divisional Hierarchy.
Discovery: Finding: With this structure, there can be colossal economies of scale in procurement and marketing. It, however, brings about Bureaucratic Lag. The guest recommendation of 2024 concerning environmentally friendly facilities would take 18 months to be turned into the corporate policy because of the hierarchy of approval.
The Humanized Solution: Marriott is currently on the path to flatten its regional hubs wherein the local GMs have increased authority to deviate beyond the SOPS (Standard Operating Procedures) that would suit the local cultures.
The Hilton Worldwide: The Matrix Approach, 1.4.2.
Hilton has an advanced matrix. The local GM is answerable to the Director of Finance of a Hilton property regarding the cash flow daily, whereas the Regional VP is in charge of global financial compliance.
Impact: This makes sure that as the hotel is flexible to the local market variations, it never exceeds global financial ethics or brand specifications.
1.5	Discussion: Structure and Human Behavior.
Structure dictates culture. One of the messages that a strict hierarchy conveys is that of distrust- employees are not allowed to think on their own. Modern hospitality on the other hand is shifting to a more Pod-based structure. Rather than individual departments, hotels are forming so-called Guest Journey Teams in which a housekeeper, a waiter, and a receptionist operate as one unit to take care of a particular floor. This eliminates the hierarchy and puts the human guest at the centre of the chart.
1.6	Conclusion
In the case of 2026, the perfect solution is a Hybrid; hierarchical backbone with safety and quality, and a flat and organic heart to interact with the guests.


Ass. 2: Strategic HRM and Employee Engagement in hospitality industry. 
2.1 Abstract
This part discusses Human Resource Management (HRM) as a competitive advantage driver strategy. It investigates the ways in which selective recruitment, transformational management as well as engagement practices at The Ritz-Carlton and Four Seasons generate a self-perpetuating loop of service quality.
2.2 Introduction: The Employee as the Brand.
The moment of truth in hospitality is the employee. HRM is no longer an administrative job such as payroll, it is now about the Internal Marketing. Unless the employee is sold the values of the brand, the guest will not be sold either. This report discusses the ways in which one can make a job a calling.
2.3 Pillars of Strategic HRM
Selective Hiring: Hiring attitude, training skill. The companies such as Four Seasons are seeking natural empathy as opposed to technical experience.
Emotional Labor Management: Hospitality demands service with a smile and hospitality does not allow the employee to be stressed. To avoid burnout, strategic HRM should offer mental health care and recharge areas.
Service-Profit Chain: This model demonstrates that the quality of internal services (how the HR treats staff) is a direct predictor of external service value (how the staff treats guests).

2.4 Case Study: The Ritz-Carlton “Gold Standards.”
The Ritz-Carlton constitutes the engagement paradigm. Their motto which is Ladies and Gentlemen serving Ladies and Gentlemen gives the employee a higher status.
The 2000 Rule: All employees have the authority to spend not more than 2000 dollars in fixing any issue of a guest without consulting a manager.
Analysis: It is not about the money it is about Empowerment. It provides the worker with the Executive Agency which is the final driver of engagement.
2.5 Leadership and Culture
The transition between the rules and punishment of the Transactional Leadership to the vision and inspiration of the Transformational Leadership is crucial. By 2026, there is the so-called Great Labor Shortage, and hotels, which consider staff members as stakeholders, retain them by 30 percent more.
Findings: Engagement is unsuccessful in the case of a "Values Gap." When a hotel is touted as a Luxury but it is paying Poverty Wages, the human bond between the staff and the guest is destroyed by the cognitive dissonance.
2.6 Conclusion
The most lucrative investment that a hotel can get is strategic HRM. This is because high engagement lowers turnover costs and offers the authentic service that is desired by the modern traveler.

Assignment 3: Decision making in hospitality businesses about Ethics. 
3.1 Abstract
This report explores the hospitality management ethical environment. It touches upon the paradoxes of income maximization and consumer trust, social responsibility of such worldwide platforms as Airbnb. It suggests a structure of honesty in the age of extreme openness.
3.2 Introduction: The Currency of Integrity.
In the TripAdvisor and social media era, a questionable choice may spread all over the world in a few minutes. Ethics is not a luxurious thing anymore- it is a brand requirement. This project examines the case of the so called Gray Zones where there is a conflict of profit motives and human values.
3.3 Modern-Day Ethical dilemmas.
Ethics vs. Revenue Management: The Overbooking. Should it be ethical to sell a room that you do not own? Although utilitarianism defends that it maximizes the amount of revenue, the deontological perspective views it as violation of contract.
Drip Pricing and Hidden Fees: Resort Fees have been the cause of a lack of trust in the price. All-In Pricing is the emerging trend among ethical brands to win back consumer loyalty.
Labor Ethics: How workers on the Gig Economy workers and seasonal employees are treated. Assuring a Living Wage, other than a Minimum Wage.
3.4 Case Study: The Ethical Pivot of Airbnb.
Airbnb had a giant crisis in terms of Discrimination by hosts.
Resolution: They adopted the Community Commitment, according to which each user was obliged to treat every person with respect irrespective of their race or gender.
Analysis: They decided to lose millions of users (unethical hosts) to secure the ethically sound reputation of the brand in the long-term. It is an archetypal Human-Centric moral triumph.
3.5 The Proposed Ethical Framework: The "Front Page" Test.
All decisions made by the hospitality managers should be filtered using a 3 step filter:
Transparency: Would I feel okay in having to explain this decision to the guest?
Equity: Does this decision take advantage of the weakened (staff/local community) to a short-term margin?
The "Front Page" Test: Would the brand make it through the headline of tomorrow news?
3.6 Conclusion
Hospitality is the future of Authentic Brands. Ethical decision-making develops the single thing, which cannot be automated or purchased Trust.Reference List (APA Style)
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