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Executive Summary

The main objective of this paper is to elaborate a consultancy report for a client company Marriott International, concentrating on the Food and Beverage department of London Heathrow Marriott hotel. The whole report is focused on accomplishing a detailed analysis to underline the issues affecting the revenue growth and development along with guest satisfaction on dining availability provided by the hotel. Based on the issues recognized the assessment structure particular decisions and recommendations that will assist the company to flourish further.
As a professional Management Consultancy team, later the discussion should be attached in developing an approach and upgrading the same by assisting to point out the matter of the same.
Marriott International is the biggest hotel chain in the world with a global presence of more than 7500 properties across 30 brands portfolio all over the globe. The company mainly deal with licensing its brands, managing its hotels, delivering franchise options which help the chain to demonstrate a strong reputation in the hospitality sector. As part of its improving strategy, Marriott International focus on its dining departments, by recognizing their ussies, particularly in London Heathrow Marriott, where several unsatisfied feedbacks were received in terms of availability and access to the hotel's kitchen menu. 

The food and Beverage department, in most of the hotels, is second in a line of generating revenue for the property. The hospitality industry is a very competitive market and along with globalization and non-restricted travelling and for sure the huge progress of the free-standing restaurants impacted the F&B business in the hotels. This tendency was far before recognized and noted by J.O. Ofte, VP of F&B for Shangri La Hotels and Resorts (Shellum,2002) that the hotels' dining spaces "are falling victims" to on-street competitors which provide "…funkier concepts and adventurous cuisines". This statement was supported by Hemington & King (2000) who stated that hotel restaurants are lagging behind the independent dining venues and seemed to be "out of tune" with the new consumers' demands. 
Outsourcing is a typical move for the hoteliers regarding catch the attention of the visitors via providing one-of-kind dining experiences. It is a strategic step taken by many hotel brands to combat the heavily loaded sector. For example, one of the last outsourcing venues of Marriott is its New York's Marriott Marquis, which announced that will outsource its entire Food and Beverage operations (Totalfood.com, 2021). However, this hotel is considered to be the biggest hotel in the centre of New York City with nearly 2000 rooms and taking this approach can guarantee a footfall offering unique and different dining, typical for the guests of a central city hotel. However, switching to a free-standing restaurant not always led to happy customers. Depending heavily on the location and the type of the hotel, the F&B concept has to focus and deliver the requested service (food) within every aspect. 
In the state, several issues were identified about providing the right food concept for the majority of the guests. The existence of the outsourced Italian restaurant within the premises of the hotel is a good option, however, it is far from enough when it comes to delivering more practical, packed and fast prepared food varieties for social distance searching guests. Therefore, as a solution, opening the Marriott's kitchen to all the guests and most importantly, offering them fast-prepared, simple but delicious, everyone's favourites-burgers-gourmet style burgers (meaty and veggie choices) to be conducted as a new operational approach for the hotel.
An agreement with outsourced Carlucciou’s to be considered, where both will offer different types of menus and again where Marriott options will be limited on two choices- meat and veggie- with packed, grab and go availability only.
The hotel's new gourmet BnB (Burger and Burger) alternative concept will be available with no sitting in-house areas and mainly will have the role of Taking with you option. This new concept will be designed according to Marriott brand standards and will be available for non-guest clients too.
Hence, London Heathrow Marriott will focus on delivering Marriott “food” to its guests. On the other hand, the hotel contains all necessary equipment and skilled employees to offer and give more to its customers.

In recent years dining change its meaning and become a far more unique experience rather than a necessity. According to STR Global, a report published on the website of Hospitality Trends (2017) Asia Pacific lodging felled increase on their occupancy level by 8%; decrease on its room rates by 5% along with 2.6% growth in RevPAR (Revenue per available room). This can be translated if there are more diners for hotel restaurants more profit can be generated by them, only if the right concept is captured for its market. Marriott hotel chain aims to grow its dining alternatives in its properties while locating the issues at the early stage to weaken them and redesign the areas linked with the problems.

In this paper, a consultation is to be delivered upon the meal alternatives and designed across the Food and Beverage department of London Heathrow Marriott. Concerning achieve its aims SWOT and PESTLE analysis will be used as an instrument for evaluating the internal and external factors of the given sector of the given hotel.

Due to short observation of the guest footfall and feedbacks in-house, the consultancy company identify that many guests are looking for healthy but grab and go food and snack options and instead of searching for them in the Italian restaurant, they aim to out and seek for different, low-priced varieties. Additionally, due to Covid-19 Pandemic, guest tries to avoid in-house dining and opt-out more for take away meal deals.

From the analysis of many research articles and data, it can be suggested that the hotel need to attach significant importance to its dining and food service to sustain the guest flow and satisfaction level. London Heathrow Marriott will be required to implement minimal effort to train its staff on the simply designed menu, so the organization will not need to invest extra money in training programs.
Taking all the above facts under consideration, the London Heathrow Marriott hotel will guarantee an additional profit on its operational process. 
As a concluding remark to the report, it was accepted that on successful accomplishment of the suggested recommendations and following the action plan, the organization will be able to note a growth in case of customer satisfaction and revenue in close future.
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Introduction

The purpose of this paper is to evolve a consultancy report on behalf of the independent consultancy company named VR Consultancy Bureau for remodelling a new development in Marriott property in the UK.
VR Consultancy Bureau is located in Sutton, South London in England and is successfully operated as a management and consultancy company for 20 years. Along with its outstanding reputation and excellent rates, Marriott International UK can benefit from the constructive and on-time service provided by the organization.
The report will be concentrated on the Food and Beverage department of the specified hotel (London Heathrow Marriott), to assist with an issue associated with the department.
As it was described by the client, the hotel is part of an international chain and brand which, on this occasion and location is considered as a business hotel. With a reputation for providing outstanding meeting spaces and special occasion venues, the client's organization target customers with a great hosting experience. Besides the main services promoted and distributed by the hotel, the organization has commenced to unfold and recognize the existing issues in promoting different and more flexible meal options. Therefore, the VR Consultancy Bureau will investigate in-depth those issues and will conduct a report based on well-researched analysis upon the functions of the Food and Beverage department of London Heathrow Marriott by altering different methods. To support this examination the project will employ different modes like PESTEL and SWOT analysis, which will put attention on the hotel's external and internal operational structure. By utilizing and processing the collected data, the paper will have the chance to point out the problems from an independent point of view, which harm the department's operational process. Additionally, it will assist with creative recommendations to assure smooth functionality in future.


Scope and analysis

Description of the Hotel 

Marriott International can be described as a hospitality organization that operates its 30 brands portfolio on a global level. It is a hotel chain that runs its organizations as an owner, franchisor and licensor of its brands. Generally, the company owns very few of its lodging properties. The portfolio consists of 30 brands that form its massive 7600 properties which carry the Marriott brand name worldwide along with the 147million Bonvoy members (Marriott Annual Report, 2020).
Marriott is led by the genetic strategy approach which brings "…the type of advantage and the scope of the advantage combined into the notion…or different approaches to superior performance in the industry." (Porter, 1985). Part of this strategy is developing and providing several service options of accommodation from average or "Select" to "Premium" and "Luxury" price packages. According to the Annual Report for 2020, the company employed 121 000 associates (not included franchises) where around 98 000 are located in the USA. The personnel employed by the other property owners and franchisees reached 200 000 globally. This is an international and multicultural company lead by a flexible operating model which put its people first. As Porter (1985) explained that the multinational rank "…is a reflection of company's ability to exploit strengths gained in one nation…" and transformed into another. Furthermore, as the CEO Tony Capuano (HotelBusiness, 2020) noted that the success is achieved "…by staying true to our growth philosophy and continuously responding to the evolving preferences and lifestyles of travellers…". The rich portfolio is able the chain to show a solid market presence in the hospitality sector. One of these hotels is London Heathrow Marriott. The property is located in the busy London Airport- Heathrow. It is a newly refurbished hotel which consists of 391 rooms over 5 floors; 2 suites; 18 meeting rooms and 895sq m of meeting space. Its venue space is 10 000sq feet and along with an outstanding Conference and Banqueting team. Heathrow Marriott is an excellent destination for business meetings, weddings or other social occasions. Within a moment away from Heathrow Airport, the hotel's locations is also closed to Windsor Castle, Legoland, Twickenham Stadium.

PESTLE

	Political
	· Brexit- the uncertain travel and trade climate
· Political climate and stability in the region
· Pandemic quarantine, restricted destinations
· Military conflict, terrorism, war and violence which ca interrupt the international travel flow

	Economic
	· The economic stability of the host country and the hotel chain
· Pandemic and Brexit can affect the inequity between the wages of different social classes
· Trade and economic sanctions
· Stock and currency stability

	Social
	· Pandemic and social distancing rules
· Trends-constantly changing according to the demand
· Cultural values and demographical amending on host country’s population
· Changed preferences of Bonvoy members
· Changed educational level and life standards

	Technological
	· Pandemic and the increased demand for digitalization
· Cybersecurity and data privacy protection
· Technology and the impact on the provided and expected service

	Environmental
	· Pandemic and increased demand for more sustainable developments
· The increased cost of non-renewable energy
· Climate change; plastic pollution; carbon emissions


	Legal
	· Changes around recruiting and labour cost in the UK
· Visa requirements and right to work status
· New health and safety regulations
· Becoming an approved employer-sponsor (Caterer, 2021)



 According to CREST's report in 2020, the Tourism and Hospitality industry provided 1 in 10 jobs worldwide and 10% of the global GDP in 2019. Taking this under consideration, the sector turned to be the largest, single industry for 2019 in the world. Accounting that vital fact keeping the international or political affairs of each hotel business play a significant role for its long-term profitability in a certain geographical territory. The political "shocks" can lead to a drop among the tourism travellers due to several different and unattractive (political) reasons like human rights violations, wars, conflicts (Neumayer, 2004). For example, much likely is a certain destination become unattractive to visit if it has terror issues or recently suffered by a one- the papers usually exemplify that terrorism brings bad consequences to the hospitality industry, even most of the time they are miniscule (Wolff & Larsen, 2014). Additionally, the Global Pandemic become selection criteria too- the least cases the area has the most chance of visitors it will have. Furthermore, travelling restrictions or traffic light travelling system (red, amber, green list) (Gov. uk, 2021) is also a major fact in recent days toward vacation seekers. From economic point of view "… as a result of Covid-19 and the uncertainty when lodging demand and RevPAR levels will recover, the size of our global workforce remain in transition." (Marriott Annual Report, 2021). For instance, comparing the RevPAR in 2019 April and 2020 April, the results show 90% of drop (Marriott, 2021). As this report is being organized focusing into Food and Beverage functions, it become an important to outline the social factors which are driven by the new trends and the new normal born by the Pandemic. The new trends like take away and grab and go eating options increased its demand in recent days. Avoiding crowded places and maintaining social distancing became a general mission. Identifying the technological aspects and the importance of implementing them into the operations of the business, Marriott explained that "updating and replacing them with more advance systems on regular basis" is a must (Marriott, 2021). Due to the Data Security Incident in 2018 (BBC news, 2020), the chain "make significant investments in security measures for its systems.” (Marriott, 2021).
The environmental factors are caring an important message for the hospitality society. Led and guided by the 2025 sustainability goals, Marriott aims to “create a positive and sustainable impact wherever do business” (Marriott, 2021). In present days, the whole hospitality and particularly the hotel sector, is waiting to welcome its guests and the Marriott hotel chain is being prepared to provide its best service via investing in a safer and cleaner environment for its customers.

SWOT

	Strengths
	Weaknesses

	· Market leadership and outstanding reputation
· Intercontinental presence and valued business culture
· Loyal customers and innovative approaches
· Sustainability and eco-friendly driven operations
London Heathrow Marriott
· Already available customer arrival flow during weekdays
· Available kitchen and restaurant facilities 
· Available skilled kitchen and M club associates 
	· Limited Food and Beverage varieties offered by the hotel
· Not available practical and diversity of eating options
London Heathrow Marriott
· Outsourced restaurant in house
· Limited access to breakfast and dinner offered by M club, Marriott
· Location-not very convenient for searching a different meal and snack options

	Opportunities
	Threats

	· Rich diversity-oriented business culture
· Focusing on emerging trends and continually expanding in the familiar sector
· Chasing demographical shifting- generation trends and cultural movements
· Ability to grow its franchises system and portfolio
London Heathrow Marriott
· Proving Grab&Go meal options to short-stay customers
· Increasing the revenue by selling fast but gourmet food alternatives
· Receiving positive feedbacks from loyal and new guest
· New menu=new chapter and flexibility in F&B section
	· Global Pandemic
· Heavy competitive market
· Cancellations, new opening delays due to low occupancy and travelling demand
London Heathrow Marriott
· Agreement between the outsourced restaurant on offering a limited edition of food
· The menu that is not suitable for the fast-changing guest flow due to its airport location











The total contribution of Travel and Tourism to the Global economy in 2019 is 9.25tr USD (Statista, 2020), thus making this sector an attractive and solid investment field. All global hospitality companies are aware of the potential revenue which can be generated and build their entire existence on trying to understand and predict demands and train the workforce according to them. All these segments are designed around people for people. Focusing more on new trends led by the new generations began in 2013 when Marriott shaken and modernize its logo and launch a platform called "TravelBrilliantly" in Asia, which was a brave move to strengthen the brand's future perspectives on leading the future of travel. "…It's not only about where you're staying. It's about where you're going". (TravelBriliatly, 2013). Innovative ideas, the necessity for every business become essential strength for Marriott. Throughout this campaign and the increased popularity of social media the hotel chain shortened the distance between its loyal guest and turn this approach into a marketing tool. The brand name is very successful another instrument too on building a long-term relationship with the audience (Steenkamp, 2014). Re-modelling its perspectives and calling people to travel with a purpose brings to Marriott loyal, brand-aware customers and this identify that brand loyalty determines the advertisement of the organizations (Huang, 2014; Lee & Hsien, 2011; Sharma, 2013).

Management department

Marriott International is a company with a history and mission. Founded in 1927 by J. Willard Marriott and its very first hotel debut was in 1957 with opening the first motor hotel in Arlington, Virginia, USA under the management of J. Willard Marriott's son Bill Marriott. From this date onward Bill Marriott become a leader and visionary CEO of the company which transform the hospitality industry's history. Currently, Tony Capuano was elected as a CEO of the chain after the sudden death of a long-time, true to the brand Arne Sorenson in February 2021.
Throughout its existence, the Marriott brand receives global recognition for its operational strategies and diversity-friendly approaches. For instance, Marriott is selected for America's Best Employer for Diversity (Forbes, 2020); America's Best employer for Graduates & Women (Forbes, 2020); Best Big Company to work for (Fortune, 2020).

Brand Loyalty

Loyalty by customers is extremely important because those have a greater opportunity for interpersonal interactions (Gremler, 1999). In a way, loyalty is a strategic approach (Jamaluddin; Hanafiah; Zulkifly, 2013) to achieve long term success in the hospitality sector (Sedat, 2014). The largest international hotel brands heavily focus on developing brand-based competitive advantage (Krisnawati; Sule; Febrian; Hassan, 2016) and utilize considerable weight on brand marketing (Osman, Hemmington, Bowie, 2009). The contribution of the regular customer toward the revenue is significant. The main approach to gaining a loyal customer is responding immediately to their requests and suggestions, keep-up high-quality products and services designed by the brand and also determined to provide outstanding customer service (Orth; Green, 2009). Marriott is a global hotel chain whose loyal customers and members reached 147 million (Marriott, 2020). Thus, this means that 1.15% of the global world population which is estimated at 7.8bn (Statista, 2020) is a Bonvoy member. The brand's new aim is to win and increase its loyal client portfolio is through Food and Beverage. The reward points, free stays are a very important part of Marriott's huge success. The company took the loyalty concept into another dimension when started a new Club Marriott (Club M) program in Hong Kong which enable people who are not Marriott fans (visitors) to enjoy the innovative dining experiences across the Hong Kong hotel portfolio. "Club M is the most eminent food and beverage loyalty program of its kind in Asia-Pacific… and has over 200 000 members." (Ralf Frehner, Vice President, Asia-Pacific for MI, 2017). According to the 2016 Bond Loyalty Report, 81% of the responders stated that they are keener to continue to use a brand that offers loyalty programs and 75% claimed that those programs are part of their relationship with the brands. That's what those packages create- a relationship. This innovative approach was conducted because the hotel chain knows lodging accommodations are not just places for overnight stays, they are fulfilled with unique dining which gives a vision and taste to their stays, so Marriott successfully popularizes its restaurants using its best power loyalty programs.

Food and Beverage

The Food and Beverage department is the second revenue generator in the hotel environment. The responsibilities of it are to manage and provide food and different beverages according to the specific health and safety and also brand standards. More specifically, Food and Beverage department is a sector which has a duty in producing and providing food and drinks to be consumed by guests who stay and also for the public who wants to buy. Besides, this department is also responsible for the quality of the food and the goodness of service in the restaurant (Bartono, 1991). This department is divided into divisions like kitchen, banquet, pastry, bar and lounge, room service. It is a complex sector which collects under its roof many other sections and the success depend on all of them to work in balance. The "root" of this department is the kitchen where the raw materials become eatable. The rest of the divisions are the supporters of the kitchen. Each member of staff should have the appropriate skills, pieces of knowledge and training before entering to work in the Food and Beverage industry due to several risk factors (fire, sharp items) to prepare the requested meal.
Marriott International manage more than 10 000 restaurants and bars in his nearly 7000 hotels around the globe (SkiftTable, 2019). Dining is a big business for Marriott where 12.9bn USD (2018) of Marriott's revenue is generated (SkiftTable, 2019) where 127 of those restaurants is more than 5million USD each. Dave Grissen, former Marriott International Group President, in one of his interviews conducted in 2019, underlined that Food and Beverage nowadays "…is at the top of the list from experience standpoint" and having "…a great restaurant and bar facilities is a global position now" (SkiftTable, 2019). Recognizing that facts the boring dining experience in the hotels start to evaluate and upgrade along with the new trends.
Thus, Marriott becomes a home of many outsourced restaurants. This was part of the hotel chain's dining strategy where Marriott stated that will focus on "revenue growth" and "driving customer volume and top-line performance" (Grissen, 2019). Focusing on independent approaches to be more flexible and adaptable, the Marriott chain reframed the "…meaning those restaurant outlets drove the impact and the vision for that hotel" (Grissen, 2019).
For example, the management refreshed thousands of Courtyard hotels' dining concept from bistro type to a more detailed program like- wine tasting, different cocktail experiences and after this approach, Marriott saw an increase in sales of breakfasts with 7,2%; 6,9% in dining sales and 8% on upselling beverages. Likewise, after the lodging chain revamped with Aloft hotels, Food and Beverage offering steward more on grab-n-go friendly options, the company saw 5% increased sales and 28% improvement in profit margins per room. Unlikely Accor, Marriott prefer not to go for heavily branded dining concepts rather than prefer to lean on local concepts which will fit and lift better with the right design to serve local taste where the accommodation is located.


London Heathrow Marriott- innovative hotel

London Heathrow Marriott is an innovative business hotel that is open and driven by new ideas and approaches. For example, according to Grenky.com (2019), the hotel saved 1.7million litres of water per year by opting for an in-house laundry (Hydrofining) washing machine. This investment sound very expensive but the lodging company successfully return its investment in 8 months only. The saved water will be enough to refill reusable water bottles of 3.4 million Heathrow passengers every year. However, when it comes to present this strong innovative side on Food and Beverage too, the property's options are limited.

Issues identified and operations to improve

Analysing the operations of the food and beverage department of London Heathrow Marriott, few issues were detected that are affecting the outstanding reputation of the hotel. The issues are as described below:

Outsources restaurant: Carluccio’s 

Carluccio's s an Italian restaurant chain found in 1999 by Antonio and Priscilla Carluccio. Both husband and wife carefully wrote each label and recipe by hand trying to deliver only an authentic, in the trusted sense of the word, Italian cuisine.
Carluccio's had 71 restaurants across the UK till 2020, however, due to the catastrophic power of the Pandemic, especially upon the hospitality sector, the restaurant chain went into administration. Although, a rescue deal has secured the future of 30 of them, which were bought by the Boparan Restaurant Group (BRG) and Heathrow Marriott's Carluccio's is one of them. (expressandstar.com, 2020)
The dining restaurant provides varieties of breakfast, lunch and dinner options, however, all of them are based on Italian cuisine. The restaurant also has on-the-go options; however, they are limited to cold sandwiches and pastries only.
Marriott International is a global brand with many clients from all over the world and thus, not all of them may be fans of the Italian kitchen. Additionally, the hotel is considered to be a business type and also an accommodation where guests stay just for overnight to catch their flight the next day toward far Asia or USA destinations.
As the name present "outsourced"- out of Marriott brand which breaks the connection and the trust between the company and its loyal customers.
The last thing which the guest will remember is the cold sandwich bought by an Italian restaurant and not the Marriott stay.
Hotel brands once were the innovators in every aspect, however, in current years they were left behind when it comes to their Food and Beverage options. Dining changed its meaning and food become an instrument of experiencing different cultures without the need of visiting them.
Emma Banks, VP F&B strategy & development of Hilton brands stated that “F&B in hotels is no longer see as a necessary evil but real profitability driver and opportunity to drive a footfall”. She also added that Food and Beverage in hotels have to reflect more on consumers trends like vegetarian, flexitarian, veganism, low sugar and more. 
(hotelmanagemet.net, 2020)
Italian kitchen is delicious with settled and conventional tastes which can answer every demand, however, this cuisine is widely spread around the world and well known by the majority of the customers. There is nothing catchy and notable, there is no Marriott signature there.

Findings

Additionally, due to a short observation by the consultant of VR Consultancy Bureau, many hotels guest were out of options for finding different snack options around the airport area. Additionally, some of the Marriott’s guest had to catch late or very early flights and ordering grab and go meal alternatives were not available.

Recommendations

A consultancy report is a paper designed for a non-specialist audience. Frequently, this kind of report conducted in a response to a request on a particular issue for information for a business. The report's aim is to be constructed and written in a way that the reader can understand the presented information. The consultancy report scenario is a real-world context and the recommendations should form the major content rather than the method. According to Lawinsider.com consultancy report is detailed and specific recommendations for eliminating any financial deficiency if prepared by a consultant. To complete its mission different findings have been concluded that can assist to develop an action plan for the client organizations, in this case, London Heathrow Marriott and build recommendations for future implementations. 
 






























Findings and results:

	Areas of concern
	Potential impact
	Recommendations

	Outsourced competitor
	Disagreement on providing more accessible meal deal alternatives
	Designing an agreement where the hotel will offer only grab and go packed meal options with limited varieties

	Marriott brand standard agreements and restrictions
	The hotel chain may be against designing and creating grab and go options due to their standard classification
	Delicately designed fast food choices via using the creativity of the Marriott brand’s professional chefs this new approach can bring new line and vision toward the reputation of the takeaway

	Limited grab and go (packed) meal options
	Most guests stay only for 1 night or just a couple of hours while waiting to catch the next flight-and this time in the hotel they might want to spend it resting in their rooms.
	Marriott's new line simple but the gourmet menu will deliver exactly what people now search- deliciously combined, freshly prepared easy to order, Marriott brand signed deluxe but fit to every pocket food

	Limited access to Marriott Mclub lounge and meal deals
	Increased number of visitors to the Marriott’s Mclub can enable the availability of enough space to maintain social distancing and make VIP guest feel underrated
	Grab and go meals will be designed to be packed and delivered to the guests’ rooms so the problem with preoccupied lounge will be reduced



The Food and Beverage strategy of the hotel should be appropriate to the place it's located and the main purpose it should provide.
Hotels in central London, for example, most of the time answers to tourists’ demands- mainly accommodating them. Usually, they take their wallets and walk offsite to eat and drink. The Grab and Go options are many in locations like this and introducing a concept like this might not be the right decision. The tourist wants to go out and taste the traditional meals.
Airbnb helps the hotels to realize that lodging need to be part of the wider community and along with a local source to bring revenue on top of this heads in beds (hotelmanagement.com, 2020). “We recognize that consumers, more than ever, are food fluent,” noted Matthew Von Ertfelda (Marriott International senior vice president of food and beverage and global operations, 2019). Food is not just a necessity for the accommodation providers anymore because “Food and beverage is at the heart of travel; people go to places increasingly because they are great food nations, and they go to hotels increasingly because they have great F&B.” (M.V. Ertfelda, 2019).
As mentioned above, Aloft hotels' dining experience is based on more practical and fast prepared choices and this, so new concept for Marriott's classy alternatives, the brand saw a 28% increase in profit per reserved room. Finding and fit the right idea for the venue is an important approach.




Burger and Burger


We are starting a new era of preparing, providing and serving food in our Marriott Heathrow Hotel- London.

We are about to change our direction toward something more attractive, sexy, juicy, mouth-watering and naughty.
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Description automatically generated]There is no more takeaways-there will be only take with you options.
Grab and Eat in your room; Grab and Catch a flight; Grab and Go to explore
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Action plan

	Problem
	Solution
	Desired outcome
	Time scale
	Planned budget

	Carlucciou’s
	Signing an agreement on not selling similar products
	Outsourced venue to keep working as normal via providing indoor menus with sitting dining
Marriott grab and go to provide only packed gourmet burgers (meat and veggie) options
	3 months
	£0.00

	Marriott International Brand standards
	The hotel chain is selling "fast gourmet food" in its other properties too, so changing only the concept of serving them in specially designed paper bags would be beneficial for the F&B revenue in general
	Popularize the selected gourmet burger meals in all business types of hotels across the chain and turn this approach into a Marriott signature
	3 months
	£0.00

	Accessibility & costs
	Making this quick and easy to prepare to eat available for Marriott's Bonvoy members and passer biers.
The only cost consuming item will be the paper bags 
	Increasing the demand for in-hotel dining.
Increasing the number of satisfied guests.
Increasing the revenue of the hotel in general.
Pre-ordering and finding a company with a good price guarantee will reduce the cost of the new products
	3 months
	£1000.00

	Marketing strategy
	Marriott has a strong marketing strategy, and it is a very popular brand- adding another product to its portfolio will drive more attention to all products
	This approach will bring great popularity across the young generation which is concerned to be the greener and practice in terms of consuming food
	3 months
	£1000.00




Depending on the issues linked with the operations in general in London Heathrow Marriott, the hotel will be required to profile an adequate strategy in implementing the solutions given by the Consultancy company. 
In this scenario, Marriott won't need to make a big investment in product, supplies or staffing due to its availability of the products already along with a professional and well-trained kitchen staff. The only investment consuming product will be the paper bags for serving the food, which need to be specially designed and decorated with the Marriott brand logo. The second cost consuming process will be the marketing, however again due to the Marriott brand's online and social channels, this approach will be easily achieved.
According to Hanson (1984), three factors can influence the hotel's Food and Beverage profitability: role and purpose; location and design; staffing and organization. When checked out the core of the independent restaurant its sole purpose is generating profit for its owner, however, the primary purpose of the F&B in a hotel is to serve its guests only. Comparing them both consist of different business orientations and serve to different grounds. Hotels always suffer from higher operational costs because they need well-trained associates to ensure that meals are prepared to guest every mealtime and service should be on the same level as the hotel standards.  Secondly, hotels are located in a particularly strategic location to attract guest in need of lodging and not always food. London Heathrow Marriott is located near Heathrow Airport, an area with limited dining solutions and space, so providing the right concept and options in-house is crucial for satisfied and happy guests. Lastly, hotels' F&B operational structure is more complex and involves more staffing due to Conference and Banqueting department too, which include a buffet serving. This means higher payroll costs for the property. Therefore, using appropriately already trained staff will compensate these costs. In the London Heathrow Marriott scenario the necessity of a well-equipped kitchen, well-trained staff and well-organized structure are ready implemented and placed, so adding new items to a menu will not take any additional effort.

Conclusion

As the concluding comments to the consultancy report, few factors have been identified that can be forwarded to the issues affecting the smooth and revenue-generating operations and functions of the Food and Beverage department of the client.
Considering the factors above, the first observance noted the Consultancy Management team focus mainly on analysing the meal options provided to guests and the limited access to Marriott hotels kitchen. Assessing this particular department, the organizations of the entire hotel were evaluated to assist the case of identifying the core issues affecting the growth and revenue of the organization along with the customer satisfaction and conceivably affecting the reputation of the hotel at the global stage. The concerned issues are respectively limited dining and snack ordering options within the property's premises; limited dining choices represented by an Italian outsourced restaurant; limited access to Marriott Mclub and kitchen. Evaluating these issues, the main aim was to put focus on profiling a potential stratifies that can soften these problems rather than searching the reasons behind the origin of the same. In this regard, it can be concluded that on successfully implementing and following the recommendations given above, the London Heathrow Marriott will be able to achieve outstanding guest satisfaction and revenue growth in the next 3 months.
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