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EXECUTIVE SUMMARY
This assignment is a consultancy report for a client organization Marriott Hotel International by Oxford Consultancy Inc. The focus will be on the front office department of the hotel which forms part of the hotel’s Property Management System (PMS).  A detailed analysis will be carried out to assess and identify problematic issues affecting the growth of the organisation.  From all the factors identified solutions and recommendations have been made to enable the hotel to maintain and better its reputable brand and growth. Marriott Hotel is a 30 Brand Hotel Chain which was started as a root beer drink business by Mr J W Marriott and his wife in Bethesda United States of America from 1927-1956 (Google Sites, 2022). Throughout time Marriott has been able to provide bespoke lodgings and services to customers and is highly regarded as one of the biggest and well-known hotel brands on an international level (Marriot, 2022). This report will also analyse the efficacy of consultation and how organisational clients such as Marriott benefits from the use of consultants. The use of consultants is effective towards the growth and support of a client (Witzel, 2015). Marriott has highlighted areas which require attention hence a consultation to identify ongoing challenges to maintain their stability and growth. I will be using SWOT and PESTEL   analysis tools to review the strengths, weaknesses, risks, and other areas for development (Dale, 2007). TOWS Analysis Tool  (Dr Shobha Kulshrestha, 2017) will also be utilised for further development to enable solutions moving forward. This will aid in the evaluation and considerations put forward regarding the client Marriott Hotel. Using these tools will enable us as consultants to not only identify issues but also make steps to solve them.
To create a better organisation in its whole entirety the Marriott hotel ensures that there is a clear organisational structure which is segmented into areas such as the general management, human resources, administration, and front of house operations. (Hotel Tech Report, 2022). In 2021, reports show that there was a growth from 7,642 properties at the start of 2020 this figure then increased to 7,989 properties at the end 2020. These additional properties created 56,135 rooms totalling to 1,479,179 altogether for the end of 2020 (Marriort 2020 Annual Report, 2020). With the additional rooms Marriott will increase their revenue per room available
In regard to the figures this clearly reflects that Marriott performs well, but there still lies room for improvement. The ability to capture customers mainly is through the advertisement of the front of house operations and the bespoke rooms. The front of house service consists of making and taking telephone calls, concierge, guest management, reservations, and general hospitality e.g., food and beverages (Wood, 2013). These aspects of front of house largely contribute to the customers’ first impressions of the hotel so it is imperative to ensure that the brand of Marriott can allow customers to leave satisfied and more than happy to rebook (Martin & Berners, 2022).  Subsequently the need for a well organised and diligent workforce is needed to ensure the operations throughout all areas of the hotel is operating smoothly and successfully.
Although, the Marriott is known for its reputable brand world-wide, it can be identified that there is a significant room for improvement across all areas from general management, human resources, administration, and front of house operations (Hotel Management, 2010). Operating in a competitive market and the state of the economy’s health calls for the need of our consultancy services to enhance performance in all areas of the business to better its ability to attract new consumers and raise revenue.
As a hospitality consultant we will provide thorough analysis, whilst providing advice in multiple areas of the hotel. The analysis by consultants can be utilised in overcoming challenges within the hotel. (Perry Group International, 2016). Oxford Consultancy will provide consultancy services to Marriott hotel international to assess, identify and develop solutions to help the company overcome its challenges and make the organization perform better. 
At the end of the year 2021 Marriott had about 485000 rooms in their development stream which included over 200,000 homes despite the global Covid-19 Pandemic. The Covid-19 Pandemic has threatened Marriott’s Hotel Portfolio which had 79000 properties in over 130 countries globally under 30 distinct brands thereby leading to the loss of some of its properties as some assets exited. Covid-19 still remains a threat (Karsavuran, 2021). In the current year of 2022 Marriott expects a total gross room growth of about 5.0 % with a net room growth of 5% moving from 3.5%  to 4.0% (Marriort 2020 Annual Report, 2020). 
With its reputable and trusted strong multinational brand Marriott has strategically positioned itself to exponentially develop through strategic business model to make profits through strategic Asset Acquisitions, Franchising and Licencing thereby continuing to grow and dominate its industry for decades (Marriot International Annual report, 2016). 
The Front Office Department will be looked at in this report as the most important part of the property management system (PMS). Marriott uses the Operant PMS System (Hotel Management, 2013). Analysis tools for internal business analysis like the SWOT internal scanning and diagnostic tools and external environmental business analysis PESTEL Analysis tool will be utilised with TOWS tool moving forward on recommendations and future plans (Bates &  McGrath, 2017). In addition, the McKinsey 7-s Model will also be utilised to mitigate change to enable better business outcomes (Sekhar, 2013).
Management of the business remained with the family as J W Marriott Jnr led its management for 50 years having developed a passion and an interest in the hospitality sector since his early years. His commitment and passion is seen in his dynamic leadership building the business to become a leading brand on a global level (Marriot, 2022).

Front Office Department remains predominant first point of contact having over 50% of America’s room bookings occurring at front office. Front office Department controls the entire Property Management System (PMS) software which manages and operates a network of interconnecting and incorporated departments and operations within it (Hotel Management, 2013). The Property Management System (PMS) software operates and facilitates Hotel Bookings, Payment Processing, Administrative Tasks, Channel Management, Occupancy Management, Rate, hence facilitating mainly both external and internal operations and more. This has moved from the humble noble beginnings of the front office desks of the first ever hotels making entries manually. This automated daily management of the system enhances customer satisfaction as business operations become smoother through the use of technology. With technology evolving every day, it is causing a change in the way the hospitality industry operates. These are achieved with ethical and customer consideration and commitment in mind. Technological and digital transformations have enabled PMS and Front of House to manage Front office budgets, setting forecasting demand techniques to determine room rates in order to maximise profits in terms of accepting or rejecting unacceptable offers within controlled budgets (Bitkina & Holin, 2022). 
Some of the front office function includes concierge, communications between back office and front office, services of point of sale which includes mobile apps and handheld mobile units for ease of transactions and check in and check outs also. The front of office also has further integrated functions of the PMS to view and track performance, forecasts of occupancy rates, revenue analysis and revenue performance (Solomon, 2016.).  Another key function is data collection and customer data collection, and customer relationship management (Bolton, 2022)for the hotel and also analysing data and generating reports for the hotel (Kalacas, 2018). In the face of Covid-19 and its impact on the industry coupled with Brexit the UK economy has seen a change in EU laws and negative effects to the business cycle that came about through the pandemic. It is important the customer care and experience are not compromised, and we continue with the management of customer loyalty schemes (Clark & UK Hospitality, 2021).
Identified issues includes interdepartmental communication management cohesion and customer relationship management during these current global challenges to continue to engage an expand in the highly fierce and competitive market. Expert analysis for the volatile economic and energy situation has been addressed to manage revenue and marketing in the face of high interest rates and inflation and how to meet customer needs.
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INTRODUCTION

The purpose of this assignment is to develop a consultancy report for The Marriott international Hotel on behalf of The Oxford Consultancy Group. Oxford Consultancy is a top consultancy Group with high profile portfolio success. With the head office based in Oxford and branches of the company in other regions of the UK.  It has a notable reputation for success and reliance to deliver time efficient and an effective service that results in successful outcomes to clients, such as the Marriott. Our focus will lie within the front office as the client has highlighted it as the area for concern. This focus will help recognise the issues associated within the client itself and analysis will be provided to depict trends, areas for improvement, strengths, weaknesses, and opportunities 
The Marriott has strategically utilised its strong brand in asset acquisitions, franchising and licensing. The current CEO of Marriott Hotel Capuano (Bloomberg, 2021) took over from Marriott Jnr since 2016 has led the business with a vast amount of leadership and skills hence achieving success yearly. To maintain its position in the industry Marriott has to constantly assess its brand value.
According to Consultancy expert  (Brierley, 2006) consultancy aims help identify challenges and help solve them by executing solution focussed interventions.
The report will focus on Marriott which has the most powerful portfolio in the hotel and hospitality industry. With over 7000 rooms, with a holding across over 130 counties with a strong brand covering 30 brands has grown from the root beer Company founded by the JW Marriott and his wife Alice Marriott. This family founded business has been family led until recent years but is still driven by its family principles (Marriot UK 1, 2022).
This report will also highlight any other challenges which can negatively affect Marriott’s other departments. Skilled consultants will be invited in for their expertise if needed to execute this consultation. I will use Macro Economic PESTEL Tools namely the SWOT analysis and PESTEL Analysis (Bates &  McGrath, 2017).
 As we know, The Marriott provides more than just a sleeping space, but a sophisticated experience coupled with their good reputation to deliver luxury facilities. Such a competitive advantage adds value to the organisation and in turn enables them to charge higher prices to the consumer (Porter, 1985). Without its good reputation Marriott would be unable to charge such prices. It is to my understanding that a dynamic pricing strategy has been taken up. This strategy enables Marriott to change prices based on variables such as customer demand and seasonality (i.e a price based on the business cycle). They can raise their profit margins when consumer demand is greater (Conde Nast Traveler, 2021). It is important to take note of the fact that Marriott’s target market is businesspeople who are travelling. The Coronavirus epidemic that soon became a pandemic forced the closure of the hospitality industry within the UK on the 21st of March 2020 (Walker, 2020). During this period hotels and restaurants were unable to serve customers to prevent the spread of the virus. This left the Marriott unable to conduct business. Even when the hospitality industry was fully opened back up to the public it became clear that demand did not return to normal/ pre-covid-19 levels for organisations such as the Marriott. Why you may ask, their target markets are travelling businesspeople  (Marriot, 2020). But the restrictions lifted on the hospitality industry was not met with a lift on travel restrictions. Therefore, their target market would not have access to the hotel as well as tourists and holiday seekers. Marriott’s dependence on travel has proven to be a hinderance and will be reflected in a dramatic decline in footfall.
Looking into the financial reports of Marriott, which are published at the end of the fiscal year, were able to see the effect of the economic situation on the organisation. All the figures stated are in millions, US Dollar. In the year 2019 Marriott had assets totalling to $25,051. The year ending 2020 Assets had fallen to $24,701. Within that they had accounts and notes receivable, net fall by $627 million (2,395-1,768). Such huge losses in revenue are very damaging to the financial position of Marriott. Although they were in a negative financial position, during the fiscal year 2021 Marriott have shown signs of recovery (as the economy experiences). For example, the accounts and notes receivable, net had a 12.1% increase (Marriort 2020 Annual Report, 2020).
The reliance on such a target market posed a clear threat to the organisation’s revenue. I propose a segmented marketing strategy. This is where multiple markets are targeted. I suggest this because of their over reliance on their current target market, this way they’ll be able to diversify revenue streams in the sense that they are serving different markets with different pricing methods. For example, The Marriott could offer rooms of a low quality to the segment of the market with less disposable income. To avoid damaging their reputation of providing a luxury experience they can create a subsidiary to cater for the lower income earners. 
Scope and analysis
Marriott (client) is an organisation of the hospitality industry which operates in varied ways.  Leasing properties, franchising (since 1967) by developing a chain of hotels and its eye-catching facilities such as resorts which adds to its general brand (Franchise Direct, 2022).  Marriott is able to provide these core aspects of the hotelier industry by implementing a high level of management which allows the hotel to run smoothly and committing to its brand. There are different inputs which add toward the general business strategy of Marriot hotel asset acquisitions as the hotel places an emphasis on ensuring customer satisfaction is fully provided (Marriott, 2022).  In this assignment there will be a focus on the customer satisfaction and general growth of Marriot hotels and how it can be further improved with suggestions via a detailed analysis (Bowie, 2016).
At year-end 2021, we had roughly 485,000 rooms in our development pipeline, which includes more than 202,000 despite the ongoing threat of Covid -19.  Based in Bethesda, Maryland, USA, and encompasses a portfolio of roughly 7,900 properties under 30 leading brands spanning over 130 countries and territories. Marriott operates and franchises hotels and licenses vacation ownership resorts all around the world. 
Due to its 30 strong brands with over 700 hotels in more than 130 countries across the globe it has become a trusted multinational brand which has dominated its industry for decades (Marriort 2020 Annual Report, 2020).In its strategic development, Marriott has positioned itself to develop exceptionally through strategic acquisitions and franchising its strong and trusted Brand (Aaker, 2009.). These are the factors that facilitate a faster rate of growth for Marriott’s portfolio.

PESTEL Analysis
	POLITICAL
	
A current global concern being the political conflict between Russia and Ukraine. This will be in the interest of a multinational company such as the Marriott. This is because the UK as well as other countries rely on Ukraine and Russia on certain agricultural and manufacturing goods. For example, the EU has a reliance on Russia to provide fossil fuels: the EU imports 39% of gas from Russia alone (Bolton, 2022).  The political tensions between Russia and Ukraine have wider implications for the global economy. Gas prices within the UK were already rising but were exacerbated by the war in Ukraine. Our dependence on Russian gas has meant that UK consumers have to bear the burden of higher prices (Davies, 2021). 

Marriott has to take this into consideration as the cost of running their day-to-day services will increase as a result of the political state. Whilst Oxford Consultancy suggests that the price of a room per night should be reduced to attract customers it is important to consider the increased input cost of gas. A price reduction, according to the law of demand, will increase sales (Jirí Mazurek, 2019) even though revenue may not be as high as before.


	ECONOMIC
	
The UK’s exit from the European Union changed the way in which the labour market is shaped today. It had affected the free movement of labour that migrants could use to work within the UK. The UK’s hospitality industry before leaving the EU was responsible for the employment of 400,000 migrant workers (Farazad, 2020). Such structural unemployment will leave organisations such as Marriott to search for new workers in what would be a smaller pool of labour. This can result in employers offering higher wages to attract workers. And at this time the Marriott will want to minimize its financial obligations as they are enroute to recovering from the financial squeeze the pandemic caused.

The Covid-19 pandemic has been the cause of further (cyclical) unemployment (Bank of England, 2021) which inevitably led to a fall in the marginal propensity to consume. Marriott has to take this into consideration and make the decision to lower the prices of their services. This will better cater for the current economic situation. Although the profit margin per sale will be squeezed, it is better to drive sales up rather than keeping prices at their normal level and operating at a loss.


	SOCIAL
	
It is imperative that social-cultural factors are taken into great consideration as the brand operates in around 130 countries. The amount of variance between cultures requires a personalised touch from the food served at the front of house to the interior design. For example, the branch in Hong Kong serves dishes such as dim sum and seafood as part of its Buffet (JW Marriott Hotel, n.d.). Whereas, Marriott in Britain serves a buffet consisting of beans, eggs, sausage etc. Marriott understands that different cultures account for different needs in order to create an authentic experience suitable to their target market.

	TECHNOLOGY
	
Technology is always advancing and growing day by day leaving many opportunities for businesses to take advantage of. For example, online business Air BnB is a platform where landlords can let their room for a period of time to customers who need a property to stay at. This has become a growing alternative to staying at a hotel. By having a strong online presence Airbnb broaden their geographical reach further than its competitors at a lower cost. Operating costs of Airbnb will be significantly smaller than physical hotel locations. Because they avoid property taxes, rent etc.  Marriott need to consider the threat of Airbnb’s growth against their future growth. Using Porter’s five forces, we know that the threat of substitutes (in this case being Airbnb) will lower profits for Marriott (Goyal, 2020). This is true as the hotelier market has perfect information which enables consumers to find the best deal possible.
Marriott have used advanced technology to adapt to the pandemic. They introduced a contactless check in, check out and mobile key (Fox, 2021).  This was done to lower face to face interactions with employees to prevent the spread of the virus. Marriott have clearly shown their ability to use technology to their advantage to make their customers feel comfortable when booking with them. 


	ENVIROMENTAL
	
The modern consumer not only demands a product/service from the organisation but also wants them to engage in positive environmental actions. This relates to the theory of corporate social responsibility, where corporations have the responsibility to take care of the environment, they operate in (Domènec Melé, 2004). Marriott has adopted corporate social responsibility in response to the needs of the modern consumer. In order to communicate their philanthropy, they publish yearly reports that show the progress they make as an ethical organisation. For example, in 2019 Marriott donated a total of $53.7 million to the communities they operate in (Marriott, 2019). Adopting ethical practices is very costly and is not a requirement but it adds value to Marriot’s reputation. This gives way to rising the price of their services. Customers who are interested in ethical business will understand such price increases. However, not all consumers are interested in sustainable hospitality and will not be very welcoming to paying higher prices. Therefore, more likely to switch to competitors such as the Hilton.


	LEGAL
	
In current news it has been announced that the minimum wage level is to be increased to £9.50 from £8.91 (Acas, 2022). This 6.62% increase will reflect greater expenses within Marriott’s operating costs as of April 2022. This will apply greater pressure on Marriott’s ability to recover from the recession. As for the labour market it is expected to see a larger pool of low skilled workers who are attracted to the increased wage rate.
Change in employment laws regarding foreign workers following Brexit had left shortages in the labour market (Cooper, 2022). However, this was further exacerbated by the coronavirus pandemic. Brexit has disturbed the free movement of labour and has left little or no incentive for migrant workers to remain in the UK to work.



Discussion
According to (Admin, 2013) hotel management, Marriott utilises the OPERA PMS software (Comparably.com, 2022). A property management system (PMS) is software that facilitates a hotel’s reservation management and administrative tasks. The most important functions include front-desk operations, reservations, channel management, housekeeping, rate and occupancy management, and payment processing.  Although PMS software mostly controls reservation and financial transactions, it may allow you to manage housekeeping and perform human resources management as well. In general, PMS facilitates the main processes in a hotel related to internal and external operations. 

Automating daily operations and administrative tasks is an important part of achieving customer satisfaction as it helps provide reliable and quality service time after time. A hotel is a complex system that encompasses the activities of many departments, and every operation must be tracked. For this purpose, hoteliers utilize various tools including spreadsheets, paper forms, and unified property management systems (Buttrick, 2009) .
	STRENGTH

Research has found that consumers are willing to pay a premium price on goods that are provided by organisations with a good reputation. Even if the same product Is sold by competitors (Grahame Dowling, 2018)

Marriott has a strong reputation for offering a high standard of customer service and experience. Supported by their global presence they can dictate prices better than their competitors. Reputation gives way to repeat sales which then strengthens customer loyalty.
Marriott’s diversified revenue streams derives from their successful portfolio. Such strategy lowers the risk of doing business as there are different avenues to create profit and to share risk (Mayer, 2014). They acquired the likes of the Ritz Carlton which too is well renowned for being a luxury hotel chain. 


	WEAKNESS
After being the target of a hack in 2014 and brought to the attention of the public in 2018. The data breach left the details of many customers exposed (BBC, 2020). This negative publicity led to an element of distrust between Marriott’s previous customers as their data was breached. This had a negative impact on their reputation.
Their operations seem to work well like a well-oiled machine, and this is partly due to the strict employee rules. Strictness within the workplace drives productivity and results. But employees would begin to feel demotivated as a strict routine makes workers feel less in control of their time whilst working. A demotivated workforce hinders performance (Mitchell, 1982) It is advisable that employee satisfaction is raised to avoid employee turnover. Re-training and looking for new workers are costly and time consuming for any organisation of the kind.

	OPPOTUINITIES
Marriott possess a strong international presence. They already have knowledge of the market and know what it takes to expand into new countries. There always lies the opportunity to expand further to access new markets to widen their target market. This is where Marriott can use their strong brand image to enter new markets without having to focus on communicating to potential consumers what the Marriott offers.
Emerging economies are in greater demand for luxury hospitality. This is because such economies are partly characterised by rising incomes across the population (i.e., increase in income per capita).
	THREATS
The conflict within Ukraine concerning Russia has resulted into a physical conflict (Andrew Raine, 2022). Marriott has a hotel in Ukraine and will not be able to generate revenue as Ukraine nationals evacuate the country for their safety. This political unrest will be damaging to the financial performance of Marriott hotel in Ukraine. 
Covid-19 had bought about an economic recession (The World Bank, 2020) that hit many industries worldwide. Some industries managed to adapt and thrive but industries such as hospitality were hugely damaged. A recession is characterised by a period of no or slow growth which will be reflected in low consumer demand (Kim, 2022). Marriott and its portfolio experienced losses as consumer demand fell exponentially.



SWOT Analysis


Critical Evaluation
Positive reviews and customer feedback can influence and encourage both returning customers and potential. Positive reviews encourage returning customers which’ll result in returns for their shareholders and business growth. Addressing negative feedback promptly and making genuine attempts to fix the situation in the best possible way will show consumers that Marriott not only listens to what their customers have to say about their services but make steps to providing solutions (CHRON, 2021). Marriott can make these efforts to influence a more positive outlook that customers have towards their services. By using this strategy, they put themselves in a position that’ll consume more of management’s time and will be costly to Marriott themselves (especially if complaints are relative to repairs). Upon the successful completion of this strategy, we will see that Marriott is able to influence customer reviews
Marriott was fined a total of £18.4 million as a result of a data breach that was discovered years after in 2018 (Information Commissioners Office, 2020). This definitely damaged their positive brand image as the data of millions of its customers was breached. Sensitive data such as names and addresses. Marriott’s ignorance towards data security resulted in distrust from customers. So, it is important that Marriott keep on making steps towards bettering their reputation in regard to data security so that customers feel comfortable when booking rooms with them.

DEMOGRAPHY
Marriot Portsmouth is home to Britain’s Naval base which is a historic and significant landmark within British history since 1194. It is providing two thirds of the Royal Navy's fighter ships, including a range of other historical British defence systems such as the well-known type 45 destroyer and also the biggest ships ever built for the Royal Navy. 
The army is a major employer who indicates some of its employment provisions and contributions and available income overview (Royal Navy, 2022).
It has an international attraction, local as well as national attraction in international naval history and interests. Which come with attached business attractions. This has created a luxury brand gap with fierce competition. Portsmouth also being the birthplace of Charles Dickens famous another of great expectations and Oliver twist. (British Heritage, 2022)

FRONT OFFICE AND RESERVATIONS 
 As travel restrictions are lifted (Gov.uk, 2022), there is an urge for travellers to open up and once again embrace and overcome the psychological impacts of the pandemic in the hotel and hospitality narrative and Experience. Marriott should thoroughly examine and build even better and stronger for the immediate, current, and future to stay on top of its game.
All Customer reviews should be taken seriously and addressed efficiently and effectively regardless. All departmental assessments should be carried out periodically as well as keeping an eye on their fierce competitors.
Communication is key and fundamental to every business (Hallo, 2021) hence communication should be seamless and efficient to enhance guest experience and promote customer relations which in  turn reflect in sales and budgets and their Unique Selling Point.
Front Desk handles the communication aspect of the Hotel hence the focus on this department in the Consultative Report. The review on Marriott website is not detailed however trip advisor reviews suggest customer expectation is compromised in interpersonal way.   

 THE MARKET
The market has faced fierce competition from its competitors with the likes of Taj Maraj, Airbnb, and other luxury home apartments. As they strategically position themselves for their market share and segment.
Tourism has grown exponentially over the past 50 years. A larger factor that contributes to the ease in travel is the lower costs of travel, flights in particular (Mahnoor Naushad, 2020). Competition has given way for organisations, such as Ryanair, to charge competitive prices. With the cost of travel reduced significantly, we see those in lower income brackets able to fund holidays. However, lower income households have been massively hit by the unprecedented Pandemic which has required various sets of interventions ranging from total shutdown to different levels of openings, restrictions, and social distancing.
Coupled with Brexit, there has been a loss of staff and then the Pandemic pushing this further leading to the government supporting staff in the Pandemic through the newly introduced furlough scheme (BBC, 2021). 













Findings and Results
[bookmark: _Hlk98487748]In conclusion the Research based analysis of the focus area of the client hotel which is the Marriott and with focus on Portsmouth showed challenges.
These areas are highlighted in the report through thorough scanning processes and applications.
In the administrative and the Front office and operations
Challenging issues were identified, and evaluations were thoroughly executed, and findings and recommendations have been made in the research analysis-based report.
Challenges that were identified were predominantly Front office operations, Staffing, Recruitment, Communication and Pricing. With an in-depth analysis in the report.
Mitigating strategies have been brought forth to overcome these challenges with recommendations of utilising under-used spaces as an added revenue channel
Findings include the lack of effective communication across all boards of the departments linking to the front desk that controls communication department in real time with some loss of inter-departmental communication.
If customer relationship is a key part of the hotel’s customer retention scheme in the hotel organization, then serious considerations have to be taken in developing future plans because of the massive role they play in the market. For example, having reviews that are damaging to the brand  can have detrimental effects to retaining customers and its growth.   





	Areas of Concern
	Potential Impact
	
	Recommended Solution

	
Front Office and managing internal communications
Human Resource
	Lack of information sharing and cohesion
Lack of workers
	
	Daily updates of information through effective communication systems.
Provide skills training and development.  To consider recruiting and training relevant transferable skills to meet human resourcing. Eg Hospitality staff on airlines can be recruited in the hotel hospitality industry. 

	Financial performance
	Marriott, like many other firms, have experienced the backlash of political decisions concerning the labour market and the downturn in the economy. This has left a negative impact on cash flows which’ll damage Marriott’s ability to invest in future projects to add to their portfolio.
	
	In this regard, Marriott has to adopt pricing strategies that will encourage domestic demand. 
Encouraging footfall at this point is imperative so that jobs are maintained, and cash flows are active.
The Marriott is in a better position compared to other hotel organisations. This is because they have a portfolio that offers depth. These diversified revenue streams enable Marriott to focus on their subsidiaries that are more affordable for middle income earners. 

	Management
	Management should be qualified to deliver on departmental roles.
	
	Engaging Employees managed and sharing of information interdepartmentally

	Customer Relations
	Lack of customer satisfaction and engagement
	
	Engaging and promoting best outcomes for customer growth and retention. Ensuring effective technological upgrades that enhances and benefits customer experiences right from booking, departure and feedback

	Covid
	Negative impact of the covid -19 on health and hotel capacity.
Ensuring customer safety if not compromised
	
	Marriott have taken initiative in ensuring the protection of their employees by putting measures in place (Marriott, 2022). For example, the use of hospital grade disinfectants on surfaces, hand sanitizing points throughout the hotel etc. To ensure the upgrade and installation of contactless payment systems.

	Technology
	Better customer experience and business day-to-day operations. However, it is important to take customer data seriously and well protected.
	
	To adapt and enhance Marriott’s technological infrastructure. Whilst increasing their level of data protection, especially after their breach in 2014.

	Employee Retention
	Employees at the Marriott have raised their concerns considering the strict procedures (Glassdoor, 2022) that have to be followed during shifts. Such procedures are demotivating and adds to employee dissatisfaction.
	
	Marriott should consider loosening some of their strict policies in order to reduce employee turnover. This will be to their benefit as training new workers is more costly and time consuming (Iqbal, 2010).


Issues Identified and Improving Operations




















	Area
	Problem
	Solution
	Desired outcomes
	Time Scale
	Planned Budget
	Completion Date

	
Human Resource
Staffing and Recruitment Training
	Lack of adequate and skilled staffing
	Develop updated training as ongoing.
	To help employees to develop their skills
	3 months
	£ 500per Employee
	End of September

	

Front office operations
Technological development

	Lack of continuous interdepartmental communication
Implementation of contactless payment system
	To have updated review and timely updates from all transactions.
To enable contactless payments.
	To have cohesion.
Allows customer payments to be easier.
	1 month
	£5000/hotel
	Ongoing

	Financial Management

Marketing and Promotion and pricing
	To review revenue daily and update trends
To engage marketing that is reasonable and affordable but visible.
 
	To engage Artificial Intelligence to find anticipated customer trends and expectation
	To meet customer needs
	Ongoing
	Subject to management discretion
	Ongoing

	Customer relationship
	To promote customer relationship and management

	To build up customer loyalty and overall business growth
	To promote loyalty scheme which also saves on advertising
	Ongoing
	Subject to Management Discretion
	Ongoing


ACTION PLAN






RECOMMENDATIONS
Use of the 7s framework by McKinsey will enhance performance  (Channon, 2015). The 7 elements are grouped into two: the soft elements (shared Values, skills, staff, and style) and the hard elements (Strategy, Structure and Systems). Both elements should be in coordination to achieve successful outcomes. (Kenton, 2021)
Marriott can operate a strategy that competes with competitors such as Airbnb that operate online. It is suggested that Marriott adopts an organisational structure and innovative approach similar to Airbnb. This will enable them to better compete with their online counterparts whilst benefitting from low operating costs that online retailers benefit from. 
It is Marriott’s shared value to provide a memorable experience for their guests. To achieve these goals employee shared values is necessary coupled with the requisite skills. This requires well recruited skilled and trained staff. However, in order to retain staff Marriott has to keep their workforce satisfied. One way in which they have done this is by offering benefits to employees such as employee (associate) discounts when travelling to Marriott resorts and hotels for leisure. Oxford Consultancy also recommends that employees work under a more family oriented and also relaxed system than the current one in place. This can be carried out by implementing longer breaks during shifts.

The TOWS analysis tool goes further than SWOT analysis. It will enable Marriott to attain its organisational objectives. By coordinating internal strengths to overcome threats to minimise weaknesses (Bhasin, 2018). For example, Marriott can use its strong brand reputation to cease the opportunity to expand into new markets/ countries. Their strength enables them to penetrate the market easier. Another opportunity for Marriott to take advantage of is the online sector of hospitality industry. Setting up an organisational structure, similar to HomeAway, will require heavy initial investment as skilled labour will be needed to operate the online system. But, Marriott can use its retained earnings to invest in such a project to gain entry in such a market. 

Conclusion
In conclusion the Research based analysis of the focus area of the client hotel which is the Marriott and with focus on the front of house department. Portsmouth Marriott Hotel showed both challenges and positives regarding their overall performance. These areas are highlighted in the report with the support of research coupled with my suggestions for action as the consultant working on behalf of my client. Some recommended actions that I believe Marriott would hugely benefit from is by upgrading technological payment systems for effective and contactless payments that benefits the speed of checking in and also following an organisational structure similar to that of Airbnb. This is because their success in the hospitality industry rivals that of the Marriott. I strongly believe that this will lead to a better portfolio that generates greater profit margins (as costs associated with physical locations are avoided). And this would feed into my previous advice to my client to take up a segmented marketing strategy: Airbnb are able to offer rooms that range in price to suit different consumers’ level of disposable income. There are many opportunities for Marriott to grow further and diffuse throughout the Globe.

Throughout this report it has been made clear what negative consequences and adverse economic situations bring about for my client’s ability to perform against its competitors. The hospitality industry seems to have a reliance on having an external environment that favours their efforts to conduct business (e.g., high levels of tourism that drives up occupancy rates within the Marriott). It is important to identify  strategies that addresses  issues within the organisation and implementing recommendations through action plans Marriott will be continue to grow and meet customer expectations.
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