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[bookmark: _Toc45938403]Abstract
Hospitality industry is one of the most dynamic industry in the world, due to increasing and changing demands of the customers over a period of time. Marriott International is a chain of number of hotels in around the globe that are providing services to the millions of customers. However, due to the market dynamics, Marriott has faced number of issues in the recent years. Unlike the popularity of the Marriott hotels and international standards, the company still face major issues in the management and data integration. The adaptation of the modern technology for data management has caused serious problems of data loss and unsatisfied customers of Marriott. The current study is focused on the major issues and problems faced by Marriot hotels and the possible solutions that can be adopted by the hotel industry to overcome these problems in future. 
[bookmark: _Toc45938404]Introduction
[bookmark: _Hlk45931671]Hotel is an accommodation facility, consisting of a certain number of rooms, providing a set of hotel services, having a single management and grouped into classes in accordance with the list of services provided and the level of room equipment. The hotel industry is a type of economic activity that includes the provision of hotel services and the organization for a fee of short-term stays in hotels, campgrounds, motels, school and student dormitories, guest houses, etc. entrepreneurs who have or are endowed in the prescribed manner with property rights to any collective accommodation facility under the direct order and management of it, to provide accommodation and services to citizens, as well as other activities for the organization and provision of hotel services, including their implementation (Kim, Cho & Han, 2014).
	Today the hotel business is one of the most promising and fast-growing industries bringing worldwide multi-million profit. Hospitality, as a tourism sub-industry, carries a huge potential for the global market. From year to year the number of hotels is growing, both in our country and abroad. The hospitality industry is a powerful economy region or tourist centre and an important component of the tourism economy. In market conditions, hotel service enterprises must to meet the needs of the population in quality services and at the same time get revenue. This is only possible with the right marketing, advertising and PR policies implemented by the service and tourism enterprise. The effectiveness of hotel activities depends on quality customer service, that is, from the availability of quality services (Khan, 2013). This study is particularly focused on the management issues faced by Marriot Hotel in managing returning customers. 
[bookmark: _Toc45938405]Major Issues of Marriott Hotels
The competitiveness of the hotel depends on the whole complex factors that it is advisable to classify as follows: external factors of the hotel; factors of the industry environment; factors the internal environment of the hotel. The hotel cannot affect macro level factors. It can only adjust the activities to the influence of these factors, therefore the reserves for the growth of competitiveness hotels must be looked for in internal factors. It is possible to create a customer-oriented business only through improving the process of interaction with the client in detail. Sometimes it’s completely small details that seem insignificant, but it is they, as many bricks are building a quality service building. An important problem of the hotels is the fulfillment of the domestic market requirement for accommodation facilities at the present stage due to inconsistency of the existing hotel product with world quality standards. However, a gradual process of increasing of hotel room stock, adaptation of local cultural aspects, the active implementation of new technologies and methods of guest services in the hotel market gradually allows Marriott Hotel means of accommodation to form a competitive, profitable sector of service and economy.
[bookmark: _Toc45938406]Customer Retention and Management Issues
	Marriott fulfill the international standards of hotel industry and is focused on the quality of its services. However, a major issue that should be addressed at present attention to hotel managers is the lack of customer-oriented service in the hotel catering service. Relevance of the issue of organizing the activities of the catering service is that currently, with a competent approach to service in the hotel complex can achieve better service nutrition and improve the efficiency and competitiveness of the sector on the market (Kim, Cho & Han, 2014). 
In business, setting a task and allocating resources for its implementation is far from everything. It is necessary to constantly monitor the correctness and effectiveness of its solution (i.e. with the right resources and at a certain time). Control can be internal and external. So, in the hotel, the administrator controls the well-coordinated work of the Back-office, if you go down one step, then the head of each department (for example, the head of the housekeeping service controls the work of the maids). Currently, the form and types of services provided by the catering service, can be provided not only in the restaurants and bars of the hotel, but also directly in the guest room or even outside the hotel enterprises (Sim, Mak & Jones, 2006). The object of the study is the organization of food service in hotel company. The subject of the research is the activities of the food service in the hotel "Marriott”. The aim of this work is to analyse the activities of the services in Marriott and provided facilities and benefits to its customers. 
	The functions of the reception and accommodation service include the distribution of numbers between guests, booking, registration, control of check-in processes and check-out of the guest, informing guests, collecting payment for accommodation and additional services, maintaining the necessary documentation, filling reporting, work with the migration service. The responsibilities of this service also include maintaining, updating and tracking the status of databases reflecting guest information and the state of the room stock in real time. Service guests during the stay is reduced to an extension of the stay, transferring a guest from one room to another (if necessary), charging living expenses, organization of the provision of additional services customer request. The room fund service is responsible for serving guests in the rooms; monitors cleanliness in rooms and public areas; processes applications guests for the delivery of linen to the dry-cleaner and monitors the timing of the order; cares for flowers; monitors the filling of the minibar (Lee, Jeong & Choi, 2014).
	It is necessary to surprise the customer every time he/she visited a hotel for extraordinary customers’ experience. However, just “perfect service” and “high-class service” is already too boring, and therefore, probably the most inventive, creative, patient and stress-resistant employees - concierges and butlers - are taken up. Often, they are together in the guest service department, some hotels have concierge service but no butler. Their task is to provide a personal service for the guest, in other words, to fulfil all his quirks and whims (within reason).
The main difference between a concierge and a butler is that the former is oriented, relatively speaking, to VIP service of a guest outside the hotel (get a ticket to the Bolshoi Theatre on the day of the premiere, organize an unusual excursion etc.), and the second - for VIP-service in the hotel (Sirkiä, 2013). By the way, the butler service is included in the room price and does not require additional payment (of course, the guest can leave a tip to the butler).  For the first time a butler service was conducted at the Marriott Royal Aurora Hotel. The idea of "bringing in" butlers from abroad (in the absence of their own personnel) came to the head of the hotel's general manager, Jeron Heresy, and the director of guest services, Heather Toda-Heiser. The choice fell on the London hotel, The Landsborough, which is famous throughout the world for its butler service. As practice has shown, the idea turned out to be successful, and the service was in demand. Therefore, such initiatives can help Marriott to keep its high market demand.
[bookmark: _Toc45938407]Loyalty Program
Loyalty programs are introduced by number of companies by providing rewards and bonuses to the returning customers. Similarly, Marriott has also introduced the loyalty program with coordination of Starwood to attract returning customers through membership and reward and it helped Marriott to maintain a large number of customers. Pioneers in the development of loyalty programs can be considered retailers who provided regular customers discounts or certain rewards based on the size of their annual purchases (Magatef & Tomalieh, 2015).
Marriott Hotels have adopted a loyalty program for the customers retention. It was designed as a joined program with Starwood. However, the program has faced number of issues, that are highlighted in the form of customers’ complaints. The data management is one of the major issues in the provided rewards and facilities to the members of Marriott Hotels. The complaint of the missing data about the specific customer or about the particular rewards for the members are on the top of the list. Furthermore, the privacy of the customer’s data is also questionable. Starwood system is maintaining is the customers’ data that is found to breached effected about 500 million customers of Marriott Hotels. The hotel industry is adopting the latest technology for record keeping and data management, but it also requires security and continuous upgradation. 
[bookmark: _Toc45938408]Discussion and Recommendation
	To monitor the customers’ services and management of the hotel sector, Marriott can adopt a secret guest strategy. A good way to control "from the outside" is a secret guest. "Secret guest": a group of trained experts assesses the quality of service in a hotel on a variety of indicators. (condition of number of rooms, breakfast, room cleaning, cleanliness of public areas, additional services, etc.). Sometimes the task of the "secret guest" is to simulate a situation (lose the keys to the room, publicly show dissatisfaction with the service, etc.). The goal is to test the flexibility of the staff in dealing with various issues. By the way, for hotel staff who are aware of the possibility of conducting checks, this is a good reason to always be on top. Validation results are usually scored with varying levels of detail for different departments.
	If the client is satisfied with the service, then it is likely that he will return to the hotel again or recommend it to friends (the role of photos and videos in social networks as free advertising should also be remembered). However, if the guest does not like the service, he can also inform the whole circle of friends and acquaintances about it. So, a good reputation is potential income, a bad one is their absence. However, Marriot also have to analyze the provided services, as quality is not only the parameter that will attract a customer after he/she have used a specific hotel services for about 4-7 times.  Mathematically speaking, attracting a new customer costs on average 5-7 times more than retaining an existing one (Pfeifer, 2005). For example, advertising costs more than sending messages to an existing customer base and providing them with various discounts and bonuses. Therefore, for customer retention, it is necessary for Marriott to maintain highly secured database for record keeping of loyalty program. To promote the loyalty program, it is necessary to fulfill all of the set rewards and bonuses (Maier & Prusty, 2016). The study has highlighted the flaws in the loyalty program that is initiated by the problems in the poor data management. 
[bookmark: _Toc45938409]Conclusion
The study has analyzed the dynamics of hotel industry and issues faced by the Marriot Hotels in management and retaining customers. It is easier to retaining the older customer than to attract the new ones. Therefore, Marriott have introduced number of services and also the loyalty program. The membership of the loyalty program is a way of customers’ retention, however, it damaged the reputation of Marriott because of data loss and problems in data management. the customers’ complaints about the non-fulfillment of the set rewards. Marriott needs to revisit its policies for customers’ management and loyalty programs.
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