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Introduction

It is the intent of this report to describe and analyze the service provided and quality management system of the Marriott Hotel. The point of this report is not only understanding of the market environment, but more than that, highlighting the validity of knowledge of the market environment especially with awareness of changing guests preferences and their influence upon successful customer’s service management. This reflective report aims to provide insight of the principals, techniques and procedures for critically interpreting of their methods and findings through thorough use of analytical tools such as SWOT analysis framework as well as PESTEL analysis of its macro environment. In addition, this report gains insight from variety of sources such as books, articles that reflect the diversified programs, models and strategies that may assist in this audit process. This report uses some methods of investigations such as: analytical thinking, evaluation and synthesis.
The assignment presents the completed hotel’s SWOT analysis, which identifies its top strengths, weaknesses, as well as the opportunities and potential threats into an organized framework list (Pasteur, 2019). The main purpose of this work is:
· to identify the hotel’s strong and weak points, advantages and disadvantages, analyze them, find opportunities to turn weaknesses into strengths; 
· to investigate whether or not a knowledge of changing guest’s preferences saves successful customer’s service management;  
· to highlight how knowledge of micro and macro environment helps the Marriott hotel preserve quality management and hold the high position within the Hospitality and Tourism Industry.


Services provided by Marriott International Hotel  

Managers from Hospitality Industry should know that consumers, purchasing the product, pay for experiences and memories but not for service quality (Campbell-Smith, 1967). It because the guest service is intangible product, that cannot physically be felt or seen, until it is delivered. The success in this area could be obtained only by adaptation of customer service strategies, which imply knowledge about the selling product, the guest and the potential of the marketing delivery. The level of service quality determines by the gap or the lack of gap between customer’s expectation of the service and perceptions of the performance (Mok,1998). Thus, by comparing customers’ expected service with the delivered service could be determined if the service standard is appropriate to the brand of the hotel (Booms, 1982). More than that, the effectiveness of the guest service delivery is vital in the hospitality and tourism industry. Quality service is the exceeding of customer’s expectations by paying attention to details was the magic visiting card of the World Disney Company.
The services provided by Marriott hotel are the following: 
· Activity arrangements for guests
· Automobile rental reservations
· Car or Limousine Service Reservations
· Spa and salon reservations
· Business Centre
·  Delivery Services
· Doorman Services
· Floral arrangement
· Housekeeping
· Wake up calls
· Newspaper and package delivery




Gestology and Success in the customer service

Guestology is the term invented by Bruce Laval - the outstanding American businessman of the Famous Disney Company and means that all staff of the hospitality organization should treat their customers like guests and conduct all strategies directed for hosting and satisfying their wishes. Exceeding customers’ expectations is the service strategy of the Disney’s and attention to details is the tactic of them. To produce the Disney brand of magic try some customers oriented organizations (Kotler, 2003).
So the most powerful portfolio in the Hospitality Industry belongs to Marriott International Hotel has become one of the leading companies of hospitality marketing, setting high class standard of service. Excellent Service quality is always one of the main strength of the company starting from 1927. 






SWOT and PESTEL analysis

The report presents SWOT analysis as the assessment of advantages, disadvantages, opportunities and difficulties of the marketing organization.
The internal analysis presents the following weaknesses of the Marriot Hotel as 
·    Accessed in a busy area
·    Small parking zone
·    technological development demands the continuous investments
        Strength are the following:
· Close to the public links location
· Elegant accommodation
· Rooms appointed with essential amenities
· Perfect hotel’s amenities: on-site restaurant, a lounge room, an indoor pool, a Jim, a jacuzzi, a sauna
· Professional staff
· A business centre, a banquet room, 3 meeting rooms
· High-speed Wi-Fi
· Good invest in the catering side
· Healthy options in the restaurant
    The external analyses looks at threats:
· Intense competition from new entrants
· Getting loyalty right
· Currency fluctuation
· Coming Brexit
     Opportunities of the hotel:
· Use new partnership to help expand in market and brand
· To drive future rooms grows
· Staying  proactive and innovating in technological development
· Trying to find new ways to increase customer experience in the sector.

The results of the SWOT analyses appeared to show that the Marriott Hotel is appreciated by customers for very many positive features, that are very important to them to make the right chose of the excellent service and corresponding to the Marriott’ brand facilities as well as through observation and communication (Merchant, 2011).

The report has performed PESTEL analyses to evaluate the influence of the macro environment on the hotel. Political philosophy of government in rare cases stimulates its activity. This activity of the Marriott Hotel is changeable as well in variety directions. For example for Europeans this environment influences the European Union at the same time. Analyzing the legal forces the report concluded that it is one of the strongest features, because of the fact that we don’t take the risk to do things without following the rules and the law, such as trade fiscal, taxation policies, consumer law, employment legislation, health and safety, international as well as trade regulation and restrictions. The report covers Economical factors of the hotel where it plays the important and useful role, taking into consideration the prices for the brand service. A person’s economic situation completely influencing product choice. Marriott takes part in projects connected with global social issues, such as workforce and global diversity, poverty and environment.
Social factors can strongly affect consumer responses and they should be taken into consideration when the company creates strategies of the service. According to Social factors the hotel targeting customers belonging to ‘generation X’, ‘baby boomers’ who don’t consider themselves old at all. Customers from the first age structure individualistic, freedom minded who more value conscious is. The features of baby boomers who are more educated, wealthy segments. They are reaching their peak earnings and spending years (Richard, 1992). According to technological factors, the company creates new guest experience according to constant innovations in the industry. The last factors are the environmental relate to the influence of the surrounding environment and the impact of the ecological aspect. With the rise in importance of Corporate Sustainability this sector marked as the most important because it includes such procedures as climate-recycling procedures, waste disposal and carbon footprint.  


Marketing Communication Mix

The report covers Marketing Communication Mix that consists of 5 elements. There are: advertising, public relations, sales promotions, personal selling and direct marketing. The first one is advertising. It is the most important for the hotel, because of the developing technology people can watch it in any mass media websites. It helps attract more people by showing online our product, what we expect from our guests, especially when it comes to behavior and the rules we have. By personal selling the organization can develop the advantages of its product that brings the feedback about the quality of delivered services that helps to develop the brand and the strategies in achieving of them. International Marketing has a huge impact that increases the competitors’ organizations, where each fights for customer attention and introduces its product using Internet facilities for reputation, attention and priority. Packaging is very important as well, because it express the organization attitude toward its customers.


Quality management system
There are several operational problems in the hotel setting. Usually management  should improve the delivery of its service. In any hotel industry service operations should be focused on:
· Efficiency of the product
· Effectiveness 
· Quality
· Cost
As anyone could imagine quality is possible to achieve by training, lack of error and endless improvement. Cost is about: property management, barter and purchasing/ Effectiveness is composed from: product access, right advice and right prescription. And efficiency of the product means: quantity of products, use of materials. 
The management of product operation provides for: Front office and Back office, New product development, managing product experiences, analyzing of the series of actions, the quality of the product, Case Studies, waiting time management.


Changing consumer preferences

Preferences of consumers are changeable that makes marketers of hospitality and tourism industry look for improvement of their product for to predict the customers’ needs and wishes. Preferences of the hospitality guests are changeable, because of technological advancement, changes in macro environment of the hotel (Metters, 2006). Also, with years people prefer to change the way they eat, travel or choose an accommodation. Most of the times, with years customers begin to understand the importance of the environmental protection and they start to look for hotels who respond for sustainability of their product. 
With so much appreciation of the habit of Marriott’s guests in high quality product, managers try to preserve the customer service level and employer engagement. The first action of the Marriott hotel in the technical integration was the deployment of the guest system in the Facebook. The purpose of it is to bring the voice of the customer to the staff of the organization and to cover all the hotel services and discuss them in the system that calls Guest Voice. With the help of this implementation the hotel staff receives immediate feedback about their product and the expectations that the customers wish to be realized. In order to respond to changes of guests’ preferences, hotels will have to implement long term resource strategies for recruitment, training and developing of new qualified employees in accordance to the new demands of consumers. The report considers that the emergence of new factors could arise whenever. It could be in décor attractions or decorations, in food service, in the skills of staff, or their outlook or even in the hotel surroundings. In the light of these findings, managers should aim to reach the highest level of quality for the non-core aspects and focus their attention and money on the areas that have the highest importance for the quality of the serves and the guests’ satisfaction.



Conclusion


[bookmark: _GoBack]After examination of the results the report concludes that the product factors were related to customer satisfaction. Focusing on the customer, business company should pay attention to high-touch alternative to just high-tech and give support to changes, as well as new innovations (Walker, 2010). Knowledge in combination with insight is the key of control. Understanding the guests, place first the goals of customers and developing last long relationship is the key to success.
The project has determined on the base of the learning material that the Marriott Hotel perfectly responds to demands of its customers, because of the quality management system, outstanding staff training and the high quality of its product.
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