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This study analyses the service provision and quality improvements of the Hotel Marriott International London. This study also critically analyses the changing consumer preferences which impact the guest service management on behalf of the Hotel Marriott International London.
[bookmark: _Toc25103351]A brief overview of Marriott Hotel International London
The five-star luxury Hotel Marriott International London is situated at South Bank of London near the County Hall. This hotel has a beautiful scenic beauty of its place. In one side there is beautiful view of Big Ben and on the other hand, there is the Thames River. This hotel provides top-class services and that is begrudging for most of elite class hotels in the city of London. Earlier it has been used as the seat of the London Government and at present the hotel Marriott is restored (Marriott International, 2018). The beautiful architecture and its top-class elegance glorify this Hotel. The eminent bronze doors provide the unique looks of the hotel. There are air-conditioned guest rooms and those are equipped with dedicated work areas, luxury bedding with free internet access and in most hotel rooms pursue the river views. There are indoor swimming pools which complete the characteristics of all the requirements in five-star hotels(Marriott International, Inc., 2019).
The objective of Marriott Hotel International is associated with the growth of the company. The financial strategy includes four main components on behalf of Marriott hotel. Those are to manage the hotel properties, to increase the shareholder value by investing in profitable business. It also refers to take the benefits of debt against the firm’s capital and it is required to repurchase the undercapitalised shares( Marriott International, Inc., 2019).
In respect to customer preference and quality service, Marriott Hotel International is considered as one of the top Hotels in the United Kingdom. They maintain their franchiser portfolio in all over the world and this is related to lodge the facilities in all the hotels. 
The vision of this hotel is to become the top provider and facilitator of luxury, leisure and complete business experience in all over the world(Marriott International, Inc., 2018).
The mission of Hotel Marriott International is to create the environment conducive and helpful for their employees as well as customers. Thus, the company encourage their employees for working with their maximum capacity and services for the customers as they would provide Good Food and Good Service at the Fair Price( Marriott International, Inc., 2019).
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The quality standard of Hotel Marriott is stronger than lenient. This elite class hotel has something in its quality for which it becomes proud in itself. The brand of Marriott is considered as the most respected one and they have come across more than 80 years of journey in this hospitality business. This hotel represents the principal leader in this hospitality business(Kandampully, et al., 2018). The brands like Ritz-Carlton, Bulgari etc which are operated by Marriott are only catering for the mitigating the luxury needs of the customers. Again, on the other hands, its moderately priced Springhill Suites and the Courtyard would carry on the amenities and complete services. This focusses on the total quality management on behalf of the hotel. This high standard quality brand has been maintained through the strict franchise agreements(Wei, 2018). It mainly offers the managers and owners for following the strict regulations for the brand. The company always refines the business model and takes initiatives to be an innovative brand, especially in the case of implementing the master art in their business for providing a top-class hosting services to their customers(Kandampully, et al., 2018).
[bookmark: _Toc25103354]How Hotel Marriott International adapts to changing consumer preference
Innovation
The first and foremost reason for adapting the consumer preference by the Marriott hotel is the innovation. They maintain a strong focus on the business model consistently for formulating the ways in order to make the operations more efficiently. This company is holding its leading position in the development of innovative ways for improving the customer experience and thereby they process to conduct the hospitality business. They have utilized automated programs like MARSH which provides a valuable level of customer service in the range of practical usage of the technology(Madar, 2017). Also, there is another innovation for Marriott Hotel which has been developed as the price auditing tool for handling the costly renegotiation requests on behalf of the clients. This program is known as the Property Guest Object-Oriented System or PGOOS(Marriott International, Inc., 2019). It is known as the automated process in which is required to monitor the shifting or corporate rates and the auditing process of MARSH. By implementing PGOOS, Marriott Hotel international leads the services in receiving customer’s complaint in lowest rate and that is also available for the business which is coinciding with the present state for the market. Thus the innovation would definitely qualify as the competitive advantage and that is for edging within this company(Lee & How, 2019).
Responsiveness to the consumers:
A customer always wants that the company should constantly identify the requirement and thereby they would cater to the changing needs. The Marriott hotel international has constantly changed the steps for taking the competitive advantages at its excellent. It also takes the advantage for customizations or the consistent delivery for the quality service. In this case, the customer demand for the Marriott hotel would utilize multiple systems, like MARSH which provide incomparable attention to their valuable consumers. This program is based on customer feedback in improving customer satisfaction and loyalty. This is also needed to mention that the company can provide the quality level for keeping the customers for their benefits(Kumar, et al., 2017). It has to be considered that the Marriott brand is notorious and also respected within the hotel industry. It has been found that in the year 2009, according to Fortune Magazine, Marriott hotel was ranked 37 as the most admired company in the world. They have maintained this category again for next ten years and their rank becomes in the leading position in 2019(Marriott International, Inc. , 2019). Thus, this award clearly demonstrates that Hotel Marriott International is a dominant brand and this has a particular brand value. The company thus continues its services for years after years and to millions of their customers(Kumar, et al., 2017).
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The business strategy of Hotel Marriott International is based on the generic business-level strategies which are successfully implemented in all the hotels in worldwide. Marriott has global franchiser and it is an operator for hotels as well as the lodging facilities. It plays the top role within the hotel industry and can continue as the same among all over the world. Their strategy is based on multiple competitive advantages. This includes the uniqueness and cost along with their extent of competitiveness. Marriott Hotel International has pursued multiple levels of business strategies(Marriott International, Inc., 2019). Thus, Marriott Company maintains the vast portfolio of their brand which allows this business to represent a strong presence within the International market. It represents the differentiation strategy.
 Differentiation Strategy:
Marriott International is found to utilize differentiation strategy for developing the product and service which satisfies uniquely requirements of the consumers. It has been provided multiple lodging options moderately priced with the premium-priced. In this connection, Marriott international would earn a reputation for its innovation and quality. This represents the value-added service which has been provided through the uniqueness quality for the company. It allows the charge at the higher premium for their upscaling for the hotels( Marriott International, Inc., 2019).
Franchising strategy
Marriott International adopts the best strategy in the case of taking franchise and manages the hotels instead of becoming the full owner. In the year 2009, there were 46% of hotel rooms within the company’s system. Those were operated for the management agreements which are 52% which are operated within the franchise agreements. The rest 2% which were provided leased or those are owned by this hotel. Under the franchising property, the organization is found to be foregoing with direct controlling over the employees. It helps to strive for building up the maintenance and other internal operations. This strategy helps to minimize financial risk on behalf of the company which allows the same in the case of global growth. It is beneficial even in the tough economic periods( Marriott International, Inc., 2019).
Cost leadership strategy
Marriott International has offered the brands which have an aim for its lower budget. Thus the brands, like the SpringhillSuites, Courtyard etc target to reach the upper-moderate price tier segment. In this scenario, Fairfield Inn targets lower moderate price ties. Thus the organization would excel efficiently the cost production as it can enable for charging the low price as compared to their competitors for making the reasonable profit(Kandampully, et al., 2018). Marriott International is found to strive for keeping the costs at low in order to cater to the broad range on behalf of their consumers.

Besides these strategies, Marriott has served for both the individual and also for the corporate customers. The strategy for attracting consumers is found to differ in both categories. On the other hand, the sales and marketing teams are divided into two aspects which are proactive and another is reactive(Kumar, et al., 2017). 
In order to attract corporate customers, Marriott International has followed the push marketing strategy which depends on the following factors:
i) Corporate account managers: These managers in Marriott deals with the corporate clients in order to provide the dedicated support for making the portfolio of the company. Thus the role is being maintained the business relationships which would be made as to the key buying influencers within the companies(Kandampully, et al., 2018).
ii) Property level services: Marriott International possesses a separate portfolio for the hotels, like Marriott Courtyard and the executive apartments of Marriott in London for the business or the corporate consumers. Therefore, the properties are mostly for pure business purposes where there are no frills. Those are the swimming pools and other amenities. Therefore, the corporate clients require staying within the city for longer time period. In those hotels, it would opt for those executive apartments(Kumar, et al., 2017). Consumers are provided facilities for preparing own food within the separate kitchenette.
iii) Corporate deals: Those corporate account managers are responsible for tailoring all types of deals in the case of corporate customers where they can consider the requirements. This would deal with special negotiated rates and other complementary services, such as lunch or multimedia services(Marriott Hotel International, 2018).
In the case of attracting individual or family or leisure customers, Marriott International follows the pull marketing strategy for its guests. 
i) Property level strategy: In the case of leisure travellers, Marriott International has ‘J W Marriott” and those can provide the luxury hotel which has been equipped with entire amenities, in the case of lower cost, the high-end restaurants and the services, like spa etc. It is the case lower cost, economic brand for Marriott International has been targeted for the customers which need the place for fewer amenities(Wei, 2018).
ii) Promotions through Brandworks: From attracting family or leisure customers, this hotel utilises different consumer channels such as print media, digital media, such as Facebook, Instagram, TV advertisements etc. Thus Marriott International has found to create the automated online portal which refers to “Brandworks”. This makes the quick and easy for their users in the case of different properties for creating the customised marketing content(Nikolskaya, et al., 2018).
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Hence, this discussion has established Marriott International is a world best hotel as it has the servicing hotels in almost every big city in this world. Hotel Marriottbelieves in their franchising strategy which helps them to develop new business in this case. Hotel Marriott International has implemented the “push and pull” strategy to attract corporate level or family or leisure consumers who can book rooms in this hotel.  
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