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[bookmark: _Toc24972681]Introduction 
Trends in technology, levels of education, and the purposes of checking into a hotel have led to many changes in the hotel industry. The need to remain relevant in the industry, keep up with the advancing competition and retain their customer base has prompted the hotel to come up with innovative ways of adapting to the ever-changing consumer preferences. In this report, the continuous trends in consumer preferences are analyzed alongside the specific ways in which The Marylebone Hotel is adapting to these changes.

[bookmark: _Toc24972682]Definition of terms 
Consumer preferences are defined as a specific model in which consumers behave based on the foundation of demand. The consumer has various preferences that cannot be explained within the scope of economics. They depend upon individual tastes, culture, education, and many other factors. 
Guests services in the hotel industry comprise the services, amenities, assistance, and products offered by the hotel to its customers. They comprise of both tangible and intangible components. 

[bookmark: _Toc24972683]Service Provision and Quality Management
Expertise: The Marylebone Hotel deploys an advanced recruitment mechanism to ensure that it hires the best personnel to its workforce. The employees have vast experience and are trained to operate at optimum efficiency. 

Teamwork: The Marylebone Hotel has invested maximally in cultivating and promoting the spirit of teamwork among its employees and guests. The staff exudes high levels of interpersonal skills as they go around their daily duties, whether interacting with coworkers or with the guests.

Human Resource Management: The Marylebone Hotel deploys highly efficient Human Resource management to ensure that only competent and qualified staff are recruited. The hotel also evaluates the employees' performance regularly to ensure that the services provided are in line with its mission and mandate. 

[bookmark: _Toc24972684]Critical Analysis
[bookmark: _Toc24972685]Adaptations to the changing consumer preferences
Over the years, many aspects of the hotel industry have changed to adapt to the unending changes in technology and ever-changing consumer preferences, and this has adversely transformed the way of conducting business (Hoisington, 2017). The Marylebone Hotel is of special concern as there are multiple changes that have enabled it to improve its service delivery and products, thus attracting more guests and creating more avenues for expansion. The advent of internet marketing has escalated the level of competition and increased pressure on rates per room. The resultant increase in operating costs has led to a drastic decrease in the profit margins (Hoisington, 2017). 

The present-day consumers are more educated and sophisticated than in the previous years because of the advancements in technology and the increase in the number of online travel agencies. For instance, consumers are now able to distinguish between individual brands. This was not the scenario several years ago. The availability of numerous online hotel rating programs and reviewing systems imply the consumer can conduct thorough research and make informed choices about the available options (Hoisington, 2017). The online transport agencies have larger marketing budgets, which enable them to buy higher ranking keywords that hoteliers. This increases the probability that a consumer will book a hotel from a third party than the hotel's repository. The resultant effect has affected consumer preferences in the sense that most of the may consider visiting several websites before settling on the final decision. The Marylebone Hotel has invested in the continuous reinvention of its services and revising the marketing strategies and this has enabled it to remain relevant in the industry and retain its customer base.
The increased consumer awareness has also led to the development of niches within the hotel industry. This has improved the focus on the distinct types of guests and also led to the emergence of new and advanced amenities (Hoisington, 2017). The increase in consumer awareness has also prompted consumers to develop a habit of expecting more services at slightly lower costs. The Marylebone Hotel has adapted to these trends in consumer preferences by providing services such as complimentary breakfast, high-speed Wi-Fi connectivity, expansions in-room technology, provision of fitness centers, and other entertainment options. 

The need to adapt to the ever-changing consumer preferences has compelled the hoteliers to device alternative service models, for instance, the select-service model. These kinds of hotels make it easier to adapt to consumer preferences than the larger hotels providing full services. This can be attributed to the lower cost of development and the renovation of select service hotel property (Hoisington, 2017). The older hotel models are experiencing difficulties in keeping up with the trends since the select-service hotels have up scaled their services and can provide specific services according to the consumers' demand. Fast food joints have continuously infiltrated the market and dethroned the hotels as the only place the consumers can eat. Other restaurant options have also developed in recent years, and consumers no longer rely on hotels for food.  This has increased the demand for select-service hotels as a preferential industry model due to its optimum profitability and the resultant higher returns on investment (Hoisington, 2017). The power of the select-service hotels Is complemented by the trend of providing on-demand services in order to enhance the expectations around travel. To sustain these services efficiency, The Marylebone Hotel has also invested in the development of co-working environments. These enable the employers to work remotely thus saving on the operational costs and improving efficiency (Pelant, 2015, 2019).

The intricacies involved in the management of hotel properties has led to the evolution of third party management companies. Since the internet has been extensively embraced by society, third party operators and franchises have been adopted to improve efficiency in hotel management. It is, therefore, simpler to permit third party managers to rum properties and take a lower return on their investments (Hoisington, 2017). 

Technological advancement has greatly changed the environment and consumer preferences. This has increased the need for personalized services as they simplify life. These rapid changes have compelled The Marylebone Hotel to strive to maintain its relevance through efficient service delivery since the personalized services can be offered in multiple channels (Pelant, 2015).   The increased access to information implies that most travelers will need to know as much information about the hotel as they need. This will help them in making informed decisions before booking a hotel because they want all their needs to be taken care of (Pelant, 2015). The growth of social media platforms and other customer review avenues enable the consumers to rate the hotels and therefore be able to select the most suitable hotel (Pelant, 2015). This has compelled The Marylebone Hotel to invest maximally in improving its service delivery and customer support so that it avoids the loses that may result from a negative review. 

The constant changes in the hotel industry have put the hoteliers on higher pressure to impress their guests and keep up with the competition. The Marylebone Hotel has prioritized improving the customer experience as the only way of maintaining a large pool of returning customers (Schaap, 2017).  The specific ways in which the hotel responds to its consumer expectations have a proportional impact on their profitability. Most of the consumers are interested in lower prices and building meaningful interactions. Another method to curb competition involves product differentiation among hotels. For The Marylebone Hotel to remain relevant amid the ever-growing competition, it has had to package its offers in such a way that differentiates and gives it an edge over the competitors (Victorino, Verma, Plaschka, & Dev, 2005). The consumers also have power over the business as they can use it in terms of social media and online reviews. The Marylebone Hotel has adapted to this by improving service delivery, provision of personalized services and building long term relationships with its customers. Since the hotel receives different types of guests ranging from business travelers to millennials on vacations, it has had to refocus its products in order to meet the individual needs of each consumer (Schaap, 2017).  This is because the varied nature of customers cannot allow the hotel to develop single products that fit all customers. The hotel has invested in collecting enough data about its consumer expectations. This enables it to customize the services in order to meet their consumers' needs. In order to provide excellent hotel experience, some of the hotels have devised special services such as the provision of self-service check-in systems and enhancing the privacy of the guest by minimizing interaction with the staff (Schaap, 2017). 



[bookmark: _Toc24972686]The impact of the changes in consumer preferences on the on guest service management
Technology has taken up its place in shaping the guest’s journey, and this has greatly impacted the resultant consumer preferences. The resultant changes have compelled The Marylebone Hotel to adopt cloud-based property management systems due to their reliability ease of use (Schaap, 2017). The hotel has deployed technology to improve customer experience and efficiency (Schaap, 2017). 

The Marylebone Hotel is constantly reinventing itself thanks to the ever-changing consumer preferences. This has led to the prioritization of digital transformation as the only way to generate highly personalized and targeted offers. There is a myriad of opportunities that have arisen from these changes, among them the emergence of virtual companions, magic point of sale interfaces, and transformation of the workforce (Pelant, 2015, 2019). The provision of magic point of sale interfaces enables the consumers to have personal engagements with the hotel premises, browse the wide range of available products, and test them before purchasing. The hotel is utilizing the capabilities of technology to obtain rich data concerning the individual preferences of their consumers and habits. Comprehension of the consumer preferences enables the hotel management to prioritize the services with respect to that particular guest as a form of value addition to the hotel’s offering (Victorino, Verma, Plaschka, & Dev, 2005). The use of virtual reality (VR) and Augmented Reality has also been massively deployed in The Marylebone Hotel to improve the interaction with the guests (Pelant, 2015, 2019). 

The changes in consumer preferences have compelled The Marylebone Hotel to introduce alternative accommodation, AI-powered hotel room booking, and innovations in the traditional models of hotel consumptions (Heggie, 2017). Evolution in web usage and availability of advanced technologies such as geolocation have been continuously used by artificial intelligence agents to customize the consumer experience. This enables the hotel to provide services that meet the consumers' taste as well as suggesting a location relative to the consumers' geographical location. Hotel booking is therefore enhanced since the guests receive recommendations that are relevant to their preferences. Instead of the traditional search results from which the user is expected to make a choice (Heggie, 2017).

[bookmark: _Toc24972687]Conclusion 
From the evaluation, indeed, changing consumer preferences and technology have greatly impacted the hotel industry. Some of these trends include the increase in the amount of data available to a consumer thanks to technology. Another trend manifests in the aspect of having varying types of consumers who prefer distinct types of packages to suit their individual needs. This has prompted The Marylebone Hotel to evolve continuously to maintain its relevance in the industry as well as curb the ever-growing competition. The trends in the hotel industry include the use of artificial intelligence, the emergence of new models of hotels, the provision of on-demand services, and enhancing the customer experience. 
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