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Introduction
In a learning log, based on my experience at the Cardiff Marriott. This report will outline some issues and will provide solutions to those in the form of actions. Firstly, there will be description of my experience, which would be followed by my feelings regarding this experience. After that, I will evaluate and analyse the situation and provide concrete plans for the possible solution on training staff to upselling. 
Description
During my practice I noticed that training front desk employees on the advantages of Marriott membership and room upgrades is a part that could be improved. The name of the membership is Marriott Bonvoy and there are different stages, presented gradually from the lowest to highest as such: from Silver, Gold, Platinum Titanium, and last Ambassador benefits such as: room discounts, early check-ins and late checkouts, free stays, annual bonuses, access to executive lounges, point used to travel etc. (Marriot Bonvoy 2023).  I observed that the previous strategies were impersonal and frequently felt general rather than tailored to the specific requirements and preferences of the visitors. This requires skills such great communicator and employee’s knowledge of Marriott benefits alongside with developing some high-quality upselling techniques.
Upselling is a skill that involves finding the right balance between generating income and satisfying guests. I could not help but believe that a more tailored, customer-centric strategy was required (Ardiana et al., 2020; Carlo, 2009; Johnsrud, 2015; Kamakura, 2008; Schiffman, 2005). It's important for sellers to use persuasive and customer-focused communication to highlight the value and benefits of the upsell, making it a win-win situation for both the customer and the business (Ardiana et al., 2020; Carlo, 2009; Johnsrud, 2015; Kamakura, 2008; Schiffman, 2005).
Feelings
I feel that at Marriott my learning horizon has widen so much, and I understood that product knowledge, informed employees and confidence, plus easy access to information is the key to have a good chance of upselling. A good idea to teach the staff on the benefits of Marriott Bonvoy by starting with room upgrades, and each week by rotation staff would learn in groups about different benefits as listed above. 
 I think that some IT skills necessary for this stage and the ability to create easy to read PowerPoint slides and send them by email to Front Desk staff. One of the key learning also is communication, and how to give the right information and ask the right questions to find their needs adding human element and personalise their stay.  
Evaluation
Upon contemplation of my Front Desk experience at Marriott, I've analysed the strategies in place, revealing notable issues upon closer inspection of the system. It became apparent that there were gaps in the approach to upselling, and I am convinced that there are valuable lessons to be gleaned and improvements to be implemented (QAA,2018)
In this situation, I obtained a crucial understanding, emphasizing the significance of providing training and education to front desk employees. This training should focus on the advantages of Marriott membership and the potential for growth through promoting room upgrades.
Additionally, the conference and Christmas party venues, family stays, game nights, or dinners are not individually promoted by the C&B teams; however, these offerings could be effectively showcased on their website. (Belias et al., 2019). Thirdly, room improvements should be made immediately. Fourth, the C&B teams can offer different packages that suit their needs. They can directly offer premium membership to amenities such as gym, spa, and swimming pool.
This evaluation leads me to deduce that the upselling methods need a significant overhaul to align with the diverse needs and preferences of our clients in terms of appeal. In terms of timing, the introduction of upselling offers did not match the ideal balance I envisioned (Johnston et al., 2012). Upselling requires a nuanced approach, carefully balancing the enhancement of the guest experience with the generation of revenue. This evaluation suggests a need for a customised approach.
Analysis
My experience at Marriott provided a great opportunity to observe how important is to represent the brand itself and have the confidence that the guest will get answers to any questions they may have. The strategies in place for training and educating front desk employees about Marriott membership and room upgrades were intentional (Raghubalan, 2009). However, the flawed execution highlighted the need for more individualised and guest focused approaches. Currently, the staffs at Marriott do not focus on a personalised level (ASET, 2017). Therefore, they fail to provide proper accommodation by allowing them to have comfort. Instead, Marriott can better resonate with guests, making them more likely to come back and take a stay.
It was evident that upselling requires certain finesse in determining when to introduce offers in the form of timing (Tewan, 2009). My key learning was that the arbitrary timing of these offers was a missed opportunity, often failing to capture the genuine interest of guests. An example would be providing guest’s game night activity if they were a family (Cheng, 2021). Marriott can then use pre-emptive service measures to approach them and offer. This can include showing them conference rooms, game centres, or offering them a specific hall for their celebration before they suggest anything. This experience will help me to incorporate and execute consumer-oriented upselling techniques in my future workplace, where it will help me to enhance their marketing lead generation and conversion for add-on services.
I observed a deficiency in my verbal communication skills when interacting with guest of the hotel, due to lack of confidence so as a solution I will as to have few more extra shifts to increase my confidence. I think that a customer relationship management online course would help improve my verbal communication skill within as well as practicing mock official conversations with my peers, considering their feedback for improvements. Furthermore, I will develop my time management skills by studying and practicing advanced techniques for it from books and online tutorials.
Plan of Action
	Action
	How to do it
	Outcome
	Resources
	Individual responsible
	Timeline

	Proactively provide the guest service to all the clients
	Seek out different issues or needs they are having and check for any type of events they may need (Hagg, 2013).
	By providing proactive services, they can enhance the experience of the clients and make them like their brand.
	Customer Relationship Management tools, communication tools, feedback systems
	Front Desk Manager
	3 months

	Train the front desk staffs the service they should be providing
	Training should be provided by the professionals in this sector to the staffs so that they can up sell in a much more effective manner (Bardi, 2010).
	Training will allow the staffs at the front desk to provide great service to the clients, which would improve the overall experience of their stay.
	Online training platform, trainers, training course
	Training coordinator
	6 months

	Upsell services on the website of Marriott by using customer profile
	The upselling objective can be thoroughly maintained if they provide necessary information while the booking is being done in their website based on customer profile (Casado, 2012).
	Upselling in their website would change the booking strategy and would yield better results for the client side of Marriott.
	Website, software tools, Customer Relationship Management tools 
	Sales department
	3months


Table 1: Plan of Action

Conclusion
It was found that proactive approach towards solving the customer’s needs is the best way for the front desk to handle for the Marriott Hotel. It was evident that the department is severely lacking in personalised approach. It was seen that they only provide the accommodation as per the requirement, which is not enough for Marriott.
In this reflective report, it was found that Marriott needs a drastic overhaul in terms of upselling that they can provide to the customers through their front desk services. It was found that by providing a solid service strategy through their website and having a proactive approach towards their customers, Marriott can alter the current engagement rate and improve their client base. It was noted that staff training and providing more info to the client would greatly suite their needs for the most part. It was observed that upselling to their websites would be a key strategy in this scenario.
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