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INTRODUCTION
This report will focus on the experience I got while working at Marriott hotel Grosvenor square for three years as a supervisor in the banqueting department. The report will highlights all the factors that affected the organisation from maximising customer’s values and will also evaluate the quality of services given to the customers while staying in the hotel during functions and will look at the benefits the organisation get from developing and maintaining good customers relationship while also examining the challenges that might likely prompt up in the process making changes in the organisation. 
Marriott hotel international is a five star hospitality organisation that happens to the biggest chain with its recent acquisition of Starwood to join the organisation. Their service ranges from hotel, holiday resort, tourism package and other services like royalty cards for their numerous customers (www.mariott.com).   The organisation is a multinational hospitality organisation that has its headquarters in the United State with branches all over the world both as franchised or direct ownership. 
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2.0 CRITICALLY ANALYSING FACTORS THAT INFLUENCE MARRIOTT HOTEL 
(A) Value driven Upselling: According to Kesper (2010) the ability to convinced a customer to buy  a higher version of the services provided at the moment like taking a bigger room with additional incentives could be describe as Upselling skill. Marriott hotel employees are adequately trained on the skill of upselling opportunities and privileges to customers while they are staying or using the hotel facilities and this has been one of the major factors to maximise their customer’s values. According to Bolagun (2010), any organisation that is driven by value upselling skills will boost their turnover and maximise their customer values because new products and services will be advertise to the customers. Marriott has seven steps approach to activate the desires of customers to buy a particular product and these steps are: 
1. Prospecting and qualifying: Before planning a sale, a salesperson conducts research to identify the people or companies that might be interested in their product, this step is called prospecting, and it’s the foundational step for the rest of the sales process. A lead is a potential buyer. A prospect is a lead that is qualified or determined to be ready, willing, and able to buy. The prospecting and qualifying step relates to the needs awareness step in the buying process described. In other words, in a perfect world, Marriott will identify customers who are in the process of or have already identified a need with products which ranges from hotel accommodation up till resort and tourism facilities (Johnson, 2012).
2. The Pre-approach: The pre-approach is the “doing your homework” part of the process. A good salesperson researches his prospect, familiarizing himself with the customer’s needs and learning all the relevant background info he can about the individual or business. Although it is essential that the salesperson knew important information about Marriott product s such as restaurant, resort and tourism beforehand. The salesperson will come prepared with a specific idea as to how her service could help the prospect and gave a tailored presentation (Hassan, 2012).
3. The Approach: In every business the first impression given to the customer is very important, therefore as a professional salesperson, Marriott  would have trained the individual to almost never make a pitch right away; instead, but rather work to establish a rapport with the customer first. This usually involves introductions, making some small talk, asking a few warm-up questions, and generally explaining who they are and whom they represent, highlighting the benefits of products as it is tailored to meet his/her request (Johnson, 2013)
4. The Presentation: There’s a good deal of preparation involved before a salesperson ever makes her pitch or presentation within the Marriott hotel organisation, but the presentation is where the research pays off and their idea for the prospect comes alive. By the time they present their product, they will have an understanding of their customer’s needs well enough to be sure they offering a solution the customer could use. The presentation will be tailored to the customer, explaining how the product meets that person or company’s needs. It might involve a tour, a product demonstration, videos, PowerPoint presentations, or letting the customer actually look at or interact with the product. At this point, the customer is using the information that is being shared as part of his evaluation of possible solutions (Bolagun, 2010). 
5. [bookmark: _GoBack]Handling objectives: After the salesperson made their sales presentation, it’s natural for the customer to have some hesitations or concerns called objections. Therefore as a well-trained salespeople look at objections as opportunities to further understand and respond to customers’ needs (Goff, 2010). Although sometimes this may not ne the routine as different customers will require different approach and objective handling.  
6. Closing the sales: Eventually, if the customer is convinced that the product will meet their needs, the salesperson could close by agreeing on the terms of the sale and finishing up the transaction, Sometimes a salesperson has to make several trial closes during a sales call, addressing further objections before the customer is ready to buy. Although sometimes it may turn out, even at this stage in the process, that the product doesn’t actually meet the customer’s needs. The important—and sometimes challenging—part of closing is that the seller has to actually ask if the potential customer is willing to make the purchase (William, 2010). 
7. Follow up:  Having completed a landscaping job for the customer or sold him/ her products that meet their needs. While it might seem like the organisation accomplished their goal, the customer relationship has only begun. The follow-up is an important part of assuring customer satisfaction, retaining customers, and prospecting for new customers. This might mean sending a thank-you note, calling the customer to make sure a product was received in satisfactory condition, or checking in to make sure a service is meeting the customer’s expectations (Armstrong, 2009). The organisation has skilled their employees to adequately follow up their customers with Emails and sometimes discounted vouchers for next visit, although it is attributed that a good  follow up will ensure more sales and customer valuation is maximised (Cole, 2015). 
(B) Value driven Cross-selling: According to Nguyen and Kleiner (2013) the ability of marketing department of an organisation to encourage a customer to buy a complimentary product to the one they are buying. This strategy is very relevant in all organisation, therefore having work at Marriott hotel it is part of the philosophy of the organisation for all employees to have brace knowledge of what is happening in other department in case a customer want to get a first-hand information about a particular product. Marriott hotel have come up with techniques that allow them to maximise their customer value through a valuable crossing-selling skills such as;
1. Applying strategy in their messaging: Marriott hotel are applying this strategy to make sure that all their customer register with details with them in this way they will be able to analyse the customers past metrics, this analysis will help Marriott to send the right messages of upcoming discounted offers, promotional activities and target their area of interest (Ray, 2010). With the help of their marketing expert their massages will be effective information that will bring about AIDA (attention, interest, desire and action). Although sometimes not all the messages sent get the right response as some either give fake numbers or inactive one, sometimes because they are given options to opt out of the messages if they do not want it again. 
2. Create a target list of their previous customers: Once the metric of the customers has been identified their next strategy will be to do a list of targeted customers and this will be segmented according to the customers buying behaviour, demography and social-cultural background. Therefore the good aspect of the strategy is that the organisation already has the contact information since these customers have used the products or services of the organisation in the past. This will allow them to generate highly targeted lists of past customer to send them specified messaging and put each list in their own personalized campaign. This step is critical in keeping things organized so the right people are getting the most relevant information catered to them (Kotler, 2010).  
3. Apply remarketing smart techniques: After the hotel has created the list their next plans will be to introduce new and existing products to the customer while highlighting them of how the organisation value their patronage and are willing to offer them discounted offer on their next visit to the hotel. According Armstrong (2016) remarketing technique will require running some ads to attract the customers, configuring ads using the social media will help the customer view and sometimes rebroadcast the information his/her followers.  
4. Personalised incentives for the customers: Having personalised incentives has helped Marriott to gain competitive advantage as many feels being valued. For the room-service dinning department, once the customer has booked and reservation is made on the arrival day his/her room would been made ready with a welcome pack depending on their wish such wine, fruits, cakes and cards signed by the MD. Remember saving a customer that valued the handwritten card by the MD more than every other thing because it was specifically addressed to him. 
(C) Loyalty programs: Marriott hotel has about four loyalty systems to reward their loyal customers. According to Miles (2013) loyalty program is being initiated by organisation to create a linkage between the customer and the organisation also propelling them to buy more products in order to get more point that will qualify them for certain benefit. In Marriott there four level depending on customer level of commitment (no of visit to the hotel and how long they stay), these levels are; Reward members, this is applicable to all members of the loyalty club the benefits includes one elite night paid for services, lowest rate once booked direct. The next group is silver elite, this group their benefits is more than the previous they are entitle to points rewards for meeting and events attended, additional points for eligible stay and complementary in-room Wi-Fi services. The third group are known as Gold elite they are more sophisticated customer and will get more benefits such as guaranteed rooms at anytime, complementary room upgrade and guaranteed lounge and breakfast for two and the last is the platinum elite, this is the highest ranked group gets all the benefits and are sometimes with free holiday package at one of the resort centres, room service amenities guaranteed. This program is aim at rewarding customer for their continuous patronage although sometimes these kind gestures make the organisation to loss out of the niche market as other customers will feel left behind or not appreciated.  
(D)  Up the level of customer service:
Customer service is a very dynamic way, in which organisations express their level value to the customers, therefore a good customer service will incorporate taking all the enquires as important and dealing with it at the fastest possible way (Ray, 2010). Currently the customer service at Marriott is at a declining rate and it is affecting their customer relationship management but a rapid change in the customer service will go along way helping the organisation to regain their status as one of the best five star hotels globally. In an attempt to make positive changes that will help the organisation there are some tips that the HR department are training the customer service department to apply;
· Treat all the customers the way you wish to be treated, such giving them a VIP treatment by paying a closer attention to their request or enquires and going all out to satisfied their need, although sometimes some customer demand could be very challenging as part of the organisation philosophy ‘never tell a customer no’
· They are making training an everyday activity to equip the employees with new techniques and strategies to handle customer’s queries and enquiries. Recently they have introduced a performance support system to train the employees online with the latest techniques on how to deal with difficult customers and make them feel valued.
· Most customers will prefer a personalised customer service and this is what Marriott are introducing to make all the employees are able to address each customer by their names and deal with their request personally. With the help of the vast database any employees will gain access to the customers profile and that will help in dealing with them personally. 
· Any challenging attitude always refers to your superior in the organisation, because they are well trained to handle issues in a more polite and gentle manner. 
(E)  Best communication skills based on customer’s personas and customer segmentation:
According to Johnson (2013) communication skill in any business is very important as this will make the customer realised how important they are to the organisation, an effective communication skill ensure the following;
· Listening is very important as aspect of communication skill that is needed, currently because of the turnaround time per customer; employees are always in a rush to deal customers enquires without paying attention to the details. Marriott has a standard of not allowing a customer to wait for too long without responding to their request, this process sometimes may not work when there is long queue of customers. Therefore depending of the type of customer being attended to it is very important that the level of communication must align with their level of understanding 
· Non-verbal communication is very important for an effective communication, currently Marriott are really bothered about the mode but are more concern with passing the right information to the right individual. Eye contact with the customer while handling their request is very important although sometimes combination of both could very challenging but an eye contact gives them assurance that they are neglected. 
· Clarity and concise information is very essential for the customer, giving the customer too many information either through telephone conversation or replying to an email need not be too many but rather short précised with clarity of the information. Sometimes giving the customer ambiguous response could be very challenging, therefore it is essential for Marriott employees to apply the right skill when dealing with the customers. 
· Having a friendly tone will give them some level of rest and comfort that their request is being handled adequately. It's important to be nice and polite in all your workplace communications. This is important in both face-to-face and written communication. Some people feels the communication aspect of the employees id too official without any aspect of friendliness or mutual understanding which will help in making them feel valued. 
· An open minded communicator will enter into any conversation with a flexible, open mind. Which means they are open to listening to and understanding the other person's point of view, rather than simply getting their message across, by being willing to enter into a dialogue, even with a customer with whom you disagree, you will be able to have more honest, productive conversations. This aspect of communication needs to be improved as currently is on the decline.
· Failure to communicate with customers for extended periods of can cause them to forget about your products or make them think they are no longer value about their business. When the time comes when they need the organisation services again, they may decide to look for other alternative competitor instead. So it is important even if a customer do not  have a current need for the goods and services the organisation provides, the simple act of staying in touch with a newsletter, email or even the occasional calls can reassure them that the organisation still there to assist them whenever they need their products and services.






3.0 PROVIDING A CRITICAL UNDERSTANDING OF MARRIOTT HOTEL QUALITY PROCESSES
Marriot hotel are all the time focus at ensuring that their customers are given a five star experience that cannot be obtain in any other hospitality organisation and therefore as part of their quality process and their effectiveness in meeting customers’ requirements they came up with the following ways;
· Through creating an organisational culture from top to bottom: Being an old organisation with great history in the hospitality industry changing the organisation culture will be challenging, but because competition from upcoming hotels changing the organisation culture will be very essential. According to Tim (2010) making changes work in an organisation will demand the support of the senior executive and encouragement. In Marriott including the culture of valuing customers will enhance more customer patronage, increase in the number retained customer and the employees will be satisfied with their achievements. 
Once the culture is fully implemented from the top management then all other sector will join and make this part of their strategy to retain and valued their customer. Although sometimes this process could be very challenging as changing the way of doing things formerly to a new way will meet some obstacles.
· Setting a realistic expectation from all employees: As part of the effort to meet customer’s requirement it is essential that all employees will have to explore the SMART objective to attend the realistic expectation from the organisation. An organisation like Marriott will outline;
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(Figure 1 sourced: Kotler, 2010, p23-34)
· The specific expectation from the employees such as ensuring that the level of mistakes is minimised to the lowest minimum, as part of the service quality all customers must be serve with smile on the face and always ask if there is any other thing they will want you to help them (Kotter, 2013).
· A measurable expectation will be ensuring that the turnaround time for each customer depending on their demand is drastically reduced. Training will be offered to the employees within the next three months to get the process of speedy service delivery or process optimisation (Hays, 2009). 
· An achievable goal for the organisation will be ensuring that within the three months interval all the employees from the top to the bottom are well, trained with the knowledge and understanding of service quality needed in the organisation. Although this task could encounter some challenges but with adequate communication and enlightening the employees of the benefit of the process (Hassan, 2009).
·  A realistic outcome will mean that in the next three months all the employees will be aware of the organisation quality of service in terms of timing and making the customer feel valued at all times (Armstrong, 2010). Although this could be a bit challenging with the changes that is happening in the hospitality industry, training the employees could be expensive and time consuming but because at the long run it will benefit the organisation at large. 
· A timely intervention will ensure after all the employees have being trained their practice and process of handling services should indicate a high quality, this will involve speedy delivery all enquires and ensuring that the customers feels more valued right from the entrance up till the point of staying and checking out. 
· Aligning the expectations with reality: Marriott hotel create an atmosphere that align customers with their expectation, through ensuring that from the top to the bottom hierarchy of the organisation are operating under the same organisational culture of high quality performance that is timely and appropriate (Singh, 2016). Once the organisation are able to deduced the customer’s needs and how to go about meeting the needs while aligning with the mission and vision of the organisation, then customer congruency will be established to help in exceeding the expectation of the customers. 
· Show empathy, honest and smile: Part of the process that will allow Marriott to continuously stay competitive will be their integrity level with the customers, being honest with the customer with service quality is very essential part of the organisation. As Marriott is a five star it is expected that the service quality must reflect that, therefore customers will want to enjoy a five star service standard whereas a lower standard will mean that the organisation is not honest with their services or sometimes charging the customer without their knowledge (Davies, 2015). Part of the process is high level of integrity this will give the customers an aspect that they are being valued by the organisation and according to a survey conducted by Bookmakers 2014 about 80% of such customers are likely to come back to the organisation. Although it is not easy to maintain this level of commitment as many things are changing on daily bases with customers buying attitude also changing, therefore trusting the customer could be very challenging. 
· ‘‘Never say no’’ philosophy: Marriott hotel has a philosophy that guides their operations which is to never no to the customer no matter their request at most tell them will into it. According to Jay (2015) the process of getting customers to feel valued with the philosophy could sometimes be very challenging as most times they ended up getting the alternative to what they actually wanted because the hotel may not have it. This process could lead to the customer losing trust in the organisation which could have a negative impact in their reputation, therefore it is better to be real honest in all process of operation with the customer sometimes it is difficult to satisfy customers needs. 
· Go beyond the ordinary level of service at all times: To beyond the ordinary level in satisfying the customers is of enormous benefit to the organisation, many customers may not actually know what they want at a particular period but with the help of a trained personnel in the organisation their request will made easy taking them through all the alternative and suggesting a better option for them. A typical example occur when encountering a customer that comes from Qatar to the UK for holiday and needed some sightseeing venues around, I personally had to take them on the journey through all the location and they were happy and my supervisor was also impress with my actions. That an aspect of going beyond the ordinary level of service, Marriott trains their employees to size such opportunities because that will stay in the memories of the customer for a long period of time. Although this was challenging because communication barrier, no specific destination and wanting to see everywhere at the shortage possible period but the benefit was that the hotel recognised the effort reward me with award.   
·  Get feedback from all guest and act promptly on any suggestions or enquires: The process of handling customers feedback and suggestions is very essential for any organisation, according to Bolagun (2016) adequate response and prompt dealing with customer enquires is the bedrock for successful customer relationship. Many organisation that are globally influential such as Apple, Amazon and P&G are good example that rely on customer feedback to restructure their operational activities and this has gradually worked well for them. Although Marriott are also using this process now because of the benefits, such as getting more engaged with the customers, creating a relationship that will show organisation values their continuous patronage. Meanwhile sometimes the organisation may not be able to carry out some of the  suggestions as it might be too difficult at that period, but will acknowledge the customers idea with an intention that it will be given due consideration in the future. 














CONCLUSION
In conclusion it is very essential that Marriott are currently changing their customer relationship with the aim of integrating good quality services that will enhance their reputation and give them competitive advantage above their rivals. The industry is very challenging with many customers’ demands being above the peripheral and this put the employees in a critical point to satisfy the customer. Several issues have been discussed during this report and ways in which these issues could be addressed has also been discussed but the most important aspect is the organisation’s philosophy of ‘Never say no to a customer’ this puts the employees in difficult situation which sometimes is hard for them to handle the request of the customers.
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