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[bookmark: _Toc25139700]Executive Summary
This report is a summary of the evaluation of the operations and hospitality efficiency within the Marriott Hotels and Resorts. The report includes an analysis of the hotel, management of quality in the hotel, continuous improvement in the hotel, changing customer preferences and adjustment, and management of guest services at the hotel. The evaluative report aims at evaluating and understanding the operations of the hotel in a way that creates context to operations at the hotel as a way of managing the performance and administration of the hotel. 
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1. Introduction
Marriott Hotels and Resorts are some of the largest in different countries across the world with the organization managing 567 hotels across the world (Madar, 2017). This makes it one of the largest chains of hotels and resorts across the world hence management of the hotel must be at the best in order to ensure that quality of service and hotel delivery is maintained within the business. In order to evaluate the operations of the hotel, there is need for an understanding of different factors above the operations of the hotel, which include management of quality in the hotel, continuous improvement in the hotel, changing customer preferences and adjustment, and management of guest services at the hotel. This analysis forms the basis of this report. 
2. [bookmark: _Toc25139702]Analysis of the Hotel
[bookmark: _GoBack]Marriott Hotels and Resorts serve customers in 567 locations across the world. Due to differing terms of employment in different economies, it is hard very to estimate the exact number of employees in the company as some are contract-based. According to Anghel-Vlad (2018), Marriott is competitive in all the markets where it operates even where it only has one operational hotel. Marriott serves customers through the Laissez-faire customer service scheme where the hotel empowers the employees to ensure that the customers are satisfied, and that the expectation of the hotel is meet. The employees therefore must make decisions and critical actions which reflects the business in a positive way this will ensure the satisfaction of the employees and effective management of the customer needs in the business. There is a focus on both total quality management and kaizen principles in quality management and service quality in the hotel that the business leverages to ensure continued satisfaction of the customers and guests at the hotel. 
As part of the continued improvement within the business, Marriott continually increases capacity in order to accommodate more people and serve more customers in order to earn more income and have more job available for people as well as maximizing sales and to fully expand bigger than its rival competitors. 2016 was one of the most notable and significant for the hotel years where the business increased the number of rooms by 5.4% (Ferguson & Smith, 2018). Marriott operates through a number of brands that include the J.W. Marriott brand, the courtyard brand, Marriott’s TownPlace Suites, Marriott Conference Centers, ExecuStay and Executive Apartments. The “spirit to serve” slogan in the business is one of the greatest performance motivators and helps in driving employee centred decision making and attract customers. 
3. [bookmark: _Toc25139703]Management of Quality in Marriott Hotels and Resorts
Service quality is one of the most important elements in the hospitality industry because it affects the main product that the businesses in this sector offer; the service (Krupskyi, 2017). Marriott manages quality through the listed brand standards to which the employees adhere in order to serve the customers’ needs and expectation to the standard levels needed by the business and also thought the way the employers behave towards the customers as it represent the quality of the business becouse the employers reflect the image of the business. These standards ensure service is offered at the same top quality to the various customers regardless of the location of the hotel. Marriott also has a regular, up to date and carefully managed customer feedback system. This helps the business to know how different customers were served at the hotels and the quality of service that they received and to know if they see in what areas they can improve upon it also helps the business to know what different customers in the various different location expect from the business. Customer feedback is also the customer’s way of contributing towards the quality that he or she receives and a way to complain in if their need has not been dealt with in a professional standard. 
The customers have different stages in the service delivery at which quality is maintained to ensure that whatever the nature of the property, high standards are maintained. Examples include the concierge, a formal, casual, and tidy restaurant settings, and a standardized check-in procedure for the guests and visitors. According to Pollitt (2008), monitoring and inspection are important elements of quality in the hospitality sector and Marriott does it annually to ensure that the properties maintain a high level of customer service and quality. 
4. [bookmark: _Toc25139704]Continuous Improvement in Marriott Hotels and Resorts
According to Rodrigo & Lidiane (2015), the principles of continuous improvement that a business adopts determine the quality and standard performance of the business. Marriott has adopted both the total quality management and the kaizen principles in ensuring quality and continuous improvement in the business physical experience and customers need as well as internal reputation. First, the business implements TQM (Total quality management) principles which require that high level of quality is maintained at every level in the value chain. The value chain in the business includes every service offered by all the employees from the time the client steps in the property to the time of exit. In employee orientations, employees are reminded that each of them is part of the image of the business before the customer hence the guest should be treated with the highest regard at every level no matter the circumstances as this attributes on the reputation of the business and customer loyalty. 
Kaizen is one of the main service principles in the business. According to Rodrigo & Lidiane (2015), Kaizen is a principle of continuous improvement that requires that a business implements practices and services that ensure the business continues to improve and grow on a consistent basis. In the quality improvement of the business, the hotel chain is moving more towards simplicity and giving more power to the customers for customization and modern updates. Capacity wise, the business is continually improving by developing more properties, rooms and capacity to accommodate more guests and also by employing more people and letting customer have more basic feedback. Training is also considered a capacity development initiative in the business hence it receives a significant investment for the employees and makes them aware of their responsibly in the business. 
5. [bookmark: _Toc25139705]Customer Preferences and Tastes for Marriott Hotels and Resorts
The hospitality industry is one of the most evolving because of the changing customer needs, expectation and preferences. Marriott has experienced the same trend since its inception hence the business has developed an annual customer innovation improvement based on the customers feedback. The hotel collects the feedback of the customers for a period of a year then has its employees and executives evaluate the plans to determine the areas where the business should invest. According to Rodrigo & Lidiane (2015), customer centred development is one of the best ways that a business can cope with changing customer preferences. 
The business also has a good market surveillance enabled by its global reach. This enables Marriott to monitor the performance of other hotels across the world as well as the trends in the hospitality sector. With such an understanding the business improves on a fast rate and customizes service to meet the global and competitive standards in different markets. The business also has a high value for the industry standards and analysis done by different rating organizations and magazines that research on hospitality. They provide information that is critical in decision making and the business uses this information to inform its next strategy. Lastly, the Kaizen principles in Marriott are centred on the customer and ensure that continuous improvement not only creates better efficiency and lowers costs but also enhances the convergence of customer needs, expectations and preferences. 
6. [bookmark: _Toc25139706]Guest Services and Management at Marriott Hotels and Resorts
For Marriott, the customer is the king and key to success. According to Ferguson & Smith (2014), many hospitality businesses fail when they do not recognize and acknowledge that the customer is critical in decisions made in the business and the need for making customer decisions based on offering the best services for the customers. Guest service for Marriott consider the customer as the centre of attention. The guest services are improved in quality across all the value points in the business. The value chain is built for the customer. For example, the reception ensures that the customer understands the place, rules, exit options, and all other basic detains. Room service ensures that the guest is comfortable and has everything needed in the rooms even before the guest arrives. The premises are effectively cleaned to ensure the experience of the guest is not hampered by hygiene. 
However, the most important element of the guest service is communication. Communication with the customer is kept at a constant level. The guests can reach the hotel at any time while there is a guest service that ensures constant communication and keeps the guests comfortable all the time. Guest management is also enhanced through timely and quality service all the time it’s also managed by engaging the guest within the hotel for example with a spa day, massage or even swimming lessons this will retain and gain customers as well as maximizing the hotel popularity, customers and  sales  . 
7. [bookmark: _Toc25139707]Conclusion
Hospitality management is an important factor in the success of a hotel. Taking the case study of Marriott Hotels and Resorts has helped in understanding different elements of hotel management that include management of quality in the hotel, continuous improvement in the hotel, changing customer preferences and adjustment, and management of guest services at the hotel. The main takeaway for this report is that Marriott is a highly ethical business with a big focus on quality and customer service. The business has a direct involvement in ensuring proper satisfaction of the guest needs and ensuring that the guests are comfortable. Feedback is important for the business and useful in continued development in the business. 
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