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Executive summary 

This report aims to provide the client, Marriott International, a consultancy report of which will focus on areas of concern as reported from the available literature, reviews made by guests and articles written by elite travellers. This report will focus on executing an analysis in order to identify the issues present during the pandemic and before it which will help to improve the Marriott hotels’ functionality and be able to deal with adaptation during covid. TJL Management and Consultancy have been requested to analyse the main aspects, both positive and negative of the hotels. A review of available literature will be considered, particularly verified reviews of any Marriott hotels. A Strengths, Weaknesses, Opportunities and Threats (SWOT) framework will be used as it will be advantageous to identify elements of specific companies in order to make a more informed decision of resources that will lead to improved performance. The Political, Economic, Sociological, Technological, Legal and Environmental (PESTLE) framework will also be utilised in order to provide Marriott International with professional insight potentially directly and in-directly, which affects individual or numerous hotels – this framework also considers and takes into account variables necessary for strategic decision-making. The Marriott International is a brand leader in hotels. It just keeps growing and growing. It has thirty brands and over seven thousand properties in three hundred and thirty-one countries. However, all businesses have suffered since 2020 with the outbreak of COVID-19. A lot of businesses have unfortunately not survived. Lockdowns across the globe have meant that many people have lost their jobs (and not to mention their lives).
The global pandemic has been the main culprit in the decline of the hotel industry. Movement has been restricted for many people across boarders forcing many to work remotely. Traffic light systems of countries made by Boris Johnson could have a domino effect of the European Union and Globally. Pre COVID-19, there was an increase of consumer spending and experiential travel. Terrorism will also be discussed in this report as it has a significant impact on the tourism industry. It has also been said that millennials are estimated to be potentially representing 50% of travellers by 2021. It is recommended that the Marriott cater to this group in particular. Tourism is no longer luxury driven; it is more so in favour of the immersion of culture. This report will discuss how the ‘activity market’ could be a huge opportunity for the experience of travellers.
As will be discussed in more detail, there are mixed messages in regard to the employees at the Marriott. It has been said that the Marriott’s rules and regulations are so strict that their employees are greatly suffering. There have also been a few negative articles about the Marriott where they have received penalties reaching $600,000. There have also been bad reports of management, during a Hurricane, only rescuing their own guests. This may portray the Marriott in a bad light making them not want to book into one of their hotels. Customer service is reportedly poor and often non-responsive. There are a lot of problems with loyalty programmes where some hotels do not honour what is being advertised. 
However, it is not all bad as there have been improvements in room service for Marriott’s guests. Amazon Alexa has been installed to improve customer service by guests being able to ask Alexa where the best places are to eat nearby. This will provide personalisation to the guests.
There has been issues in the not so long past where some employees, in their thousands, went on strike due to low pay. The strike was also about safety along with guaranteed work hours, secure schedules and accommodations that cater for pregnancy. However, other evidence that will be discussed is that the Marriott International holds a very high customer service satisfaction rate which was 80/100. Marriott International is recognised by many global programmes worldwide by many countries as being one of the best places to work for. With consistent methodology which is backed by constant measures of trends and behaviours of organisations, there are certain factors that are selected that make the Marriott surpass other companies. These are: engagement; agility; engaging leadership; and talent focus. The Marriott has been on the ‘Best Employment List’ for all six years that the programme has been running. 
Customer service has been an issue due to the pandemic as staff have had to adapt to certain changes. There has been more reliance on online services. Such as the Marriott website and their app. It was found that some hotels were not following protocol and making up some of their own rules in terms of whether they should upgrade suits.
That being said, looking at how 2020 to date has been handled. The Marriott International has acted swiftly to deal and adjust to the global pandemic.
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Introduction

This report has been conducted by TJL Management and Consultancy to assess the efficiency of the Marriott Hotel’s general management across the UK. TJL Management and Consultancy is run my Mr Thomas J Landers of whom has competently led this firm for over ten years. It originated in Swansea, Wales after his completion of his BA(Hons) in International Hotel Management. 
This report, as requested by the Marriott International will analyse the main aspects – good and bad- of the hotels. The operationalisation of running a hotel may seem quite straight forward, however, in order for the hotelier to smoothly run its operations, there are a number of different departments within a hotel of which need an equilibrium of effective management across all areas in order to maximise the effectiveness of that hotel. These are: ‘Front Office Department’; ‘Housekeeping Department’; ‘Food and Beverage Service Department’; Kitchen or Food Production Department’; ‘Engineering and Maintenance Department’; ‘Accounts and Credits Department’; ‘Security Department’; ‘Human Resources (HR) Department’; ‘Sales and Marketing Department’; ‘Purchase Department’; and ‘Information Technology (IT) (Set Up My Hotel, 2021). 
All aforementioned departments are equally important, and it is the purpose of this report to identify any areas for improvement further to TJL Management and Consultancy delivering a comprehensive and research driven analysis to assist the Marriott Hotels of the United Kingdom to function to its highest and cost-effective potential.  
The way in which TJL Management and Consultancy will carry out their analysis will be via the ‘SWOT’ (Strengths, Weaknesses, Opportunities, and Threats) matrix and the ‘PESTLE’ (Political, Economic, Sociological, Technological, Legal and Environmental) framework. A SWOT analysis is beneficial to hoteliers as by identifying the elements, as a company a more informed choice of resources can be used that will lead to better outcomes (Hotel Tech Report, 2020). The PESTLE method that will be used in this report is a framework that offers a professional insight that could potentially affect the hotel(s) and considers the external factors that can directly guide strategic decision-making (Chartered Institute of Personnel and Development, 2020).
Scope and analysis

Marriott International is a brand leader in hotels and boasts an impressive portfolio in the hotel industry. The Marriott holds thirty brands and over seven thousand properties in three hundred and thirty-one countries which offer connection, experience, and expansion of their work. Marriott International was founded by J. Willard and Alice Marriott during 1927-1956, beginning with A&W root beer stand in Washington D.C. They then progressed to ‘Hot Shoppes’ restaurants with good food, good service and at a fair price. In 1928, the Marriott’s opened two further Hot Shoppes which included the East Coast’s first drive-through restaurant. This then developed to Hot Shoppes delivering boxed lunches to passengers at Hoover Airport in 1937. It was then in 1953 that Hot Shoppes’ stock became public – the shares sold out within two hours of trading at $10.25 per share. It was in 1957 that Marriott started their hotel business under the management of the Marriott’s son, Bill. In 1969, the Marriott opened its first international hotel in Acapulco, Mexico. Marriott then went off to partner up with Sun Line in 1972 making them the first lodging company entering the cruise business. In the same year J.W. Marriott, Jr became the Chief Executive Officer of Marriott International. Then, in 1983, they provided lodging for business travellers with the first Courtyard hotel. During 1986 to 2011 Marriott kept growing and growing with one company but many brands tailored towards the business traveller and its increasingly overwhelming presence overseas making it become the number one hospitality company in the world. They boasted a huge portfolio of brands from 1987 onwards. They acquired the Residence Inn for ‘extended-stay lodging and by 1988 the Marriott opened its 500th hotel in Poland. 1995 saw Marriott acquiring a 49% share of The Ritz-Carlton Hotel Company and in 1997, the Marriott doubled its overseas presence by acquiring the Renaissance Hotel Group. Over the next decade to this date the Marriott launched TownePlace Suites, SpringHill Suites, acquired ExecuStay corporate housing company, the launch of the first Bulgari Hotels and Resorts, the EDITION brand, the Autograph Collection and AC Hotels. From 2012, Marriott improved their services through the use of technology with mobile check-in and the ‘Red Coat Direct’ app. Marriott has also acquired Gaylord Hotels, MOXY HOTELS, AC Hotels, Delta hotels and resorts and in 2016, acquiring Starwood Hotels & Resorts. They are the largest hotel company with 5,700 properties and 1.1 million rooms in over 110 countries. In 2021, currently, Tony Capuano is Chief Executive Officer and Stephanie Linnartz is President of Marriott International (Marriott International, 2021). 
In terms of customer feedback, in an article by Ollila (2020), it was noticed that on the Marriott or Marriott-affiliated hotels, that there have been no reviews left on their website since February or March. However, it has been noted that customers have resorted to placing their reviews on TripAdvisor or Google. The article suggests that Marriott has ‘suspended’ verified hotel reviews. A review written in October 2020 on Trip Advisor states “Avoid at all cost” giving a 1/5 rating stating that there was a terrible attitude of receptionist and staff, the room was dirty and had no shampoo. In another ‘Beverly Hills Marriott’ was another 1/5 rating with a similar complaint: “Terrible service and attitude” from a Marriott gold elite member. It has been noticed that hotel reviews on branded websites are likely to be a star higher than on review sites on the quality of the property. It could be said that not allowing for genuine and fair reviews on own websites may lead guests to check other websites and booking another hotel in the process. It is advantageous both to Marriott and guests to have an accurate view of what services are and are not available, especially in regard to how hotels are coping with the challenges of Covid-19 (Ollia, 2020). 















PESTLE
	Political
	· Ripple effect of travel ban
· Anti-immigrant statements 
· Wall on Mexican Border
· Uncertainty of the European Union

	Economic
	· Currency fluctuations affecting the tourism industry
· Airline Competition

	Social
	· Consumer spending and experiential travel
· Terrorism
· Within different regions there are different demands for lodging and experiences
· Terrorism

	Technological
	· New innovations and apps driving competitive advantage

	Legal
	· Achieving standardisation in line with the legalities of compliances

	Environmental
	· Increasing consumer preference for sustainable hospitality 
· Consideration of various norms and values



Political:
Covid-19 has been the main factor in the decline of the hotel industry. It has restricted the movement of people across borders and has forced many companies to work remotely. Some countries have enforced travel bans and furthermore, restrictions on the Oxford-AstraZeneca vaccine due to it being linked to blood clots. This is not necessarily based on scientific advice; it is more than likely that politics were more involved. The United Kingdom has recently banned travellers from India along with Hong Kong, the United Arab Emirates and Canada. Boris Johnson cancelled his trip to Delhi in April 2021 and then added a list of “red” countries that the government deems to be a danger to Britain. A domino effect is likely with the EU following suit and then also, the US (Quartz Media, 2021). 
Economic:
Economically, the factors such as interest rate, foreign exchange rate, inflation, and the economic cycle directly affect the aggregate investment and demand in the economy. Although micro environmental factors, for example, ‘competition norms’ can impact Marriott’s competitive advantage, Marriott international can use each countries’ economic growth rate, inflation lodging industries growth rate and consumer spending but to name a few to its advantage in order to project the trajectory and also their organisation. Namely, the economic factors the Marriott should take into account are: the type of economic system in differing countries and their stability; how the government intervenes in the free market; exchange rates for each country; considerations such as raising capital in local financial markets; the skill level of their workforce; the labour costs and productivity; economic growth rate; inflation rate and interest rates (Fern Fort University, 2021).

Social: 
Before covid-19, there was an increase in consumer spending and experiential travel. According to Technomic (cited in Barakaat Consulting, 2020) the spending on hotels was predicted to rise by 5%, particularly in the ‘luxury section’. Deloitte travel hospitality industry outlook recorded that in the United States, spending on tourism hit a record of $353 billion in 2017 which was predicted to grow for 2018. Data from Historical Personal Consumption Expenditure (PCE) showed that there was a decrease in the spending on durables but an increase in experiential spending on recreation, eating out and travelling. These are all signals for the hospitality industry that the hospitality industry will likely grow within this department and the Marriott, with its exponential presence, globally, is more than capable of making these trends advantageous to them. 2016 saw the tourism industry suffer due to the impact of terrorism. There was a decrease in spending in France, Beligum and Turkey despite cheap air travel and low prices on oil. A number of countries also adopted more visitor friendly policies (iBid). Millennials are expected to represent 50% of travellers to the United States by 2025, thus the Marriott must cater to this group. Tourism is no longer just about luxury; it is also about the immersion of culture. Business travellers differ from leisure travellers and often set trends for other potential travellers. Activities are another segment that enhances the guests’ experience within the hospitality industry- a huge opportunity is available for the hotel industry to provide an ‘activity market’ (Barakaat Consulting, 2020).
Technological:
A detailed analysis of the technological environment is paramount to helping Marriott International given the current state of affairs with covid-19 and the restrictions that come with it. It is of utmost importance that technological advancement and diffusion is understood in order to effectively make important and strategic decisions. Understanding of this type of analysis can help Marriott to capture trends which can attain business advantages – increasing profitability and operational efficiency. Technological factors will influence business performance in all areas. Firstly, the influence of social media marketing is now a common practice in the modern business environment. To keep in front of the competition, it is suggested that 5G should be analysed further in order to enhance user experience. The investments made by Marriott’s competitors need to be looked at on both a micro and macro scale in order to understand how they can profit from this (Henry, 2018).
Legal:
The Marriott Hotels in the EU must, like any other company, comply with the General Data Protection Regulation (GDPR) given that they hold high amounts of personal guests. Furthermore, the Marriott Hotels in the UK must also comply with the GDPR. There are also different data protection laws in the United States of America as they have data protection laws on both federal and state levels. If there is a failure to provide data protection from hackers, this may cost Marriott millions. There was a major incident where the UK’s Commissioner’s Office (ICO) gave the UK Marriott Hotel chains £18.4 million for a data leak that affected approximately 339 million guests.  The Marriott must also ensure that they are complying with other rules within the UK such as the Gas Safety (Installation and Use) Regulations 1998 and the Health and Safety at Work Act 1974 (Rahman, 2021).
Environmental:
The environmental factors that could disrupt the Marriott Hotels are fuel prices. If oil prices fall, that could lead to a reduction in travel costs and thus a higher demand for hotel rooms. However, if they were to rise, this would affect business to the Marriott with an increase in fuel costs to airlines. In the long term, the environmental factor that could impact the Marriott could include the increase of electricity costs if an effort is made to lower greenhouse gases. The effect of climate change could impact on the Marriott with the ocean levels rising and the flooding of resorts. Storms could also stop travel. Global warming could also be a factor and could result in the closure of ski resorts which, in turn, could force some hotels being closed down or relocated (Case Study, 2021).


SWOT

	Strengths
	· Global Presence
· Market Leadership
· Excellent Reputation
· Strategic Partnerships
· Profitable Acquisitions
· Loyal Customers
· Strict Code of Conduct
· Highly Innovative

	Weaknesses
	· Strictness
· Lawsuits
· Negative Marketing
· Family Business
· Unprotected Data

	Opportunities
	· Shift of consumer behaviour
· Huge Unexploited Market
· Increase in global travel
· Focus on personalisation

	Threats
	· Terrorism 
· Competitors
· Quality Standards
· New Technologies
· Covid-19



Strengths:
The obvious strength of Marriott is that their global presence is immense. The Marriott operates over 127 countries and if one hotel declines, they can rely on many more. The Marriott leads the hotel industry globally with over 30 brands, 81 hotels and the value of their portfolio is approximately $25.1 billion in assets. The Marriott holds an excellent reputation for diversity, the world’s best employers, top regarded companies, and the best employers for women. Its strategic partnership is second to none having partnered up with the biggest players in various sectors enabling it to undercut its competition enabling millions of customers to book without deposits. The Marriott has teamed up with the most highly profitable brands including Ritz Carlton, Starwood, Bulgari Hotel, Gaylord and many more… The Marriott boasts the most largest loyalty programs with the majority of guests not even considering using any other hotel. The Marriott’s strict code of conduct ensures their business maintains a high level of etiquette, cleanliness, and punctuality in their service delivery. They are also technology savvy by giving guests the option to have a wallet-free experience (Business Strategy Hub, 2020).

Weaknesses:
According to Shaw (2021), the weaknesses of Marriott Hotels are that their rules and regulations are so strict that their employees are suffering as a result. This, in turn, has affected employee’s performance, productivity and job satisfaction. To exemplify, an employee of the Marriott was sacked for liking a tweet on twitter that had offended China in 2018. Another weakness of the Marriott is the fact that they have always had negative encounters with the law which, in turn, has had a negative impact on them. There has, for example, been a case where a guest sued against one of their brands for blocking his Wi-Fi security and the Marriott had to pay a penalty of $600,000. Furthermore, in 2017 during the Irma Hurricane, the management reportedly only rescued its guests whilst leaving others behind despite half of their cruise ship was empty. Decisions such as this can have a detrimental effect on their reputation. In addition to the weaknesses of the Marriott, whilst some view being a family business as a positive, some view it as a negative with millennials (the future of the company) seeing this as boring and a weakness. Another weakness is the unprotected data. In 2018, hackers penetrated the Starwood hotel’s online security system and compromised 500 million guest’s personal data including account numbers, passport ID’s, email addresses and gives the Marriott a questionable level of trust and confidentiality (Shaw, 2021). 

Opportunities:

In terms of opportunities for the Marriott, there is an evident shift of consumer behaviour whereby people around the globe are more inclined to stay in luxury hotels whilst on holiday with family. The Marriott was also in the media for their support to the LGBTQ community and even offered special deals for same-sex couples. With the LGBTQ being increasingly socially accepted, the Marriott could also gain from this by supporting persons from that category. It has also been seen that there is an increase in global travel significantly in both business and travel trips of which the Marriott can use to their advantage. Additionally, in this day and age, guests seek out personalised treatment and are willing to pay for it which can also be utilised (Bhasin, 2019).

Threats:

There is a high-level alert for terrorism and extremism in Pakistan which is a significant threat to the Marriott including security concerns and the competition in that particular country such as Islamabad Serena Hotel. Also, as the world is moving towards technological advancement, new quality standards have therefore arisen in the market which constitutes development and renovation, along with modernisation. When competitors develop new technologies, the Marriott needs to upgrade with them in order to compete. Covid-19 has also had a terrible effect on the operations of hotels as many have had to close (Kazmi, 2020). 










Main Body 

According to Steinberg (2019) there is a big issue with ‘poor customer service’. The loyalty programme should be able to provide guests and members with responses. There have been numerous occasions where members have been given inaccurate information. TPG Senior Writer JT Genter was told by an ‘elite service supervisor’ that “He can’t have both a Ritz-Carlton card and a Starwood Preferred Guest Business Credit Card from American Express” and a “member can’t have the same mailing address as another member”. There have reportedly been numerous failures to the top-tier Platinum Premier Elites with no customer service correspondence. This can easily be fixed by investing in systematic processes in customer services in order for staff to be adequately trained ensuring that members feel valued. Another issue is the ‘long hold times’. Guests get no response via email, telephone, or social media. An example has been given in Steinberg’s (2019) article where a guest attempted to find out why his Platinum status from the Ritz-Carlton card had gone during a changeover from 2018-2019. It took him 25 minutes to speak to an agent, a further 30 minutes for the agent to find out what the problem was, then a further 2 hours and 15 minutes to speak to a supervisor of whom took another 30 minutes to attempt to find out what the problem was (Steinberg, 2019). 
In terms of improving guest experience, the Marriott has utilised Amazon Alexa in several hotel properties. This will, according to Toni Stoeckl (global brand leader for Marriott) provide increased personalisation and room service for Marriott’s guests. Chamberlain (2017) suggests that the use of voice-activated devices has risen by 130% and has led brands to investigate how technology can be utilised in order to improve customer service. Stoeckl suggests that Alexa would be good for consumers as they can simply ask Alexa things such as ‘what is a good restaurant nearby?’. However, the disadvantages of this would be that privacy of guests may be compromised (Chamberlain, 2017).
The Marriott also has partnered with Legrand and Samsung to create a smart room. Carson (2019) states that customers can now, after an interview hosted by Microsoft, use technology even further by introducing apps for mobile check-in, mobile requests, and mobile keys. The Marriott Bonvoy app was then designed for ease of hotel bookings across 6,700 hotels. There has even been an innovation where, in some Marriott hotels, whilst having a shower, guests can sketch their ideas onto the shower door which is touch sensitive and then any ideas get automatically sent to the guest’s email. As aforementioned, the Marriott has had incidents whereby hackers have obtained 383 million guest records, 5 million unencrypted passport numbers and approximately 9 million encrypted payment cards. Despite of this, it has been handled very well by the Marriott’s and has addressed the issue better than their counterpart hotels of whom have also experienced cybercriminal attacks. The penalty for this in the UK now stands at #124 million according to the UK Information Commissioner’s Office (Carson, 2019). 
In an article by Campbell (2018), she describes how thousands of Marriott employees went on strike in eight major US cities due to demand for higher wages and safety measures. This strike saw police arrest 75 Marriott employees for blocking streets. According to the hotel’s chain workers, the servers’ and housekeepers cannot afford to live in the most expensive cities on the low wage they are on. It was also asked that the Marriott addressed strenuous workloads leading to several injuries. There has also been reports of sexual harassment and violence. The workers’ union has asked for hotels to provide ‘panic buttons’ for housekeepers and room service staff where they are vulnerable to sexual harassment when entering a guest’s room alone. Introducing these panic buttons would immediately alert staff when they are threatened. However, union officials stated that the aforementioned remains an issue with workers going on strike due to the Marriott reportedly not willing to address these issues. A Spokesperson for Marriott would not give Vox Journalists details of negotiations but responded with the following statement:
	“We are disappointed that Unite Here has chosen to resort to a strike at this time. During the strike our hotels are open, and we stand ready to provide excellent service to our guests. While we respect our associates’ rights to participate in this work stoppage, we also will welcome any associate who chooses to continue to work.” (Campbell, 2018;1).
In addition to the pay rise and safety, Marriott workers were asking for guaranteed work hours, secure schedules, and pregnancy accommodations. Employees are also concerned with new technology and whether or not that would be a threat to them or if training could be given to operate the new technology (Campbell, 2018).  
According to Lock (2021) for statistica, for the last two years, the Marriott Hotels in America Customer Satisfaction held an index score of 80/100, the overall average is 76/100. The highest score was in 2013 at 82/100. 
Marriott International is well praised for its treatment of staff in New Zealand, Australia and Fiji and is recognized by Aon, which is a globally consistent recognition and certification program that measures leading employers worldwide. Aon measures performance with consistent methodology and is backed by constant measures of trends and behaviors of organizations. The factors Aon uses to identify which employers surpass others are: ‘engagement’; agility’, ’engaging leadership’; and ‘talent focus’. Aon has found that in New Zealand, Australia, and Fiji that the Marriott’s Employees speak positively about their employer, intend to stay and are motivated. They report that the Marriott is highly adaptive, innovative, and responsive to the change in customers’ needs. It is also reported that Marriott employers are connected to employees via engagement and good communication skills. Employees are also reported to have felt that the Marriott is very focused on utilizing talent and increasing employees’ potential (Aon, 2019). This is year six that the Marriott has been on the ‘Best Employment List’ and is the only company to receive this since the beginning of the program. The Marriott offers development of opportunities such as the Marriott-International’s Global Voyage Leadership Development program designed for graduates which help prepare for future management roles. The Marriott holds a strong relationship with schools and universities in order to identify talent. Diversity and inclusion are high on the list of programs which include the development in female leaders (Human Resources Director, 2021).  
Leff (2019:1) states in ‘View from the Wing: Thought Leader in Travel’ that Marriott Bonvoy has one big problem but there is a simple solution to it. In a previous article, Leff (2019) described the many problems Marriott’s guests have to find and book hotels. Many members of the bonvoy program have been left frustrated as there are so many hotels on the system that individual properties seem to go rogue. Some individual properties are reportedly making up their own rules or bending the rules of the program. Starwood hotels have improperly denied upgrades but have had to compensate guests and a lot of properties have been fined for this. Leff (2019) suggests that when things go wrong, it is one of two things: either the hotel will not or has not delivered any promised benefits; or that something does not work on a particular account which makes it impossible to get this resolved from the program. Leff (2019:1) strongly believes “Customer service us a problem” and has taken to Twitter to express this along with other elite guests and verified profiles including ‘Mommy Points’ of whom tweeted:
	“At the end of 90 minutes on the phone with @MarriottBonvoy I’m told there is no one else I can speak to. No one who can help. No supervisor. No email to contact. No one to show my confirmation emails to. They will give me a case number but said it will be immediately closed.”
There was a report for the J.W. Marriott Orlando that stated, ‘Marriott training says to upgrade one room category, not to suites’ and another in the Times Square Edition that states that suite “upgrades are not offered at our property due to limited availability of suites”. Leff (2019) then tweets:
	“Hey @MarriottBonvoy what members should do when hotels brush off members asking for their benefits (e.g., “we do not upgrade Platinum members to suites here.”)?” 
Someone commented on that tweet that ‘the member should check their privilege or terms of the program. But the verified account of Marriott Bonvoy Assist then replied to Leff:
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Leff stated that this was unhelpful and told to contact customer service:
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To which Leff (2019) states was not the most helpful of responses as he is yet to receive correspondence from an email, he sent to customer service in 2018. The frustration lays with the Marriott website and when is does not work, when credits do not post, when the wrong points do or do not post or when elected hotels do not follow program rules. Leff (2019) suggests that to fix these issues, the Marriott needs to: provide more training to hotels; empathies and respond to customer issues; if there is a difficult situation, there needs to be an account specialist guests can be referred to with a timed response to which is met with a reasonable follow-up; and also, whenever a hotel fails to deliver promised benefits, an apology should be given along with crediting the guest member with bonus points. 
Looking back at the year though, during the pandemic crisis, the Marriott has acted swiftly to deal with covid-19. They have made changes and operating protocols by making cleanliness standards of utmost importance. As of February 2021, 6% of about 7,600 properties were closed in comparison with 25% closed in April 2020. There have been different recovery paths in different parts of the world. What is happening currently in China compared to Europe is very different. China has seen a significant increase in occupancy levels. Since the pandemic began, the Marriott has introduced new standards of cleaning using technologies such as electrostatic sprayers using hospital grade disinfectant for sanitization. There has been a new, more flexible cancellation policy introduced. The Marriott has also, despite the pandemic, noted the racism that had occurred in the United States and the effect it has had on the rest of the world. The Marriott has had a diversity, equality, and inclusion program in place for more than 30 years and were recognized as the number one company for diversity and inclusion on the 2020 DiversityInc Top 50 Companies for Diversity list. The Marriott with its Diversity Ownership Initiative introduces its businesses to people of color, women, veterans, individuals with disabilities and people of whom identify as LGBTQ. The Marriott has stated that they have confidence and optimism that as containment measures continue and more vaccines are given, global recovery will happen sooner rather than later (Marriott International, 2021).  

Findings and results 

The findings of this report are that the results (primarily due to covid-19) declined by 46.3% worldwide. During the first quarter of 2021 there was a reported loss of $11 million in comparison to the reported net income of $31 million in 2020’s first quarter. Tony Capuano, the Chief Executive Officer stated that “We were pleased to see demand improve meaningfully during the first quarter. We are welcoming more and more guests to our hotels as consumers are travelling again once they feel it is safe. While recovery trajectories vary from region to region, the resiliency of demand has been most keenly demonstrated in mainland China, where occupancy is near the pre-pandemic level. Occupancy reached 66 percent in mainland China in March, nearly the same as in March 2019, on strong demand from both leisure and business travellers.” (Cision, 2021). 
The Marriott has taken the challenges faced by COVID-19 and converted them into opportunities. In terms of the food and beverage department, they have implemented a number of things. ‘The Race to Stop Waste’ – insiders of the industry have said that there has been an increase in delivery and takeaway options thus there has also been an increase in the use of paper and single use plastics. During the current situation, the threat of climate change has been taken over by the trend of personal and family health being prioritised. However, several Marriott chefs such as Jakub Mares are taking the opportunity to use sustainable and biodegradable containers where possible. Food and Beverage (F&B) industry providers such as the Marriott must consider their impact on the environment. According to the Independent (2019), Marriott has planned to stop using ‘single-use toiletries from its guestrooms to stop the use of plastic amenities. Another change noted by eHotelier (2020) is the ‘If You Care, Don’t Share’ – it is predicted that 50% of communal dining will be limited for a long time to come. ‘Grounded Globally: What’s Eating the Food Supply Chain’ – with continued restrictions with transpor5t and quarantines, it is reported that farmers may face problems selling their produce. Some chefs such as Jed Gerrard oof the Hearth at the Ritz-Carlton suggest that it should be looked at to grow their own produce on their rooftops or own backyards where possible. QR code menus have also been introduced for contactless ordering of F&B and payment. It has been found that operating in this way has been beneficial to the Marriott’s as it is a way of collecting data in order to influence operational and business decisions (eHotelier, 2020). 
The pandemic has hit a lot of businesses hard. Jessica Lee, Marriott’s vice president of performance and brand talent advisory has recently stated along with the American Hotel and Lodging Association that the industry is estimated to lose 475,000 hotel employees by the end of 2021. The Marriott has also lost its president and CEO, Arne Sorensen in February. Jessica Lee, at a HR virtual conference gave four approaches that would, in hope, ensure that her team is “not just surviving, but thriving” (Shumway, 2021:1). The first approach is to ‘be clear when you know what’s happening – and when you don’t’ – it has been hard for executives to adjust to the pandemic and even harder to deal with the circumstantial economics surrounding the pandemic, i.e., placing the majority of staff members on furlough. When the Marriott approached employees with the truth about what they knew and what they did not know, for example, the duration of the furlough scheme. The Marriott leaders were found to be humane about delivering messages to staff as opposed to being robots. Making the transition from staff to technology apps have been addressed and Lee attempted to try and find out how staff felt about these problems they faced such as the uncertainty of retaining their job. Lee has also advised Marriott leaders to ‘stay close to the action’ – even though executives worked remotely, HR, according to Lee (2021) become removed from the customer or company and that left the hotel staff behind to deal with new problems they were facing in the ‘battleground’. It was the staff that had to adjust to the new customer service situation. It has been found that efforts have been made to analyse body language with colleagues now that masks hide their employees smiles that eases customer service interactions. Lee has also advised Marriott leaders to focus on the things they can control. One of these things has been what happened in regard to the death of George Floyd. Lee tried to offer a small act by addressing racial equity (Shumway, 2021). 
According to Gibbons (2020), 85% of employees at Marriot International state that it is a great place to work and is always voted as one of the world’s best employers. The average percentage of satisfied workers for companies in America is 59%. This is proved by the fact that Sorenson did not take a salary for the year when the pandemic began. The other executives also halved their own pay to help their employees. There has been big competition from Wyndham and Hilton, but the Marriott’s actions towards taking care of their employees (which would then, in turn, take care of their customers) has been second to none. Research by Gallup (2020) on re-engineering performance management has shown that when employees believe their managers have their best interest at heart, they are more inclined to accept constructive criticism, compliments and will adjust their faults (Gallup, 2020). 

Action plan 

	Problem
	Solution
	Desired Outcome
	Timescale
	Date of Completion
	Estimated Budget

	Unproductive leadership style of mid-level and lower-level managers
	Provide strong guidelines and rules for new staff.
Recently joined leaders should be verified by the associates of higher-level committees.

	Process of hiring management positions will improve.
Newly hired leaders will know what leadership style is needed to satisfy employees.
	3 Months
	1/10/2021
	£20,000

	Ineffective Communication with employees of different background/culture
	Marriott needs to create diversity by selecting leaders in the Marriott hotels from different nationalities, race, sex, sexual orientation. 
	Eliminate organisational racism 
More Inclusive
More Diverse
	3 Months
	1/10/2021
	£10,000

	Poor Customer Service 
	Have a systematic investment in processes, procedures, and staff training 
	Members feel valued
Members are given correct information
	3 Months
	1/10/2021
	£25,000

	Getting through to customer service
	Invest more in call centres to deal with calls and online issues
	Reduces frustration amongst guests
Keeps loyal customers
	3 Months
	1/10/2021
	£30,000

	Marriott website/app
	Update and investigate how to improve and if it cannot be improved, honour rates even if displayed by error
	Will help to keep up with technology and the times during the pandemic where most things are done online now
	6 Months
	1/1/2022
	£30,000



Recommendations 	

It is recommended that the Marriott focus on the operational management at its hotels. There will need to be new strategies that are able to be worked alongside any out-of-control external factors such as lockdowns. The selective employment of leaders will improve staff and recruitment which will abide by human rights laws (in regard to racism, for example). There will need to be a significant amount of investment in training of employees, but this training needs to be ongoing so that it is always fresh in the employees’ minds. This will result in more skilled and diligent staff when dealing with guests and any problems with technology. The Marriott website and app has very bad reviews so it would be both beneficial to the Marriott and guests to largely invest and focus on this issue, so all parties are happy. Also, with the matter of cybercrime, more measures need to be taken to ensure that there are no more data leaks of both guests and the hotels. This will also ensure that guests are satisfied and keep being loyal customers. It is clear that some Marriot properties are not happy to merge as there has been problems with withholding elite benefits and withholding platinum suite upgrades. This could devalue the brand. Training needs to be given constantly to all employees to ensure the best customer service is given. In some hotels there are unproductive leadership style of mid-level and lower-level managers. They need to provide strong guidelines and rules for new staff. Recently joined leaders should be verified by the associates of higher-level committees. There could also be a reward system for employees such as discount for good performance.


Conclusion

To conclude this consultancy report, many variables have been identified both on what the Marriott is doing well on, and what needs improving. If the aforementioned issues are addressed, then the operation and function of Marriott International should continue to run smoothly during these difficult times. Perhaps it has been a good time to reflect on issues that would not have seemed that important if the global pandemic had not had arisen. Particularly the website and app problems where human contact and social distance regulations have been in place. The Marriott has seemed to have taken the challenges faced by COVID-19 and converted them into opportunities. With proper and thorough training, guest satisfaction can only improve. There are technological problems with hackers across the globe stealing private information and this has been in the media, however, the Marriott has been found to have dealt with this issue in a more sufficient way than other competitors. There are some issues with poor customer service, but this can easily be rectified. If there is a significant investment in processes, procedures and staff training, guests will then feel valued after given the correct information such as being upgraded to suites. It seems to be the case that a lot of unhappy guests cannot get through to anyone for help over both the telephone and by email. As recommended, if the right places are invested in, and the recommendations are successfully implemented in a timely manner, then once lockdown measures are eased and things go back to a relative normality, the Marriott will continue to grow and become even more successful with delivering successful customer satisfaction.
May I take this opportunity to thank the Marriott International for choosing our business to assist you. Will look forward to seeing your progress…
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Replying to @garyleff

We do suggest checking the Terms and Conditions of the

Enhanced room upgrade for Platinum members It can be
found under 4.3.c. here: marriott.com/loyalty/terms/...

We are also always here to help should our members
need assistance.
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Replying to @MBonvoyAssist

But how does that help when a hotel declares they will not
FOLLOW the terms?

@ Marriott Bonvoy Assist &

@MBonvoyAssist

Then we would definitely recommend those members
connect with our customer service team so we can follow
up on these situations internally. We do want our
members to enjoy the benefits they have worked so hard

to earn with us whenever they can.
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