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Introduction 
This is an evaluative report, will focus on assessing the service provided in the Marriott hotel. Including the quality management and how the hotel adapts to changing consumer preference and how these changes impact guest service management. 
Service provided 
They key to great guest service is a strong blue print ,  as well as a  brilliant emotional connection with the guests. By generating additional trust, and making the guest feel valued. This is significant to the sustainability of future relationships and retention (Baradarani, Kilic 2017).
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At the Marriott hotel they provide several services for their guest upon arrival and threw their stay: 
· AIRPORT SHUTTLE
·  BABYSITTING SERVICE
·  DEPARTURE 
· DOCTOR 
· EXTRA BED / CRIB 
· FACSIMILE SERVICE
·  LAUNDRY SERVICE/DRY CLEANING
·  LOST AND FOUND
·  LUGGAGE SERVICE
·  PHARMACY 
· SECURITY TAXI & LIMOUSINE SERVICE 
· TURNDOWN SERVICE
·  WAKE-UP CALL 
 
The service that stood out, was their red coat programme. The member of staff who has this position, is in charge of providing exceptional customer service. By doing this the staff member must always make their presence known to the guest.  By achieving that goal, they stay available to solve any problems and suggest alternatives to previous arrangements. The role also entails that the hotel sets a positive example for the guest relations. Interacting with the guests  can attain positive or negative  feedback on the product quality and service delivery.  But most important the red coat programme, handles guest problems and complaints. For example, if the air con is not working efficiently the maintenance team will fix it straight away and give the guest a complimentary bottle of wine.

Secondly the Marriott has an international loyalty scheme called Marriott Bonvoy, 
They have three loyalty scheme which are:
· Titanium Elite
· Platinum Premier Elite
· Ambassador Elite
Guest or member of the marriots loyalty programme can earn and redeem their points, the more point they can gain the higher they will go in elite. The guest can use their points in 6,700 Marriott hotels, including earning Points for Free Night stays. The guests can also view their Points balance, on their phone app.


Quality management chain 
[image: Image result for ppt Quality management chain in hotel industry]
Service quality management is defined as a discipline which outlines the benefits, outputs and the procedure on how the managers deliver information to the member of staff, so they can meet the purpose.
The quality management has four sectors which are quality development, quality assurance, quality control and repeated development. Within these sectors procedures, implements and methods are in place to ensure that the productions and assistances will meet the guest requirements.
Firstly, quality development research of quality management plan defines, the developments and metrics used. The quality development proposal needs to be approved with relevant participants to ensure that the expectations for quality are properly identified. The processes designated in the quality management plan should follow to the procedures, culture and values of the hotel.
Secondly, quality assurance provides declaration for the hotels schemes, programs and reputation are well managed. It authenticates the service blue prints structure used for the standards and procedures.To ensure that the members of staff have the correct training (knowledge, skills and attitudes). To achieve their service roles and duties in a knowledgeable manner for guest service (Campos, Marodin, 2012). Quality assurance is self-regulating of the procedures and programs to the hotel.
Thirdly, quality control involves testing, inspection (health and safety) and quantity. This authenticates that the service/product meets the standard requirement, as well performing for the right persistence to meet the hotels expectations.
Fourthly, quality control accomplishments regulate whether the approval of the hotel have, or have not, been met. Designed to be effective, stipulations must be strict with outline control. It is possible that, once agreed, the hotel may need to be modified. Frequently this is to accommodate guest preferences, while retaining adequate time and cost limitations. Any consequential alterations to the hotel should be discussed with higher authority.
Finally, repeated development is the general word used by the hotel industry. To designate how information provided by quality assurance and quality control processes is used in the hotel for improvements. In efficiency and effectiveness, a blue print model delivers a framework in contradiction of which frequent development can be introduced and embedded in the hotel. 
How the hotel adapts to changing consumer preferences? 
The adaptions that hotel chains are adapting to their guest preference have many categories depending on the department. It can range from going eco-friendly to catering to gluten free guests and updating technology to meet the customers’ needs that other competitors have not met yet.  
[image: Image result for ppt hotel adapts to changing consumer preferences]In this section I will be focusing on technology, and how it can be personalization to meet the guests needs to make their stay more luxury.  
Firstly, a majority of hotel chains remain not up-to date with their altering customer requirements. In this industry It is crucial to pay attention to the guests, so they their experience will make them want to return. By doing this its demonstrations that diverse needs are met and treat guests individually and equally. For instances, by using the guest’s preference. As well as digital monitoring their behavioral data, from online and mobile communications more effectively. It allows the hotel to get a better understanding of their guest, for the present and future stays. By keeping the staff up to date on the latest software which will be introduced to the hotel, it makes the staffs feel empowered because they are being empowered to be involved in creating the right connections with customers.
The role of technology, has an enormous quantity to show but subsequently the personal touch of the hotel. Guest Power requests in the hotel, can be overwhelming because the customers are the Centre of industry. The hotel needs to stand out from their competitors, to attract and maintain returning customers. For example, having free WIFI all over the hotel, slim televisions in the room and maybe tablets.
 The communication and service available qualities, as well as using advanced analytics the hotel originate their reputation. Overall service is key to identify customer needs, which are tailor to their experience .At the same time treating guests as individual and equally, to maintain their loyalty. Critical improvement and ethical insights are in powerful trust and diversity. Handling issues and requirements maybe a game changer in guest loyalty; if the situation is controlled well then, the guest can feel empowered than they were at first, but if the situation is controlled below expectations then it can quickly make the guest become disconnected. In the hotel industry their service that can deliver this well will stand out.
“The Marriott Hotel have introduced guests with a mobile Key, which they can access using their phone as the key to their room. This requires for guest to download the mobile key app onto their smart phone. Once they have checked in at reception, the guests select their room and will have to follow the guide to activate their phone, as a key to unlock their door. However, the mobile phone will need to contact the key reader on the door to unlock their room”
For this service at the Marriott hotel it has its pros and cons:
	Pros 
	Cons

	Don’t have to carry the key around with you, if you lost they key card you may get charged with a replacement.
	Phone can run out of battery

	Quick and easy to use 
	The app can take up a lot of space on your phone 


 
For the key differences for a hotel is its uniqueness. Being able to solve issues for apathetic customers and empowering flexibility when communicating with the guest. Whereas for fully allied customers it’s all about the hotel’s new modernizations and their product / service range and how they can personalise that to meet the guest’s specific needs.  By Displaying that the returning guests are being rewarded for their loyalty is equally significant.
How changes impact guest service management 
The hotel industry come across new rules, policies, regulations and financial realisms that influence how they operate the hotel. Change is never easy—especially when the guests experience those changes for the first time, their approval with the hotel can be unpredictable (Akbaba, 2006). During the times of change, guest service managers should aim to do research to see what the latest trends are.
[image: Image result for ppt How changes impact guest service management ]When doing research, the hotel needs to look internally.
For example, asking a question “what can be done with the service offered”?
. When the hotel communicates with the staff regularly with, it makes them equipped with the latest software, what guest are staying. There are many barriers for communication in the hotel industry it could be language, body language. However,  as a manager you need to ensure the staff are not over loaded with information or they will get confused.
The Marriott hotel do staff meetings every month in their conference rooms. They also have a policy for staff where the managers door is always open 24/7. Issue emails. Post announcements 
The staff need to be 100% up to date with the new modification to the hotel and understands how those changes will impact the guests. The staff are the bridge between the hotel and the customers, in the hotel industry anything can happen.
 There could be some absent roles and responsibilities, where the employees can hesitate to inform guest of vital information. Sometimes employees can get nervous that they aren’t allowed to discuss certain information, because that may be the responsible of the manager for informing vital updates to the guest. The hotel industry team should be made to feel fully empowered as well as informed, so certain information can get out clearly. For the managers, they need to ensure with staff regularly to ensure they have all the correct information they need to communicate with guest about changes.
Finally, the hotel industry needs to examine their external communication with their guest and how they will introduce the new changes to them. The hotel should have admission to clear, reliable information about changes being made.
There are many ways on how to hotel can communicate with their customers,
 to ensure the information is available:
· Website
· Mobile
· Email
· Onsite elevator
· Flyers
· Posters
Communication is essential to customer service; however, it is often undervalued. Nevertheless, adjustment can impact guests experience, the performance of being considerate, thorough a communication plan has been shown to be an effective tool in the hotel industry of upholding high levels of customer service.

Conclusion 
[bookmark: _GoBack]To summaries my conclusion it has come to my attention that in the hotel industry, one of the modified changes is technology and how it is highly beneficial.Providing the guests with a broader variety of products as listed above. Hotel industry is a never dying trade, it is an emerging hospitality trade which is very unique, which adapt to new changes to meet the customer’s needs. The hotel organization is a broadened spectrum which has many departments which are tailored made service to give the guest not only an experience they will remember but also small gestures to make the guest feel valued, acuminates extensive line of returning customers. The main secret to this success is a strong service model. However, the customers’ demands are becoming more advance which a majority of hotels are struggling to meet due to lack of funding or not having a broad enough mind to update their hotel if they are an independent hospitality industry. Firstly, the quality management chain in the previous period there has been many theories around how quality has been industrialized.
In theory the quality management should understand that their product is the hotel which they are selling to their customers as well as the experience. When advertising the hotel should consider external and internal advertising to reach their customers. The excellent service involves all staff in the hotel industry goal to work with quality which is parts of service. Employee at a hotel should all be the correct training service quality. Hence, the quality management should have an open-door policy to the employee, the guest. (Sandholm, 2000)
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