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In no more than 1000 words each, and using 3-5 references: 

1- Strategic Service Vision:
· Choose one hospitality organization.
· Apply the idea of a strategic service vision to both customers and employees.
· Explain how this vision helps the company perform better and achieve its goals.

2- Operations Strategy and Competitive Advantage:
· Choose one hospitality organization.
· Research its operations strategy (how it manages quality, speed, flexibility, cost, etc.).
· Discuss how each of these areas gives the company a competitive advantage over others.














Strategic Service Vision – Marriott International

A strategic service vision delineates a hospitality organization's intended customer service approach and the role of employees in consistently delivering that service. Marriott International exemplifies how a well-articulated service vision can direct organizational conduct, improve customer experiences, and foster enduring business prosperity. Marriott's core philosophy is predicated on the conviction that outstanding service originates from empowered and content employees, a concept encapsulated in the enduring tenet: “Take care of associates, and they will take care of customers” (Marriott, 2020). This vision informs the company's culture, operational procedures, and overarching service strategy. For its clientele, Marriott's strategic service vision prioritizes personalization, dependability, and comfort. Marriott, encompassing over thirty brands spanning luxury, premium, lifestyle, and budget segments, seeks to provide experiences that are both uniform and distinct, catering to individual guest inclinations. The corporation employs technological advancements, including mobile check-in, digital keys, and tailored loyalty program suggestions, to improve convenience and facilitate fluid interactions (Tsaur, 2011). These strategies are congruent with the service vision, ensuring that customers perceive themselves as acknowledged, esteemed, and emotionally connected to the brand. Research indicates that this personalized and consistent service significantly influences customer satisfaction, trust, and enduring loyalty, all of which are critical for achieving competitive advantage within the hospitality sector (Aksoy et al., 2013). Regarding its employees, Marriott's vision emphasizes empowerment, training, and the cultivation of a robust internal culture. Associates, as Marriott employees are designated, are considered fundamental to achieving service excellence. Marriott allocates substantial resources to staff development, recognition initiatives, and leadership opportunities, thereby fostering a workplace where employees perceive themselves as both motivated and appreciated. This approach is consistent with the Service-Profit Chain model, which posits a direct relationship between internal service quality, employee satisfaction, customer satisfaction, and overall organizational performance (Heskett et al., 1994). By providing continuous training and cultivating a supportive organizational culture, Marriott empowers its employees with the necessary skills, self-assurance, and autonomy to surpass guest expectations. Research indicates that elevated employee engagement within the hospitality sector correlates with enhanced service interactions, more robust customer relationships, and decreased employee turnover (Kusluvan et al., 2010).


How the Vision Improves Performance 

1. Stronger Customer Loyalty A clear service vision leads to dependable and top-notch service, fostering customer trust and emotional connections. When customers know what to expect, no matter where they are, they see the brand as dependable, making them more likely to return (Aksoy et al., 2013). 
2. Higher Employee Engagement → Better Service Quality Employees who feel appreciated and respected are more likely to go above and beyond, communicate well with guests, and tackle issues proactively (Kusluvan et al., 2010). This, in turn, boosts guest satisfaction and the reliability of the service. 
3. Operational Alignment and Brand Consistency 
 A strategic vision serves as a guiding structure, informing decisions related to standards, training, technology integration, and service design, thereby fostering operational consistency throughout Marriott's global portfolio (O’Neill & Mattila, 2010). 
4. Competitive Advantage Marriott's robust service vision distinguishes the company within a fiercely competitive environment. In a market where hotels frequently provide comparable amenities, exceptional service design emerges as the primary factor for differentiation (Zeithaml et al., 2018). 
5. Sustained Expansion and Profitability The vision contributes to Marriott's ability to sustain superior RevPAR (Revenue per Available Room), as contented guests are inclined to pay elevated prices for what they perceive as enhanced value. Furthermore, reduced employee turnover contributes to lower operational expenses, thereby supporting Marriott's long-term profitability (Heskett et al., 1994).

Operations Strategy & Competitive Advantage – Marriott International

Operations strategy plays a central role in shaping how hospitality organizations deliver value, achieve efficiency, and sustain competitive advantage. Marriott International, one of the world’s largest hotel groups, has developed a comprehensive operations strategy built on managing quality, speed, flexibility, and cost effectiveness. These operational priorities help Marriott differentiate itself in a competitive global market while maintaining consistent performance across thousands of properties. A core element of Marriott’s operations strategy is its strong emphasis on service quality. Quality is essential in hospitality because it directly influences customer satisfaction, willingness to return, and brand loyalty. Marriott implements rigorous service standards, continuous employee training, and regular performance audits to ensure that service delivery remains consistent across its global portfolio (O’Neill & Mattila, 2010). The company integrates guest feedback systems, loyalty-program analytics, and digital service-monitoring tools to identify service gaps and make timely improvements. High service quality allows Marriott to distinguish itself within competitive markets, thereby enabling the company to charge higher prices and cultivate robust guest loyalty (Zeithaml et al., 2018). Furthermore, speed and responsiveness are critical elements of Marriott's operational strategy. Contemporary guests anticipate efficient, seamless experiences, especially concerning check-in procedures, service requests, and the resolution of issues. Marriott meets these expectations through innovations like mobile check-in, digital room keys, and app-based service communications, which empower guests to make requests in real time (Aksoy et al., 2013). These technological advancements streamline operational processes, minimize waiting periods, and ensure that staff can promptly address guest requirements. Consequently, swift, dependable service enhances guest satisfaction and diminishes the probability of service failures, thus fortifying Marriott's competitive standing. Flexibility constitutes another key aspect of Marriott's strategic approach.  The corporation manages over thirty brands, catering to luxury, premium, lifestyle, extended-stay, and budget-conscious consumers. This multi-brand approach enables Marriott to accommodate diverse customer demographics and adjust to evolving global travel patterns (Tsaur, 2011). Operational adaptability is also demonstrated by Marriott's capacity to customize its services to align with local customs, regional tastes, and prevailing market dynamics, all while upholding global brand consistency. Furthermore, flexible revenue-management systems facilitate dynamic pricing strategies, which are responsive to market demand, thereby enhancing occupancy levels and bolstering financial outcomes. Cost-effectiveness is another key factor in Marriott's sustained competitive advantage. The company employs an asset-light model, wherein the majority of its hotels are managed or franchised, rather than directly owned.  This approach diminishes capital outlays, mitigates financial exposure, and lessens operational demands, thereby facilitating swift expansion (Marriott, 2020). Furthermore, centralized procurement, global supply chains, energy-efficient property designs, and optimized labour scheduling contribute to reduced operational expenditures. Through strategic cost management, Marriott can allocate resources to technology, employee training, and brand innovation, thereby establishing a self-reinforcing cycle that solidifies its competitive edge. In sum, Marriott's operational strategy cultivates a balanced system that simultaneously enhances efficiency and differentiation. Elevated service quality fosters guest trust and loyalty, while speed enhances service experiences; flexibility broadens market reach, and cost efficiency fortifies financial stability. Collectively, these operational proficiencies empower Marriott to sustain global leadership, adapt to evolving market dynamics, and consistently deliver value to guests, employees, and investors.
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