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[bookmark: _Toc214291798]SECTION 1: Strategic Service Vision. 
[bookmark: _Toc214291799](A) Introduction 
Marriott Hotels is a multinational hospitality company with a high quality of services and standardized experience of guests in over 8,500 hotels worldwide. A strategic service vision outlines the way the organisation provides service to the customers and the employees to help in shaping all the service activities (Vorobel and Piasetska, 2025).
[bookmark: _Toc214291800] (B) Identify the Organisation’s Target Market
Marriott caters to business travellers, luxury visitors, family tourists and long stay clients with corporations. The characteristics are reliability, comfort, personalisation, quick service, and digital convenience, which these customers demand. In particular, business travellers are concerned with speed, availability of workplace, and loyalty programme, whereas families are interested in safety, large room, and recreational facilities. These demands influence the general service strategy of Marriott.
[bookmark: _Toc214291801](C) Customer Vision of the service. 
Marriot service commitment is based on the premise of putting people first, worldwide quality assurance, comfort, safety, and personalisation. SERVQUAL model enables the company to mitigate service gaps by emphasizing on reliability, responsiveness, assurance, empathy, and tangible aspects (Vorobel and Piasetska, 2025). Mobile check-in, personalised stay preferences and upgrades based on loyalty prove to be the real-world applications of the vision to guest experience. Service vision helps Marriott make decisions regarding amenities, the use of technology, and design, which also provides the company with predictable but memorable customer experiences in any of the properties.
[bookmark: _Toc214291802](C) Service Vision to Employees. 
The Service-Profit Chain theory, which is based on relationships between the employee satisfaction and the customer loyalty, reveals that Marriott treats employees as internal customers. The culture of the company confronts the recruitment of attitude, comprehensive training schemes such as the Global Voyage offered by Marriott and the empowerment to make service decisions in real time. The motivation theory developed by Herzberg is implemented by use of recognition, career advancement and effective organisational support. The vision and commitment of Marriott drive interaction and loyalty as the company has been ranked several times as one of the best companies to work. Employees who are satisfied deliver better quality service, which affects the competitive positioning of Marriott.
[bookmark: _Toc214291803](D) Investment of Strategic Service Vision to Performance. 
The solid service vision provides Marriott with strategic guidance and clarity of operations. It maintains a uniformity in all the international locations, which improves the quality of service and customer confidence (Feng, 2022). With the Service-Profit Chain, Marriott can position the engagement of employees with the high-quality guest performance and enhance their loyalty and repeat business. The vision serves the long-term differentiation of innovation, including contactless technology, flexible spaces, sustainability initiatives. Also, the Kano Model assists Marriott to strike a balance among the basic expectations (clean rooms), factors of performance (fast check-in) and excitement factors (personalisation). The alignment enhances brand identity, efficiency and sustainable competitive advantage.
[bookmark: _Toc214291804] (E) Critical Evaluation
As much as consistency and customer loyalty among the markets is enhanced by strategic service vision of the Marriott group, it can also impair the ability of markets to be differentiated culturally. The creativity and local responsiveness can be diminished with the help of heavy use of standardisation and alignment of the employees. Moreover, training and empowerment systems are expensive and imbalanced across the globe, which introduces inconsistency in services even though Marriott invests in consistent quality.
[bookmark: _Toc214291805]SECTION 2: Competitive Advantage and Strategy of Operation. 
[bookmark: _Toc214291806](A) Operations Strategy Introduction. 
The operations strategy influences the way that Marriott controls quality, speed, flexibility and cost to provide a global uniform service (Jeganathan et al., 2022). These strategic business priorities directly lend to competitive advantage due to enhanced efficiency, guest experience and brand differentiation.
[bookmark: _Toc214291807](B) Quality Management Strategy. 
Marriott is very concerned with quality and it applies the Total Quality management (TQM) and SERVQUAL model to reduce service failures. Indeed, as an illustration, the Marriott system known as Guest Voice gathers real-time feedback on its portfolio in the global context, allowing the company to take corrective measure quickly. Reliability is guaranteed by quality audits, standard operating procedures (SOPs) and brand consistency checks. Such devotion creates a feeling of trust, a high review rating, and loyalty. Nevertheless, intense standardisation apparently limits customisation to local culture, which has been criticised by critics. This notwithstanding, consistency in quality has been among the most important competitive advantages of Marriott.
[bookmark: _Toc214291808](C) Service Efficiency and speed. 
Technology provides speed on operations. Check-in, room keyless entry, and chatbots are powered by AI and thus save time and become more responsive. Marriott uses the Lean concept to remove waste in the operations, including needless front-desk operations. Swift service boosts the contentment of the guest and functional throughput. One of the challenges that might be encountered is dependence on technology which will diminish human touch to older guests or less technologically inclined visitors. However, speed is a major competitive advantage to time-bound customers such as business travellers.
[bookmark: _Toc214291809](D) Portability and Individualisation. 
The strategy of flexibility recommended by Marriott is the orientation on the adjustment of the offerings to the needs of various customers. The branding portfolio of Courtyard to Ritz-Carlton represents high strategic flexibility with the support of the Resource-Based View (RBV) that focuses on using the varied service capabilities. Value is added through flexible booking policies, customisation of rooms according to the desired options, and loyalty based customisation. Marriott also caters to the market changes, including the provision of hybrid workspaces (Work Anywhere packages). Despite the complexity of operations created by flexibility it enhances the attractiveness of Marriott to many customer segments which enhances global competitiveness (Alam, 2024).
[bookmark: _Toc214291810](E) Cost Efficiency Strategy 
Marriott is cost-effective due to economies of scale, outsourcing and franchise, which minimizes the amount of money spent in capital expenditure (Al Saba et al., 2023). There is also automation, energy-efficient systems, and optimised staffing, which also reduce the operating costs. The cost-leadership logic created by Porter holds that by keeping costs down, it is possible to price based on value and not compromise quality. Nevertheless, over-cost-cutting carries with it a threat of a decrease in the level of warmth in service or maintenance. All in all, the balanced cost approach benefits the Marriot brand by ensuring financial stability in the long run and competitiveness.
[bookmark: _Toc214291811](F) Critical Evaluation
The operations strategy at Marriott is a mixture of quality, speed, flexibility and cost efficiency, but it is difficult to balance these priorities (Radjawane et al., 2022). Speed is sometimes a result of technology, decreasing personal interaction and flexibility adds complexity to operations. Cost controls are risky of pushing the service to the limit. With all these tensions, the integrated strategy in Marriott is still effective in maintaining competitive advantage in various markets.
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