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[bookmark: _Toc92899676]Introduction
Marketing activities are becoming more competitive in recent years as more competitors are coming into the business and customer expectations are becoming different. That is why different organizations take different marketing strategies to make fulfill customer expectations and achieve business objectives. Most organizations emphasize effective communications with the customers to ensure better customer relationships (Sota et al, 2020). They also try to ensure a better quality of products and services for giving better customer experiences. Different theories and models are also helping the firms in taking different marketing strategies and managing better customer experiences by fulfilling their expectations. 
[bookmark: _GoBack]This report aims to appraise how Crown Plaza, a famous hotel chain working in the UK, is taking innovative marketing strategies to increase its brand awareness and manage its customer journey to ensure current and future stakeholders’ expectations are fulfilled. Different strategies taken by this firm will be analyzed here to show how it is managing customer excitations and achieving business goals. The communication process of Crown Plaza with its customers will be addressed first. Shannon Communication Model will be used as the guide for the organization for its communication process to manage the customer relationship. Then, a customer journey mapping will be created where different activities of customers and their interactions with the service provider will be addressed. Different customer touch points in every stage customer journey will also be described where it will be shown how customers interact with the organization in different stages for taking services. Customer relationship management (CRM) of the organization will also be addressed. Finally, Total Quality Management (TQM) will be used as a quality management tool of the organization for ensuring customer satisfaction. 


[bookmark: _Toc92899677]Company background: Crown Plaza 
Crown Plaza is a British multinational hotel chain working in the UK as well as different countries in the world. The organization started its journey as the upscale version of Holiday Inn in the 1980s and since the 1990s the hotel has been working as an of a brand of Intercontinental Hotel Group when it bought the ownership of Holiday Inn. It is now one of the largest multinational hotel chains having activities in more than four hundred locations around the world with having 120 hundred bedrooms for sale. The organization could make a total revenue of 2.394 billion UDS in the year 2020. However, it is seen that the revenue of Holiday Inn in 2020 was 42% less than what it could generate in 2019 that was the effect of Covid-19 when the movement of people was almost stopped around the world (Sota et al, 2020). The marketing department of Crown Plaza managed by its head takes different marketing strategies achieving organizational goals through ensuring customer satisfaction and customer relationship management. The organization always seeks those strategies that will give it a competitive edge in the market. It has also more than 100 hundred workers who are performing their duties for achieving its goals and objectives. The organization always trains its employees so that they work efficiently for achieving its goals and objectives. It also follows different models and theories of marketing and communication for getting better guidelines about customer relationships and business success. 


[bookmark: _Toc92899678]Communication with customers 
Every business organization needs to communicate with its customers to give services and other purposes. The effective communication process can also help in managing the better relationship with the customers which lead to customer retention through gaining more customer loyalty. However, a proper communication process between the organization and its customer needs to follow a complete structure of communication (Guffey and Loewy, 2021). There are different communication models which can be used by organizations to achieve their marketing purposes by communicating with their customers (Gursoy, 2018). Crown Plazza uses Shannon and Wever communication Model for communicating with customers for different marketing activities. 
Shannon and Wever communication Model
Shannon and Wever communication model represents a structured and two-way communication process between sender and receiver. Sender, encoder, decoder, receiver, feedback, channel and noise are the main elements of this communication process (Bolten, 2020). Crown Plaza also follows this communication process while communicating with the customers for different purposes. Different communication models can ensure more efficiency in managing customer relationships by listening to the customers and their thoughts with proper care. The communication process of Crown Plaza according to this model is following. 
[image: ]
Figure: Shannon and Wever communication Model (Gursoy, 2018)
Sending: Crown Plaza works as the sender while sending the messages to the customers. Different information about its services is sent to the customers so that they can know about the organization and its services. The main purpose of sending messages is to make the messages and information reach the specific receiver (Bolten, 2020). The organization works as the sender for communicating with its customers and other third parties. 
Encoding: Encoding is important for making the messages able to be sent to the receiver. Some messages cannot be sent without encoding. For example, the computer uses binary language and our languages are not understandable to the computer (Guffey and Loewy, 2021). That is why it encodes our written words to machine language to make that suitable for sending. When the organization uses different electronic mediums for sending messages encoding become more important that is done automatically. 
Decoding: Decoding is used to make the received data understandable to the receivers. In electronic communication, the computer sends encoded data that can not be understood by the receivers. That is why the computer decoded that same data to make it readable to receivers. In manual language sometimes an organization can use translator when communicating with others having a different language that is unknown (Bolten, 2020). Encoder and decoder depend on the channel of communication during the communication process. Crown Plaza uses different channels of communication like social media and email. The written words, pictures and videos will be encoded by using binary digits and that will be visible to the receiver by decoding in the same way. 
Receiving: Customers work as the receiver as they are the stakeholders who need information about the services they will buy. However, customers can also work as the sender and the organization as the receiver when the customers ask different questions and want to know about its products and services (Frye et al, 2020). The receiver always accepts the decoded messages for perfect understanding.
Feedback: Feedback is also a response or reaction from the receiver where the receiver let the sender know what he understood or received. The receiver works as the sender during the time of feedback and the sender can work as the receiver as well by receiving feedbacks (Tripathy, 2018). The customers of Crown Plaza sometimes give feedback to it about their experiences after taking services from the hotel. The feedback can be both positive and negative based on their experiences while taking services.
Channel: The main purpose of this communication is to make others about different information by passing them through a suitable medium. That is why channel and information to be sent through the channel are more important here to make the communication effective and fruitful. However, there may be face to face oral communication process between the organization and its guests when the guests will stay at the hotel when they will use their common language for communicating (Marsen, 2020). Telephone or mobile can also be used as a channel for distance oral communication. Social media is now the most popular communication channel that is also used by Crown Plaza for different communication purposes. 
Noise: Noise of communication refers to the influencers or factors can create impediments and complexities in the communication process. There are different types of noises that can be occurred during the communication of Crown Plaza with its customers and different other parties (Tripathy, 2018). Physical noise can occur while communicating with the customers face to face where language and different other objects can work as barriers. There may also be technical noise while communicating through different electronic mediums.  
[bookmark: _Toc92899679]Customer journey mapping and customer touch points
Customer journey mapping is the visual presentation of the customer experiences while taking any service from the organization and interacting with specific brands that include every stage of their interactions. There are different stages of customer interactions in their journey of experiences such as awareness, consideration, purchase, service, loyalty and advocacy (Khatri, 2019). These stages refer to different activities and interactions of the customers to take services from any service provider. Each stage of the customer experience journey has separate activities that can promote the customers to proceed to the next stage and complete the customer experience journey. Customer touch points are the interaction or contact points of the customers with the service provider while taking services. There are different touch points in every stage of customer journey mapping. The first two customer journeys do not usually give the customer any direct interaction with the service provided. They mainly start direct interaction from the purchase stage. All the interactions of the customers in every stage determine the proceed of the next stage and also influence the customer experiences (Marsen, 2020). That is why customer touch points should be smoother and favorable for the customers. Crown Plaza always tries to provide some touch points for the customers so that they can easily recognize and give positive feedback after completing their experience journey. The customer journey mapping and different touch points of customers of Crown Plaza are following.
[image: ]
Figure: Customer journey mapping and touch points (Khatri, 2019)
Awareness: Awareness is the first stage of customer journey mapping when the customers know about the brand for the first time. Customers can know about Crown Plaza in different ways which can be used as their first touch points. Social media ads, search, direct mails, TV and radio ads and word of mouth recommendations can be touch points here by which the customers will be aware of the brand (Kotler et al, 2018). It is noted that there may not be any direct interaction of the customers with Crown Plaza in that stage except direct mail. However, the development of virtual media becomes easier for organizations to create awareness about the organizations. The customers can now watch videos of the properties on different social media platforms that can give them more thoughts about the services.
Consideration: The customers will consider different issues in this stage for deciding whether they will purchase service. They will consider the brand and justify its reliability through different mediums in the consideration stage. This stage will also not allow the customers any direct interaction with Crown Plaza (Gursoy, 2018). However, the main touch points of the potential customers will be different vlogs, reviews on online platforms like Facebook, YouTube, Twitter, TripAdvisor, Google and many more, videos and media which will help the customers make decisions about the brand whether they will take that service. Word of mouth recommendations will help in this case to decide on services they will purchase.

Purchase: The customers have already decided in the previous stage of their experience journey that they will take services from Crown Plaza. Now they will purchase the service of the organization. This stage will allow the customers to directly interact with the customers for the first time. They will book the rooms and go for reservations for roods and other services. Different touch points will be used for taking services from Crown Plaza such as website and booking agencies (Kotler et al, 2018). Crown Plaza has a website for confirming the booking for its customers. They can also book the rooms through different booking agencies. However, some walking guests can also directly interact with the hotel without booking and taking services. 
Service: The customer will take the services from Crown Plaza at this stage. The first direct touch points between the customers and service providers happen in this stage. The purchase and service stage will be done by the walking guests of the hotel at the same stage. The guests will come to the hotel and take information about the rooms and other services from the front office of the hotel at the first interaction (Ņikadimovs, 2019). They will also interact with room service staff from the housekeeping department and also staff in the restaurant for taking food services. These direct interactions with the hotel employees will be the touch points of customers in this stage. 
Loyalty: the customers will show their loyalty in this stage by being satisfied with the services from the hotel. Their satisfaction can be presented through different touch points. They may participate in different surveys of the organization that can also be through email or social media. This stage determines the next customer journey that totally depends on the satisfaction of the customers (Porcu et al, 2019). That is service quality and other employee behaviors with the customers are important in this stage. The front office of Crown Plaza needs to be more proactive to make this stage more effective and fruitful as it will also help in retaining the customers through getting more loyalty. 
Advocacy: The final stage of the customer experience journey is advocacy where the customers share their experiences in different media that will help the organizations get more customers. Customers can use different review platforms and also give word-of-mouth recommendations to potential customers about the brand based on their experiences. The main purpose of customer advocacy is to make the customers happy so that it can help in repeat buying and attract customers through positive recommendations from the existing customers (Ņikadimovs, 2019). Crown Plaza always tries to fulfill all the needs and expectations of its guests so that it can get better feedback and reviews from the customers.
[bookmark: _Toc92899680]Customer relationship management (CRM)
Customer relationship management is a tool or software that is used to manage a better relationship with the customers by meeting their expectations. This tool is used for more accuracy in services so that the highest level of customer service can be ensured. The organization needs to focus on a clear mission of customer service before starting this tool (Kandampully and Solnet, 2019). All the activities and initiatives of CRM are taken according to that mission. The employees should also be trained properly so that they can be more efficient in using CRM tools. Different teamwork and workshop sessions can also be arranged for making the employees properly know about this customer relationship management tool. The goals and objectives of the organization of getting more business successes and positive responses from the customers should be the main focus of the CRM tool. The customer relationship management process also has a feedback team that gives all feedbacks on all types of activities and performances of the employees based on that tool. This feedback can help the employees operating CRM rectify their mistakes and improve performance to achieve organizational goals. Crown Plaza also uses the CRM tool for leading its sales and marketing activities so that customer relationships can be managed properly. It has proper planning about CRM activities that are led by its marketing team (Kotler et al, 2018). The marketing team of Crown Plaza managing the CRM tool justifies all the needs of the customers. Then, they design the customer services according to the expectations of the customers and company policies. There is also a feedback team of the organization that analyses the feedback from the guest who has also ready taken services from the hotel. They also access the customer data and compare their expectations with the current industry trends. They also recommend for proper actions to be taken to meet the needs and expectations of the customers. The CRM of Crown Plaza also leads marketing, human resource, workflow and project management automation. It leads these activities with proper accuracy and development where the ultimate goal is to achieve customer expectations to build a better relationship with them (Ņikadimovs, 2019). This automation helps the organization to get more accuracy within the organization. Crown Plaza also works under specific projects to achieve its specific goals and objectives. The organization tries to ensure innovation in its activities and CRM tools help it serve this purpose by ensuring more accuracy.
[bookmark: _Toc92899681]Total quality management (TQM)
Total quality management (TQM) is a continuous process of identifying errors and improving qualities products and services. TQM model is more popular in the hospitality industry as the intangible nature of service makes it more difficult to measure quality (Rhou and Singal, 2020). TQM in that case helps in measuring the service quality based on some set standards and also helps in improving quality that is also based on some set millstones. This model has some specific principles that help in achieving the goals of this quality management tool. 
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Figure: Components of total quality management (Rhou and Singal, 2020)
Crown Plaza always follows the core components of TQM while applying this tool for its quality management process. It focuses on customers while designing service quality where the needs and expectations of the customers are considered properly. The reviews of the customers based on their experiences are also given priority while modifying or developing any existing services (Law et al, 2018). The organization takes information about customer expectations from its CRM tool and designs its service quality according to the demands and expectations of the customers. It also tries to involve the employees in all the activities and also the decision-making process. Teamwork is also arranged for ensuring employee involvement in all the activities. Staff engagement always helps organizations get a positive impression from the employees. That is why Crown Plaza always gets the benefits of better employee motivations. The whole quality management activities of Crown Plaza are done under a process where it integrated all the activities under a specific system. It tries to integrate all the activities of quality management into a single system so that the actual mission of TQM is visible to all. It also takes a systematic and strategic approach for doing all the quality management activities where the performances of the employees are measured under this system. The decisions are also based on facts and findings (Porcu et al, 2019). That is why this approach helps the organization find the actual facts and defects in service quality and let it take decisions based on these facts. The organization also has a fact-finding or feedback team that always tries to find out the performance gaps and give feedbacks for rectifications. It can also help the decision-makers in knowing actual facts and what should be changed or modified from previous decisions. Crown Plaza also ensures efficient communication among the employees that also leads to better employee relations and more productivity from the staff. Effective communication with more employee engagement creates a better working environment for the employees. It can also promote better employee relations (Kandampully and Solnet, 2019). As a result, an organization can also get facilities of low employee turnover rate which can lead to lower operational costs from the employee development process. Finally, it ensures continuous improvement where the organization runs this process continuously that is the main purpose of the TQM approach. Continuous improvement helps in reducing the mistakes from previous activities and doing better in step by step.


[bookmark: _Toc92899682]Conclusion and recommendations
The role of the marketing department in any business firm is to manage better customer relations, increase sales and maintain a better brand image in the market. Different marketing strategies taken by the marketing department of any organization can be influenced by different internal and external factors of that organization. That is why the decision-makers need to take different approaches and use different marketing tools to achieve organizational goals and objectives through marketing activities (Shabani et al, 2018). The communication process should be more effective where the customers should be given proper care. The proper response to any query and review will make the customers and other parties clear about the actual issues. Different communication models can be followed for making the communication process smoother and achieve its objectives perfectly. The organization should also make the customer journey smoother and ensure better customer experiences. Purchase, service and post-purchase services should be more effective and careful so that customers can be made happy. This experience from the customers will help in gaining positive feedbacks in the loyalty and advocacy stage of customer experience mapping. It can create some special touch points for making better experiences for the customers and attracting more customers (Law et al, 2018). For example, videos of different properties and procedures of services can be promoted through social media and another popular online platform. It will help the potential customers in decision making about the services and its brand. As a result, more customers can be attracted by this process. The customer relationship management tool should also be managed with proper plan and accuracy so that it can help in achieving the purpose of its marketing activities. The employees should also be given proper training about using this tool efficiently. Finally, a total quality management tool should be used with more accuracy. The involvement of employees and their motivations should be ensured in every stage of TQM activities so that better productivity can be expected from the staff. The organization can set milestones of quality management in this case and work accordingly to achieve milestones of service quality improvements. Employees should be involved in all types of important activities for their better understanding. Employee engagement will also help in bringing more employee motivation that will lead to better performance from the staff. 
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