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 P.1)          INTRODUCTION
This report will be specifically based around the Marriott Hotel International group of companies and some examples of my own real-life experience of being part of the organisation. I have worked in 3 different hotel chains and all equally have a superb brand name and worldwide recognition. I settled on the Marriott Hotels international as I was involved for the longest period within their organisation.
I will be using various CRM Models during my work as part of critical thinking.
The quality processes were critically analysed along with the expectations and perceptions of the customer.
The GAP MODEL and the important 7 P’s were talked about in depth. 
CRM as a subject carried all the way through along with the relevance in the modern day of E-CRM.
I bought up the controversial subject of Cookies and how it has helped many business although there are cases against it because people believe it is like a spying tool.
Fair trade and sustainability were discussed and are the Marriott Hotel using this as a bargaining tool to gain customers or are they genuinely concerned for the welfare of the people who work hard to produce the goods we take for granted. 




P.2)
                HISTORY OF THE MARRIOTT HOTEL
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                                                                                                                                                                                P.4)
                  CRITICAL UNDERSTANDING OF THE
         QUALITY PROCESS AT THE MARRIOTT HOTEL

     The quality processes at service industries is a very important subject because you are dealing with the public directly face to face and not hiding behind a computer screen, so nobody knows who you are, where you are and how you really present yourself. Even though this is a important subject, the quality process in the service industry largely and strangely get left behind.
“It is often the case that the term service quality by itself is loosely defined, since often customers may extract the very definition of it by comparing a product or service they received, in relation to similar, competing ones”. (Takeuchi & Quelch, 1983)
Customer satisfaction is key for any hotel business and anything negative can have a disastrous effect not just on one hotel, but the whole group of hotel belonging to the same company. Food poisoning, infestation and advertising something which you don’t have or never had in the first place are the biggest

P.5) downfall of a hotel that was running successfully until disaster struck. 
The quality process on the whole must be maintained on a daily basis because being slack in the workplace in contagious. 
Customer satisfaction has a big influence on the spread of word of mouth recommendations as well as a big influence on brand loyalty. A customer treated well is likely to be at the same hotel or the same chain of hotel in the future.
PARASURAMAN GAP MODEL OF SERVICE QUALITY


P.6)
  Iwaarden et al, 2003, indicated that the GAP Model of service quality had other factors to it and if used accordingly, can significantly increase the customer satisfaction level and therefor can increase the organisations brand value.
· Tangibles: Anything physical, appearance
· Reliability: Fast and accurate service
· Responsiveness: Willingness to help
· Empathy: Attention to each individual because there can be medical or mental issues.
· Assurance: Security, Courtesy, Competency, Knowledge & credibility 
From my experience, the Marriott covers all these angles very well. Seldom does a customer leave the hotel wishing they never stayed. Seldon has there been an occasion where there was a conflict between a hotel guest and a staff member. 
The GAP Model is there to ensure that any weakness in the employee or management performance does not affect the customer. The Marriott Hotel ensures that every employee understands that each hotel guest is like ‘Gold Dust’. It does not matter if it is a baby, toddler, Great Grandmother, blind, deaf or whatever the disability
P.7)
depending on the facility in that hotel, each hotel customer is priority.
     If an employee is not up to standard, then there is obviously a link missing in the GAP Model. Some of the gaps could be the following:

· Lack of teamwork within the hotel or the lack of an individual to work as part of a team.
· Poor communication (written & verbal)
· Employees having difficulty answering most commonly asked questions.
· Poor personal hygiene and dress standards
· Outside issues being bought in to the hotel
There are many other reasons, but the ones above should not take place at all if the management were observant and critical at the outset. There is no way an employee or potential employee be left alone dealing with customers if he/she is not ready or incapable of being to the required standard. “Money unemployed when opportunities arise, is the same as money unpossessed. Therefore, money once acquired should be guarded, increased, employed.” (Parasuraman et al, 1985) 
P.8)     The Marriott Hotel has a procedure in place that at least for the first week, a new employee who has started, therefore has been given various scenarios that could happen in the hotel and has passed initial training. The new member of staff will always be with an experienced member of staff. After a few days, if the experienced member of staff feels comfortable that the new employee can handle a situation, then the new staff will deal with a customer and the experience member of staff observing but will let the guest know that there is a new team member on board. “Do not mind anything that anyone tells you about anyone else. Judge everyone and everything for yourself.” (Bergson. H, 1907)
     Because of the modern trend especially on social media where any individual can pretty much write anything that can be seen. There is a recent precedent that has been set. Some hotels have put in their brochures, advertisements that they will exceed all customer expectations or be anticipating the guest needs. Thistle hotel has gone on record to say ‘our vision is to exceed every guest’s expectations’. This is clearly stated on their brochures. 
Some would say that this is a dangerous game to play as you are setting yourself to fail because you are       P.9) indirectly telling everyone that you are the best, you can handle any situation and can anticipate what anyone at the hotel may need. “To exist is to change, to change is to mature, to mature is to go on creating oneself endlessly.” (Bergson. H, 1907)
     Many guests would say that Thistle hotel failed miserably in terms of what they expected after reading such statements in their brochures and on their website and public advertisements. The guest expected to be treated as if they were in the Burj Khalifa in Dubai. As many would say, ‘actions speak louder than words.’
Marriott Hotel and staff do not openly boast and brag about their standards. Everything is clearly defined in all marketing aspects as to what the customer can expect. Marriott hotel prides itself on the fact that the customer received better service than they ever expected, and that the hotel added more value than what they initially came in for.  For example, sweets and toys for the children. A baby blanket or tiny baby woolly socks or wellington boots for kids. Sometimes other surprises for guests at the hotel. At one time at the Marriott Hotel, a couple who were regular hotel guests had their wallet and handbag stolen whilst visiting a tourist attraction.  The management the next P.10) day arranged a horse and cart to pick them up and take them to a nice restaurant and all expenses paid and a trip to the London Eye the very next day and bring them back to the hotel. “Homo sapiens, the only creature endowed with reason, is also the only creature to pin its existence on things unreasonable.” (Bergson. H, 1907) 
As of 2017, the Marriott had over 6000 properties in 122 countries which was approximately 1.2 Million rooms. The growth of the Marriott group of companies has continued decade after decade because they do not let standards drop.
When the Marriott International bought the Starwood Hotel and resorts, they bought t for $13.6 Billion (Stone & Banerjee, 2016)



P.11)
             CUSTOMER SERVICE IS EVERYTHING
                      TO THE MARRIOTT HOTEL

     At the Marriott Hotel, nothing can be more important than the customer service. From the guest point of view, the customer has never been so demanding. Everything is expected to be perfect, fast, sharp, clean, safe and superior to anything they have experienced at a hotel in that town, city, country or continent before. Quite a simple challenge you may think.
     From the moment the customer walks in to the hotel, they expect to be checked into their room immediately and bags taken to their room. The Marriott always has a professional person at the front desk and a minimum of two concierge on duty at any time. The guests are greeting, their bookings are confirmed, and their bags are taken to their rooms immediately. If the hotel guest wishes to have valuables locked away for safe keeping such as passports, flight tickets or jewellery or personal or business documents, then depending on the exact Marriott Hotel, this can be catered for.
     From the customers point of view, customer service is part and parcel of what they have paid for. The customer expects wi-fi in all parts of the hotel, satellite television, drinks and snacks in their room. The room overall to be spotless including the carpet and curtains P.12) almost to the point it looks like brand new soft furniture has been put in. From my experience in working in the Marriott Hotel, it is very rare for anyone to call the reception or find a member of staff to complain with regards to their room. I recall one incident; you may think I have gone slightly off the subject, but it did start with two separate calls at the same time to the front reception. It is just an example that anything can happen in a hotel room anyone can do anything in a hotel room. A separate section will be about this to illustrate a valid point.
     Delivering superior value to hotel guest is key for a high-end hotel such as the Marriott. The service quality gap model helps keep every aspect of a business running smoothly as long as they pay close attention to the service quality gap model and don’t cut corners.


P.13)
                 CUSTOMER EXPECTATION Vs 
                 CUSTOMER PERCEPTIONS

The experience of another hotel, the advertising, demographics, cultural backgrounds and family lifestyle all play a part in customer expectations.
The customer expectation is what the customer expects.
The customer perception, in this case it’s the hotel guest perception of what happened to them once they got into the hotel.
I don’t know if I am the first person to explain it like that. Maybe it sounds a bit strange. But it is facts and reality. Anyway, it is my report, so it’s my rules.
In a perfect world, the customer expectation and the customer perception should be the same at the very least.
The Marriott Hotel knows who its customers are and what they expect when they come to stay, and it starts from the moment they walk into the hotel.
The Marriott continually looks into the maintenance of its Hotels. Nothing is left to chance. Heating, lighting, gas, electric, water, smoke alarms, fire escapes, disability access, stairwells, windows, locks, toilets, bathrooms, internal phone systems, outbound and inbound phone systems, radios, CCTV, every area of the kitchens and restaurants.
P.14) The failure to continually update and maintain the high standards that anyone walking into the Marriott expects can and will bring disastrous knock on effects. 
Because the hotel guest expects the best and are paying accordingly, any downside to its very high standards the company has set over the decades can be destroyed. Marriott as a brand is known as top quality, high end and the reputation it has built over the years is of superb customer service from the moment you enter the premises of any Marriott Hotel.
The Marriott is known for minimising what it says on their advertising. You will have never seen or read anything about the Marriott over promising something and cannot deliver. I like the way they keep things simple on advertising because many companies over promise and under deliver. That should be the way every company should conduct their business in my opinion. Unfortunately, not everyone is honest and plays by those rules.


P.15)
            ETHICS. MORALS & CUSTOMER SERVICE
                          (REAL LIFE INCIDENT)
On one occasion, two separate families called reception at the same time. When two separate staff members went to the rooms, their was a suitcase left in each room in the wardrobe and was extremely heavy. I was on my break from the reception. I received a radio call to ask if I can help one of the concierge staff in a room as a matter of urgency. I decided to go up and see what was happening. To my horror, the weight of that suitcase was such that two physically strong people along with a hotel customer could not lift the suitcase out of the wardrobe. The exact same thing happened on another floor where the other call came from, they could not move that suitcase either. Both families who were staying in those rooms were due to stay for about 10-14 days. My manager said that the Hotel will let them eat at the hotel restaurant for free over the coming days as a gesture of goodwill until the previous hotel guests of both rooms come to collect their suitcases. Something didn’t feel or sound right about this. Allegedly the two previous hotel guests did not know each other and were on separate floors and both check out the same time and both leave a big heavy suitcase in their rooms…and my manager wants the hotel to carry on as normal without any disturbance by offering a so called P.16) ‘sweetener’ to the families that have now gone into those rooms. 
     To cut a very long story short, I phoned the police. The police came, then the dog unit and then detectives. I cannot go into details of what was in the rooms, but it was very serious. Every member of staff and even the people who were in the rooms next to the rooms in question were found and questioned. Everyone was questioned regarding the people who were in those rooms previously. The detectives took all the hotel CCTV recordings from every part of the hotel including outside the hotel and all the buildings nearby. The families were upgraded for free and moved to a more luxurious suites and quite rightly so. 
I was very well rewarded by the Marriott Group because my instincts were proved correct in going against my manager at the time and call for immediate police response. My manager had his contract terminated. 
This goes to show that customer service is one thing, but ethics and customer service should also play a role. Some things are far more serious than temporarily making a hotel guest or family happy by offering a disgraceful ‘sweetener’ or as some would call it, ‘a bribe’ to keep things quiet so nobody knows.
 P.17)    I have ultimately decided to put my real-life experience in this report to make a point that acting on ‘keep the business moving at all cost’ as my manager used to say, is ethically and morally wrong. It affects your judgment and ultimately depending on the situation, it can put lives at risk. It is a serious matter. Nobody can tell me otherwise and unless you personally have been in a situation where someone has put their body on the line to protect you or you have put your body in the way to protect someone else or made the judgment call to go against what everyone else is telling you, and then be proven correct. Need I say more.








     

P.18)
 MARRIOTT HOTEL 4 & 5 STAR REQUIRMENTS

4 STAR REQUIRMENTS
· Room service of hot & cold snacks during daytime & evening
· Restaurant serving evening meal 7 days per week
· Access to all parts of the hotel without the use of a key
· All bedrooms with on-suite facilities
· Registered hotel guest to have access to the hotel 24 hours
· Duty staff operating 24 hours
· 24-hour room service
· Table service at breakfast
· Luggage assistance
· At least one restaurant open to hotel guests and non residence for breakfast and dinner 7 days per week
· Thermostatically controlled showers
· Minimum 50% of bedrooms to contain a bath.


P.19)     5 STAR REQUIRMENTS

· Everything on 4 Star requirements
· Hotel open 24/7 …   365 Days
· Valet parking
· Concierge to bedrooms
· Table service in bars and lounges
· All bedrooms with on-suite bath and shower must both be thermostatically controlled
· Leisure, business and spa facilities
· Permanent luxury suites available
· Public areas within the hotel










P.20)
                    The 4 P’s (MARKETING MIX)



The 4 P’s Marketing Mix was developed in the 1960’s by Mr Edmund Jerome McCarthy.
                                                                                                                                                              P.21)
To simplify what he states in his book ‘Basic Marketing: A Managerial Approach’ which obviously as time and technology advances at a rapid rate, it is very possible to put all of these factors within any business, small or large to this day.

THE 4 P’s.

· PRODUCT: The product should be what the customer is expecting
· PLACE: Can the customer get to the location easily. In the current climate, are disability facilities I.E. ramps for wheelchair users available when the person arrives at the Marriott Hotel
· PRICE: Is the product value for money.
· PROMOTION: Advertising on all formats should be clear what the potential customer can expect. In today’s world of social media, it is in many cases better to under value but over deliver. In the case of boasting something that the organisation could never do will bring a backlash and as has been seen over the years, it could be permanent and like cancer, it will be the death of that company.
P.22)
In the case of the Marriott Hotel. In my opinion and in general consensus worldwide, the Marriott Hotels International group achieve this.
DOES THE MARRIOTT HOTELS ACHIEVE THE 4 P’s?

· PRODUCT: Yes. The customer expects world class service in world class cities and expects world class facilities. The Marriott does so on every level.
· PLACE: Yes. All the Marriott Hotels around the world are positioned so it is easily accessible from the airport in various countries around the world. The Marriott Hotels International group have some of the prime locations worldwide since buying out Starwood Hotels & Resorts
· PRICE: Yes. The customers pay more compared to other hotels in most cities, but it certainly is not the most expensive and is always striving to deliver a fair price for high quality location, service and facilities. Guests who stay at the Marriott Hotels International Group and therefor expect world class facilities and service. Many people have been let down with various products or services over the years. The Marriott over delivers.  
PROMOTION: Yes. In many cases, customers mention that the Marriott under sells its value. There can always be a raging argument as to whether this is a good thing or a bad thing. I can only say that it has done no harm and if anything, it has been positive because of the growth of the Marriott Hotel International over the decades. 
First time customers to the hotels are pleasantly surprised with the value they received compared to how much they paid. Many first-time customer are anxious and dreading coming to the hotel for the first time because people time and again have been let down with what they expected and what they actually received.
Overall, it’s a win, win, win, win situation on all four counts as far as I, who has worked in the organisation and is now on the outside looking in is concerned.







P.24)
        THE 7 P’s (UPDATED MODERN VERSION)
                  THE  3 ADDED COMPONENTS


The above three were added onto the original 4P’s to now become known as the 7P’s.
During the 60’s and 70’s things were mainly bought and sold. Service quality was never as big a issue then as it is now. Business is all about brand identity now. Everyone wants to be a major brand or be part of a major brand.
To give a modern-day example of how brands affect people, I will momentarily talk about Apple.
A new phone is due out in a few days. You have totally shameless and pathetic parents who will willingly sleep outside on the pavement for a few days and nights so they can be one of the first people to get their hands on the new iPhone. This is while the child or children are being neglected at home. These are the parents that will get them a £1000+ phone but their son/daughter has broken shoes or torn school shirt or skirt, broken bag and the parents not feeding them properly. But they do get the latest iPhone.
I have added this to illustrate a point about what a brand can make people do. 
This is part of the reason the extra 3 P’s were added and is now the 7 P’S

· PEOPLE: Individual marketing. Customer contact. Training and skills
· PROCESS: Customer focus. Business led. Research & development. Design.
· PHYSICAL EVIDENCE: Sales & staff enhancing brand. Packaging. Online experience
P.26)
DOES THE MARRIOTT HOTELS INTERNATION ACHIEVE THE NOW 7 P’s (3 ADDED IN MODERN TIMES)  

· PEOPLE: Yes. The marketing/advertising has been excellent worldwide. The customer experience has been excellent and with online booking, hotel staff can contact the future guest at any time. Training for all staff is excellent due to mix of practical, hands on training as well as theory.
· PROCESS: Yes. In all aspects of Customer focus has been enhanced with excellent after sales services. Business led by example. Virtually all Marriott Hotels are fully booked at all times due to the internet bookings and the modern trend of people flying constantly. This leads to higher revenue and combined with outstanding customer service. The website design, logo of the Marriott, the hotel maintenance standard all leads to the start of an exceptional stay at the hotel.
· PHYSICAL EVIDENCE: Yes. Because of excellent staff training, at home and on the Hotel floor, customer service is the top priority. The overall look and feel of the Marriott Hotels blend with the surroundings and the culture of the country they are in. The website experience is smooth and easy. Marriott Hotels International employ personal to ensure all data is secure at all times and are on guard 24/7 against hackers and other online criminal behaviour.











P.28)
      CUSTOMER RELATIONSHIP MANAGEMENT (CRM)

     Everything that has been spoken about so far has in effect all been about Customer Relationship Management (CRM). Everything going forward is still going to be in effect about CRM. 
     I am deliberately at this point mentioning CRM because it is easy to lose sight of the fact with various theory models and many sections to this report.
CRM uses the data analysis about the customer’s history and can manage going forward the interaction with future potential customer. “Customers may forget what you said, but they never forget how you made them feel.” (Anonymous)
     The GAP Model of service quality, the 4 P’s and the current 7 P’s to the system of 4 Star and 5 Star rating for the Marriott Hotel International is worked out is all based on CRM. 
     CRM is a tool to manage every stage of the company’s relationship and various interactions with the customer. In this case the hotel guests are the customers.
     Because Marriott Hotels International is so large, it needs CRM to keep track of everything, from all the hotels worldwide, the staff, pay structure, customer accounts, maintenance records, inventory and the list is endless. 
Without technology-based CRM it is clear that improved productivity and efficiency would have been at a much smaller rate. The technology helps the Marriott hotel to organise, synchronize and automate every stage of customer interaction.
CRM solution in a small business and all the way to a Fortune 100 company cannot afford to not invest. in ‘Tech based CRM’.
Forbes magazine estimated that ‘Tech based CRM’ was worth around $39 Billion U.S worldwide.
P.30)
                           E-COMMERCE CRM

   E-Commerce CRM or simply (E-CRM) is a system where the Organisation like the Marriott Hotel can interact with the customer by E-Mail, mobile technology, social media and various other forms because technology is moving forward at such a rapid rate.
Customer service from the customer point of view is now 24-hours and from any location in the world.
It in the modern world, mandatory that E-CRM is part of an organisation. Some would argue that any company not factoring E-CRM is setting itself up to fail.
     There is software that can help hotels, especially small to medium sized hotel businesses that can help reduce overheads. The Marriott Hotel International is so large that it has specialist teams to track the daily financials from individual hotel, to a group of hotels in a state or country and then to the whole group of hotels in a continent.
“Trust: The reputation of a thousand years may be undermined by the conduct of one hour.” ( Famous Japanese Proverb)
P.32)
COOKIES

Marriott Hotels International has a clear privacy policy on Cookies. Rightly or wrongly, Cookies are here to stay unless the Government changes its regulations and bans Cookies because of some uproar that it is being used as a secret spyware tool.  The Marriott Hotels as a group monitor any outside interference with regards to hacking into the personal data gathered by the Marriott group. If a customer wishes to ask or find out any data regarding themselves, they can E-Mail the Marriott on a designated E-Mail just for that purpose.
The Cookies not only help enhance the customer experience though the website, it also helps enhance a customer’s stay at the hotel because certain private information which the customer may have added has been seen by the specific hotel where the guest will be staying, and arrangements can be made. This is a really wide spectrum but to make it simple, it could be the hotel will monitor any time a guest checks in to one of its hotels and the customer has a severe nut allergy which could be life threatening scenario. The Marriott will try to ensure that in the room booked, any snacks available that contain even a fraction trace of nuts are taken out before the customer is shown to their room.
Medical issues are a serious matter because the treat of legal action and damages is something critical happens to a customer staying in the Marriott can potentially be catastrophic.
“There is only one boss, the guest.” (Sugar. A. Sir, 1999)
P.34)
            BUYING DECISION MAKING PROCESS
     Buying decisions in a restaurant is 98% of the time made by the Head Chef. Not so in a hotel. Because of various areas in the Marriott, like the lobby, the rooms, the restaurant are itself, the bar, sometimes nightclub depending which Marriott in the world that you are in. All the managers will have a breakdown from their own specific areas and the purchasing list starts.
Various managers are involved in the buying process. Vendors will be appointed based upon value and quality and depending on the location and country of the Marriott Hotel, a purchasing procedure will be set up and implemented.
Overall the system worked well in the Marriott hotels I was involved in. very rarely did I see errors, although because the Marriott was relying on vendors to supply the goods, occasionally items never turned up or a huge pallet was delivered with the wrong item or items on it. 
I personally thought it was better that the Marriott went direct to the source and get a deal directly with certain manufacturers of the goods rather that dealing with ‘A middle man’.   
The negative aspect of this would be the time-consuming way things would be delivered. The time and energy involved in that process I’m sure was spoken about if not tried and tested. On this I cannot be sure and there is no way I could find out. I wish I knew, but I don’t. 
Currently the system works well and as the saying goes ‘if it isn’t broken, don’t try to fix it’.
“We don’t want to push our ideas onto customers, we simply want to make what they want.” (Ashley. L, 2002)




P.36)
                       FAIRTRADE & SUSTAINABILTY

The Marriott Hotel International as a large worldwide organisation takes pride in with companies who achieve Fairtrade standards which are given if a company meets certain environmental standard.
It could be argued that the Marriott is only doing this because it is trying to show the public at large that it has an ethical side but is really being devious with its ethical and sustainability procedures. It is only because of the modern trend of Fairtrade, that the Marriott has got in on the ‘Fairtrade Merry go round’. “Some wounds are too close to the bone. No matter how hard you work at it, you just can’t stop the bleeding.” (Lenka. C. K, 2007)
I personally don’t believe this to be the case. For me that argument does not stack up because the Marriott does not need to go looking in search of Fairtrade products and the time and effort involved by the necessary people who are employed by the Marriott International to go looking for the best Fairtrade companies to do business with.
The Marriott could easily have ignored this factor and the bottom line is in my opinion, it would not have made one ounce of difference to the popularity of the Marriott Hotels and its overall brand. The rooms still would have been full on a consistent daily basis.
The very senior management at the Marriott go by a ‘Fair days pay for a fair day’s work’. This ethos has been ingrained in the workforce and I have no doubts that the management want to get products that are sourced and to know farmers on various countries got fairly treated and rewarded as a result of their very hard and precious work. 

P.37)
                   COMPETITION & CHALLENGERS
It is safe to say that with the financial muscle that the Marriott Hotels have, and the properties combined with the total amount of rooms available worldwide. Only a select band of hotel chains can compete with the strength of the Marriott Hotel group. Incredibly, one of them was near bankruptcy at one stage and within hours of being finished in the industry. It is also one of the Hotel chains that I have worked in previously and has staged an incredible transformation to now being one of the powerhouses in the Hotels and resorts industry.  You can only praise your competitors and look at the positives of your competitors. If you don’t look and see the positives, it stands to reason that you will be left behind and competition will trample all over you and as seen with many other major companies in modern times, they dies a slow and painful death thinking nobody can touch them. Competition and customers move with the times. The hotel that came back from the brink was The Four Seasons Hotels Ltd.
Below is the list of the nearest ten competitors to the Marriott Hotels International group in terms of financial strength and brand loyalty and prestige and who have multiple hotel and resorts as a criteria. In no particular order.
· Intercontinental Hotels group
· Wyndham Worldwide
· Choice Hotels international
· Four Seasons Hotels Ltd
· Hyatt Hotels Corporation
· Hilton Hotels and Resorts
· Accor Hotels
· Fairmont Hotels and resorts
· Royal Mandarin Oriental
· Sheraton Hotels and Resorts





(SPECIAL NOTE)
INNA LILLAHI WA INNA ILAYHI RAJI’UN 
R.I.P…… Lecturer:  Mr Richard Small (UWTSD)
R.I.P…… Sherry & Baby Sherry
R.I.P…… San-San & Baby San-San
R.I.P…… Grand Mother  &  Ashfaq
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	          CONCLUSION
It has become apparent that CRM and E-CRM has played a vital role with the Marriott Hotels. The customer service and even after sales along with the advertising has built the brand to such an extent that except for rare cases,  a potential first time customer will know they are going into a high specification, quality service and accommodation for the price they are paying.
All the angles of CRM has led to a firm belief that if the Marriott had not changed its approach over the decades, it is safe to say that the Marriott would have remained small, possibly just in one town or city and even  the possibility that they would not be around now.
The facts are stark and as clear as day.
From the moment a potential customer walks towards the hotel or from the moment they make a call to the hotel or go online, everything must be catered for and in a simple easy to understand and friendly fashion.  There is ‘No If’s, No Butts’  
All the CRM Models come into play and are useful guides to not only new staff, but also to long standing experienced staff including senior management. 

I just want to end by thanking everyone at the Disability Centre who got me ready to come to the UWTSD, every person at the university including my wonderful lecturers. Mr Charles Oham, thank you. Many thanks to former WBA, WBO, IBF and Ring Magazine Title Holder, Mr Tyson Fury & Family. Special thanks also to Strawberry, Mi-Mi & Malala Yousufzai (Youngest Nobel Peace Prize Winner.)
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OPENS FIRST INTERNATIONAL HOTEL IN ACAPULCO, MEXICO IN 1969


OPENED VARIOUS BRANDS IN THE 1980.S SUCH AS MARRIOTT SUITES AND COURTYARD


ACQUIRES RESIDENCE INN, RITZ CARLTON AND RENAISSANCE HOTEL GROUP IN THE LATE 80'S AND EARLY 90'S







COMPANY SPLIT IN 1992  INTO MARRIOTT INTERNATIONAL (HOTELS & BANQUETING SUITES)
AND HOST MARRIOTT (RESTAURANTS)


COMPANY LAUNCHES BULGARI HOTEL & RESORT IN 2010.
A HIGH END LUXURY STAY IN ONLY SELECTED CITIES AROUND THE WORLD.


ACQUIRES STARWOOD  HOTELS AND TOOK OVER THEIR 100,000 STAFF IN THE PROCESS IN 2015.  STARWOOD  WAS ONE OF THE BIGGEST HOTEL CHAINS IN U.S.A AND 







CUSTOMER PERCEPTION


CUSTOMER EXPECTAATIONS


MANAGMENT PERCEPTIONS OF CUSTOMER EXPECTATIONS


SERVICE STANDARDS


SERVICE DELIVERY














MARKETING MIX


PRODUCT


PRICE


PLACE


PROMOTION












PEOPLE


PHYSICAL EVIDENCE


PROCESS






JW MARRIOTT OPENS A ROOT BEER STAND IN WASHINGTON U.S.A IN 1927 ALSO SERVING MEXICAN FOOD


RESTAURANT EXPANDS TO OTHER LOCATIONS AND IS CALLED 'HOT SHOPPES


HOT SHOPPES GOES INTO THE HOTEL BUSINESS IN 1957 AND TAKES OVER THE MOTOR HOTEL IN VIRGINIA U.S.A






