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EXECUTIVE SUMMARY
Customer care is one of the main determinants of business success because it is directly associated with other key performance indicators such as sales and revenues, customer satisfaction, business conversion rate, customer retention, brand loyalty, and brand image. Over the past decade, businesses across all industries have recognised the importance of personalised customer care and its impact on a firm’s competitiveness. Marriott Hotels & Resorts requires personalised customer care to achieve a sustainable competitive advantage against its competitors like Wyndham Worldwide Corporation, InterContinetal Hotels Group, Accor SA, and Travelodge with high market share, excellent performance, and positive brand image. The business’s strengths are a positive brand image, loyal customers, strategic alliances, and an innovative workforce. Nonetheless, it risks losing its market power due to negative publicity, weak data protection, too strict code of conduct, terrorist attacks, intense competition, and natural calamities. The company also experiences performance threats due to Brexit. However, Marriott Hotels & Resorts can achieve competitiveness in the UK hotel and hospitality industry through strategies such as a proactive approach to customer relationships, adopting an omnichannel communication system, initiating digital technologies, and creating a contact centre. In contrast to the other three options that require substantial initial financial investments and time-intensive complex operations, the proactive approach to customer relationships only requires the time and cost of employee training. For instance, digital technologies require significant investments in modern technologies; a contact centre requires investments in employee recruiting, selection, hiring, and orientation. Based on the elements of sustainable competitive advantage, such as promoting time-effectiveness, customer experience, low-cost advantage, and usability, the company should initiate a proactive approach to customer relationships for more personalised care to increase its customer experience and promote customer loyalty for higher returns on investments.
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[bookmark: _Toc120364933]INTRODUCTION
Customer care is one of the main determinants of business success because it is directly associated with other key performance indicators such as sales and revenues, customer satisfaction, business conversion rate, customer retention, brand loyalty, and brand image (Nassè et al., 2020, p. 345). It also promotes corporate competitiveness by ensuring a business meets its customers’ needs through high-quality business-customer interactions (Liang et al., 2009, p. 280). However, customer care continues to change and evolve due to global market trends like technology innovation and globalisation, forcing companies to shift their customer care strategies. The dynamic nature of customer care and internal and external threats also challenge businesses to achieve their customer care goals for sustainable competitive advantage. 
Marriott Hotels Limited is among the most prominent hotel companies in the United Kingdom. It is a subsidiary of Marriott International, a global hotel provider headquartered in the United States that operates over 30 brands and 8000 properties with over 1 million rooms across the globe (Open Corporation, 2022). Marriott Hotels Limited started its operations on 28 November 1975 as a private limited company (Mazen, 2017.p. 82). It is currently headquartered in London, United Kingdom, and manages all the Marriott hotels in the country. The company has recorded tremendous performance since its foundation in 1975. However, it experiences some obstacles from the market competition and internal and external environments. Consequently, this report aims to determine how Marriott Hotels Limited can promote its customer care for sustainable competitive advantage using the results from its strategic and competitor analyses.
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STRATEGIC ANALYSIS
 Internal Analysis: SWOT Analysis
	SWOT ANALYSIS OF MARRIOTT HOTELS LIMITED

	STRENGTHS
Positive brand image
Loyal customers
Strategic alliances

	WEAKNESSES
Negative publicity
Weak data protection
 Too strict code of conduct

	OPPORTUNITIES
Market expansion
Demographic changes
Service diversification
	THREATS
Natural calamities
Terrorist attacks
Stiff competition
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 Positive brand image: Marriott Hotels Limited, a subsidiary of the globally recognised Marriott International, is among the best hotel operators in the United Kingdom. The Company is among the five-star hotel providers in the United Kingdom (Catana and Toma, 2021, p. 222). Marriott's impeccable reputation enables it to attract more customers in the United Kingdom for increased sales and revenues. It also increases its competitiveness in the UK hotel and accommodation industry.
Loyal customers: Customer loyalty is a significant competitive advantage for businesses because it promotes market share and positioning. Thus, companies constantly strive to achieve customer loyalty. Fortunately, Marriott Hotels Limited is recognised as one of the biggest hotel chains in the UK due to its high quality of customer service that promotes customer loyalty (Deale, 2013, p. 104). The company also has a customer loyalty program that enables it to retain its customers for more significant market share, sales, and revenues.
Strategic alliances: Marriott has undercut the market competition through its strategic alliances. Its partnerships with some of the biggest brands in the hotel and accommodation industry, such as Alibaba, promote its operations efficiency and national presence across the country (Marriott, 2022). For instance, the partnership with Alibaba enables Marriott's potential clients to book their hotel services directly through the online website for efficiency and effectiveness.
 Innovative workforce: Marriott Hotels Limited considers change one of its growth strategies (Thomson, 2010, p. 4). The Company initiates innovation in all its operations and trains the workers to have innovative skills. The approach has enabled it to shape the modern hospitality and hotel industry by ensuring its services conform to modern standards. Marriott also meets the customers' changing wants, needs, and interests through its innovative techniques resulting in customer satisfaction and a positive brand image that facilitates market competitiveness.
[bookmark: _Toc120364936]Weaknesses
Negative publicity: Negative and positive publicity significantly impact businesses. Positive publicity facilitates brand growth and market share by attracting new customers. In contrast, negative publicity may destroy a company's image and minimise its customer base. Marriott International, the parent company of Marriott Hotels Limited, has a history of negative publicity. The company gained backlash in 2017 for omitting the non-guests on the cruise ship and rescuing only its hotel guests from Hurricane Irma. While the event aimed to protect Marriott's customers from physical injuries, it resulted in adverse publicity as the public criticized the company for its negligence towards non-guests. Consequently, Marriott International's brands, like Marriott Hotels Limited, continue to pay the price by having questionable reputations in the hotel provider industry.
Weak Data Protection: Digitisation and technological innovations are highly prevalent in the 21st century. As a result, businesses have shifted from traditional models to modern systems such as online operations and internet use for data storage. However, companies like Marriott have experienced the negative impacts of modernisation, such as data breaches that destroy the customers' trust and business-customer relationships. For instance, the 2018 lawsuit against Marriott International for failing to protect a guest's personal data has made most potential customers reluctant to visit Marriott's hotels across the globe, including the UK branches.
Too strict code of conduct: Businesses use the code of conduct to facilitate morality and ensure ethical compliance for efficiency and effectiveness. The code of conduct also directs employee behaviour for high performance. However, too strict a code of conduct oppresses the employees by restricting their freedom resulting in high turnover rates and employee dissatisfaction. In this case, Marriott Hotels Limited has a stringent code of conduct that limits employee freedom (Nyangwe and Buhalis, 2018, p. 258). This has facilitated cases of employees resigning and having negative attitudes toward the brand.
[bookmark: _Toc120364937]Opportunities
Market expansion: Globalisation is among the common business trends in the current day. Businesses are shifting to globalised approaches such as foreign direct investments and strategic partnerships to gain market share. Likewise, Marriott Hotels Limited can increase its market share and customer base by expanding its operations into developing regions such as Asia and Sub-Saharan Africa. It can also invest in developing economies across the global regions to minimise its operating costs for increased profits and revenues.
Demographic changes: The past two decades have witnessed demographic changes accompanied by changes in generations. The early 90s consisted of baby boomers who preferred traditional business approaches such as brick-and-mortar stores and face-to-face interactions. In contrast, the 21st century entails millennials and gen-Z consumers with different preferences, such as online services (Liang et al., 2009, p. 280). Marriott Hotels Limited can increase its customer base, brand image, and relevance in the modern hotel and accommodation industry by tapping into Gen Z's and millennials' needs.
Service diversification: Businesses have specific growth patterns that influence their industry performance. The stages include start-up, growth, maturity, and decline. Businesses find their position in a market at the start-up stage by developing a new product or service. The second stage is characterised by a solidified business model that strengthens the company's position in the market. Stable operations and revenues characterise the maturity stage.
In contrast, the decline stage entails decreasing revenues (Ansari et al., 2019, p. 95). Marriott Hotels Limited is at the maturity stage. It has stable revenue and more significant investment opportunities. However, it risks moving to the decline stage. Thus, it can use competition strategies such as service diversification to maintain its customer base. Diversified services would enable Marriott to fulfill diverse customer needs for enhanced customer satisfaction.
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Threats
Intense competition: The UK hotel and accommodation sector consists of international and domestic brands that offer similar services and products, leading to intense competition. Currently, the industry consists of top players such as Wyndham Worldwide Corporation, InterContinetal Hotels Group, Accor SA, and Travelodge, with high market share, outstanding performance, and a positive brand image. The top players compete intensely against Marriott Hotels Limited and increase its risk of losing its customer base and market share.
 Natural calamities: Natural calamities such as epidemics, floods, and pandemics are inevitable. However, they adversely affect business operations. For instance, Marriott Hotels Limited suffered millions of revenue losses during the COVID-19 pandemic after the UK government introduced movement restrictions and lockdown measures. Its hotel bookings were reduced by approximately 57% (Raj & Ajmera, 2021). Thus, the company risks losing its revenues to natural calamities that inhibit its daily operations.
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                            External Analysis: PESTLE Analysis
[bookmark: _Toc120364940]Political factors
 Various political factors affect companies, ranging from government control to external threats like terrorism. Brexit is the primary political trend in the UK that impacts businesses (French, 2018, p. 24). The hospitality and hotel industries in the United Kingdom are dynamic due to the uncertainty around Brexit. The UK's decision to depart from the European Union has dramatically affected the country's business relationship with the European Union members. For instance, since Brexit, the number of travellers visiting the UK has declined tremendously, decreasing hospitality industry sales. This has further affected the sales, customer base, and revenues of hotel and hospitality companies like Marriott Hotels limited, which depend on domestic and international customers.
Nonetheless, the majority of the hotel and hospitality companies in the UK are concerned about Brexit's impact on their human resources, specifically staff retention and recruitment. Before Brexit, the hotel and hospitality industry had over 400 000 immigrant workers from the EU members. However, Brexit eliminated the free movement rule for UK businesses, making the migrant workers quit their jobs in the hospitality industry. As of 2020, over 90 000 employees resigned from the UK's hotel and hospitality sectors (Wadhera, 2021). Consequently, companies like Marriott Hotels Limited risk experiencing employee shortages and issues in their human resources, causing general performance decline due to a lack of skilled and knowledgeable workforce to handle customer needs.
[bookmark: _Toc120364941]Economic Factors
 The UK is among the most significant global economies, with a GDP worth $3186.86 billion (World Bank, 2021). This means that its value of services and goods is high, resulting in increased revenues for UK companies like Marriott. For instance, the average room rate (ARR) in the UK is approximately GBP 87, with an occupancy rate of about 78.8%. Therefore, UK hospitality companies have the leverage of having more significant revenues from their hotel rooms. However, the constant economic turmoil between Europe and China is a significant threat to hospitality companies. For example, the Europe debt crisis and the collapse of China's stock market have reduced the Europeans' buying power. This may cause a decline in sales for hospitality companies like Marriott Hotels Limited.
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Social Factors
 Consumers use different metrics such as social status, financials, and morality for purchase decisions. Therefore, businesses in the hospitality industry must have specific positioning strategies that meet the target consumers' purchasing decisions. The UK has many higher social class individuals who value luxury products and services (Arif and Hossin, 2016, p. 14). This may change the needs of Marriott's customers. Additionally, demographic shifts in the UK may also impact business operations. Over the past years, the UK has experienced a surge in the aging population and a decline in the younger population. Such changes may result in increased demand for specific hotel and accommodation experiences such as luxury hotels and elderly-friendly hotel rooms.
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Technology significantly affects businesses' internal and external operations, such as customer service, supplier relationships, customer needs, and logistics processes (Lotz et al., 2018, p. 2). Similarly, the UK hospitality and hotel sector has experienced dynamic shifts over the past two decades due to technological innovations and inventions of new technologies like AI, the Internet of Things, and Robotics. Such modern technologies serve as growth opportunities for Marriott Hotels Limited. The company can invest in new technologies like online communications and customer services, social media advertising, and AI systems to facilitate service efficiency and effectiveness.
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 The legal factors affecting Marriott Hotels Limited's operations and performance include employment laws and data security codes. In 2018, Marriott International, Marriot Hotels Limited's parent organisation faced numerous lawsuits due to a data security issue that disclosed over 300 million visitors' personal information. As a result, Marriott Hotels Limited risks losing its license and legitimacy to such lawsuits. Additionally, the UK's employment laws protecting workers against unlawful dismissal, discrimination, and poor pay affect Marriott Hotels' human resources management (Slattery, 2002, p. 20). Some of the policies, such as dismissal, working on Sundays, night working hours, and rest break laws, prevent the company from having total control over the fate of its workers (Government of United Kingdom, 2022).
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 The major environmental factors affecting Marriott Hotels Limited include climate change and natural calamities like pandemics. Increased negative impacts of climate change on people's welfare have ignited social and government concerns over business operations. As a result, countries like the UK have specific environmental regulations and laws that direct business operations to ensure environmental conservation (Armstrong and Matters, 2016, p. 78). For instance, Marriott Hotels Limited has structured its operations to respond to five global issues, including community workforce development, the environment, poverty alleviation, global diversity, reducing carbon footprint, and children's well-being to ensure some of the SDGs that determine its performance. On the other hand, natural calamities like the COVID-19 pandemic threaten Marriott's operations. The company suffered losses due to worker absenteeism, employee deaths, and the closure of international borders during the COVID-19 pandemic (Dube et al., 2021, p. 1489). Therefore, it is highly vulnerable to adversities due to adverse environmental factors.
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COMPETITOR ANALYSIS
Based on the SWOT analysis above, Marriott Hotels Limited faces stiff competition from brands such as Wyndham Worldwide Corporation, Intercontinental Hotels Group, Accor SA, and Travelodge.
Wyndham Worldwide Corporation: Wyndham Worldwide Corporation also offers stiff competition against Marriott Hotels Limited. The company operates various segments like vacation rentals, vacation exchanges, and franchising in different parts of the globe. It operates over 8400 hotels with more than 700 000 rooms in 80 nations, including the UK. It has a robust data protection unit that ensures trustworthy business-customer relationships (Binkley, 2016, p. 1079). The company also controls some of the leading hotel brands that compete against Marriott Hotels such as Days Inn, Dolce Hotels & Resorts, Baymont Inn & Suites, and AmericInn.
Intercontinental Hotels Group is a British hospitality and hotel giant headquartered in Denham, UK. The company owns hundreds of franchises across the globe. It has a net income of approximately $417 million and owns more than 760 000 rooms in more than 5000 hotels (Quek, 2012, p. 202). Like Marriott, InterContinental Hotels Group is globally recognised as a five-star hotel brand with exceptional customer service. The company also operates numerous brands such as Candlewood Suites, Holiday Inn Resorts, and Crowne Plaza, making it among the top Marriott competitors.
Accor SA Hotel: Accor Hotels is a French multinational hotel and hospitality group headquartered in France. However, it operates across different global regions, such as the UK and US. The company has more than 4000 hotels with over 550 000 rooms (Demirçiftçi and KIZILIRMAK, 2016, p. 51). It also owns top hotel brands in the UK, such as Savoy Hotel. Additionally, Accor Hotels has substantial annual revenue of about 300 million euros, making it among the top Marriott Hotels Competitors.
Travelodge: Travelodge Hotels Limited is among the highest hotel operators in the United Kingdom. Like Marriott Hotels Limited, Travelodge Hotels Limited is a private company with over 500 hotels across the UK (Waite and Kett, 2004, p. 88). It also offers high-quality and friendly customer service in its hotels for increased customer satisfaction. The company has over 500 million euros in revenues. It also invests highly in long-term partnerships and strategic alliances with related brands to increase its competitiveness in the UK market.
[bookmark: _Toc120364947]STRATEGIC OPTIONS FOR MORE PERSONALIED CUSTOMER CARE
Customer care directly relates to corporate competitiveness. Corporate competitiveness entails a company's ability to offer services and products that meet or exceed international and local quality standards for significant returns on investments (Tien et al., 2021, p. 745). On the other hand, customer care describes how a company meets its customer needs through emotional connection and high-quality services. Customer care exceeds the primary service delivery to customers using the company's technical support. Instead, it focuses on meeting the customers' emotional needs and interests and promoting healthy business-customer relationships (Noort et al., 2015, p. 78). For instance, practical customer care is achieved when businesses respectfully treat their customers, resulting in an in-depth emotional connection.  
Personalisation is one of the approaches for building effective customer care because companies must understand their specific service needs to create in-depth emotional interactions with their customers. There are various forms of personalisation. In business, personalisation involves taking care of customers and responding to their specific needs. On the other hand, businesses consider personalisation a critical element for customer satisfaction because it promotes quality customer care. In the hospitality and hotel industry, personalisation plays an essential role in delivering exceptional hotel visitors experiences (Tong et al., 2012, p.106). Unlike customer service which focuses on knowing the guests' personal information like name, nationality, and ethnicity, personalisation anticipates the guests' needs, preferences, and communication interests. It has three main competitive advantages for businesses: customer loyalty, increased revenues, and employee efficiency.
Customer loyalty: 
Personalised customer care ensures hospitality companies respond to the diverse needs of their guests and customers (Levesque and Boeck, 2017, p. 407). For instance, it facilitates constant communication between the company and the guests to enable the Company to fulfil all the guests' requests. This encourages customer satisfaction, resulting in increased brand loyalty.
Increased revenues: 
Since personalisation promotes customer satisfaction, it creates a more extensive customer base and builds a positive the brand image further enhances sales and revenues (Ding et al., 2017, p. 3).
Employee efficiency: 
Personalisation also guarantees close relations between a business and its customers, leading to a greater understanding of the customers' needs for immediate response.
In this case, Marriott Hotels Limited, a company that operates in the hospitality and hotel sectors, requires personalisation in its customer care to increase its competitiveness and ensure a sustainable competitive advantage. The company needs a personalised customer care strategy to encourage customer loyalty and satisfaction for increased performance. Agarwal et al. (2020, p. 2) argue that personalised customer care has four primary elements, including;
Knowing the customers: Personalized customer care includes an in-depth understanding of the customers' interaction experiences, behaviours, and attitudes to facilitate more relevant and practical engagements.
Adopt real-time agents: Real-time agents eliminate the communication barriers that inhibit reasonable customer care. Thus, personalised customer care entails real-time agents that offer prompt communication platforms to customers based on their specific needs (Jain et al., 2021, p. 13).
Integrating contacts and technologies across the communication channels: Personalised customer care is characterised by seamless communication between a company and its customers (Agarwal et al., 2020, p. 3). Therefore, it requires technology integration across the communication channels to guarantee efficient and effective information flow between the business and its customers.
Immediate response to customer needs: Personalised customer care requires a proactive response to customer needs by predicting the issues that may affect customers and creating solutions to the problems.
Based on the four characteristics of personalised customer care, Marriott Hotels Limited can achieve competitiveness in the UK hotel and hospitality industry through specific strategies such as the proactive approach to customer relationships, adopting an omnichannel communication system, initiating digital technologies, and creating a contact centre.
A proactive approach to customer relationships: Proactive customer relationship entails anticipating the customers' needs and making the first initiative to fulfil the needs. Unlike the reactive approach, which focuses on a backward strategy for customer relationships, the proactive approach emphasizes a forward system that identifies the customer's needs before they realise them. It is a solution-based approach that advocates for early recognition of problems that may affect customers. In this case, a proactive approach to customer relationships would enable Marriott Hotels Limited to determine what the hotel guests require. After that, it would use its resources and capabilities to respond to customer needs. For instance, the company can use customer interaction data like the type of hotel room a customer likes, the age of the customer, name, and communication preference to design its room operations. The proactive approach has various beneficial impacts on businesses. It facilitates trustworthy relationships between the business and its customers (Agarwal et al., 2020, p. 6). More Marriott Hotels' customers would be pleased with its response to their needs and trust it for fulfilling their hotel needs. For example, suppose one of the Marriott Hotel's rooms is experiencing plumbing issues, the company can proactively send a message to the guest in the room and assure them of immediate repairs.
Consequently, the guest would appreciate the company's effort to meet their room standards, leading to more emotional attachment to the company. Proactive response to customer needs also reduces customer support system traffic (Rank et al., 2007, p. 365). Predicting what each guest needs would help Marriott Hotels reduce customers' reach-out to the support system. Additionally, a proactive approach to customer relationships limits business costs by preventing the adverse impacts of customer dissatisfaction. It can help businesses like Marriott to adapt their services towards the customers’ needs to avoid legal and social issues resulting from customer dissatisfaction, such as lawsuits and negative publicity.
 Despite the beneficial impacts of a proactive approach to customer relationships, it also has some limitations. The strategy requires substantial initial investments that may increase a company's expenditure (Delana et al., 2021, p. 75). Marriott Hotels Limited would be required to spend more on employee training to initiate the proactive strategy. However, the benefits, like deeper customer loyalty and trust, a decline in customers' need to call, and reduced social and legal costs, outweigh the cost of initial investment funds.
Adopting an omni-channel communication system: An omni-channel communication system aims to provide an integrated customer experience across all communication channels (Riananingrum et al., 2021, p. 1). It enables all communication channels such as email, online chat, SMS, and mobile phone to integrate and connect for seamless interaction with customers for exceptional customer experience. It lets a company's communication agents switch across the communication channels using one interface without diverting from the main message. Unlike the multi-channel communication system, where companies use different independent platforms to communicate with customers, the omni-channel communication system encourages interdependence among the numerous communication channels for more personalised customer care. When Marriott Hotels Limited adopts an omni-channel communication system, it will create seamless business-customer interaction by ensuring all its communication channels understand the information relevant to each guest for more personalised care. The omni-channel system would also help the company prevent costs associated with failing to respond to the guests' needs and offering irrelevant services. Marriott could also track its customer journey from the point of initial contact to the final contact destination to guarantee customer satisfaction.
 Regardless, an omni-channel communication system results in additional risks to a hospitality business like Marriott Hotels Limited. The approach requires building a complex and comprehensive system for information transfer that may require significant financial and time resources that may disrupt business operations and budget plans. Therefore, the omni-channel approach may lead to a lack of focus, huge costs, and slow progress for Marriott, minimising its competitiveness in the UK hospitality industry.
Initiating digital technologies: Businesses consider technology innovations a critical component of customer relationship management (Viljoen et al., 2005, p. 107). In the ancient days, corporations used physical interactions to initiate customer care. However, the complexities and the changing demographics across the globe minimised the effectiveness of physical operations. Consequently, companies across all industries have shifted to technology-based operations due to their relevance and efficiency (Piccoli et al., 2017, p. 350). In the hospitality sector, companies have adopted new technologies like AI, the Internet of Things, and Automation in their service operations to enhance their customer experience (Maddodi, 2021, p. 2). The new technologies offer real-time, proactive, and prompt communication systems that help businesses build healthy and trustworthy customer relationships (Riananingrum et al., p. 1). Based on the external strategic analysis above, the UK hospitality and hotel sector has experienced dynamic shifts over the past two decades due to technological innovations and inventions of new technologies like AI, the Internet of Things, and Robotics (Huang and Rust, 2021, p. 31). Therefore, Marriott Hotels Limited can initiate modern technologies in its service operations to gain personalised care for increased competitiveness. For instance, AI would help the firm use predictive learning to identify its guests' needs for effective room design and additional services. The company can also use machine-learning systems to monitor its customers across all the hotels to ensure the agents offer personalised advice and recommendations.
 However, modern technologies have some limitations. They require substantial financial investments. Marriott Hotels will incur additional costs due to the purchase of modern technology equipment and employee training.
 Creating a contact centre: According to Riananingrum et al. (2021, p. 1), Customer Relationship Management (CRM) includes a customer-driven approach that facilitates personalised customer care. It creates long-term and sustainable customer relationships by ensuring a company responds to customer needs. On the other hand, a contact centre is one of the elements of CRM. The contact centres support the CRM process by combining customer information in a single central system. 
They play a part in encouraging personalised care by organising customer information based on their needs and preferences to guide the customer care agents on how to interact and engage with the customers. In this case, a contact centre would enable Marriott Hotels to initiate a strong CRM by enabling straightforward, legitimate, transparent, and organised responses to customer inquiries and needs. It would encourage personalised care at Marriott Hotels by ensuring the employees use their knowledge and skills to respond to customer requests in a single setting. However, the approach may be time and cost-intensive because it requires money and time to recruit the contact centre workforce. 
[bookmark: _Toc120364948]CONCLUSIONS
Personalised customer care helps businesses create trustworthy and healthy relationships with their customers. It encourages an in-depth understanding of customer needs for increased customer satisfaction, resulting in increased revenues and brand loyalty. Personalised customer care is characterised by knowing customers, integrating contacts and technologies across communication channels, adopting real-time agents, and immediate response to customer needs. Marriott Hotels Limited, one of the biggest companies in the UK's hospitality and hotel industries, experiences competition, natural calamities, and competition threats. However, it can initiate personalised care to support its strengths, such as loyal customers, innovative workforce, strategic alliances, and positive brand image for more significant competitive advantages in the industry. It can also use the market opportunities like modern technologies and demographic shifts to initiate personalised customer care. Specifically, the company can adopt a proactive approach to customer relationships, shift to an omni-channel communication system, adopt digital technologies, and create a contact centre.
[bookmark: _Toc120364949]RECOMMENDATION
The proposed strategies for personalised customer care could increase Marriott Hotels Limited's competitiveness in the UK's hospitality and hotel industry. Each strategy has its specific benefit to the company's competitiveness and performance. However, they do not have similar impacts concerning a sustainable competitive advantage. Competitive advantages help businesses outdo their competitors based on cost and quality (Huang et al., 2015, p. 618). For instance, the proposed strategies are competitive advantages to Marriott Hotels because they increase the company's service quality. On the other hand, sustainable competitive advantages ensure long-term competitive advantages for a business by promoting time-effectiveness, customer experience, low-cost advantage, and usability. 
In this case, a proactive approach to customer relationships, adopting an omni-channel communication system, initiating digital technologies, and creating a contact centre would enhance the experience of Marriott Hotels' customers by facilitating personalised customer care. However, only a proactive approach to customer relationships guarantees a long-term competitive advantage due to its time and cost-effectiveness, and usability. In contrast to the other three options that require substantial initial financial investments and time-intensive complex operations, the proactive approach to customer relationships only requires the time and cost of employee training. For instance, digital technologies require significant investments in modern technologies; a contact centre requires investments in employee recruiting, selection, hiring, and orientation. On the other hand, an omni-channel communication system requires time and financial costs for change in organisational structure. Therefore, Marriott Hotels Limited should initiate a proactive approach to customer relationships for more personalised care to increase customer experience and promote customer loyalty for higher investment returns.
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