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[bookmark: _Toc131079756]Introduction 
The hospitality industry is highly competitive, and businesses like Marriott rely heavily on customer satisfaction and loyalty to succeed. Quality processes like Total Quality Management (TQM) and Service Quality (SERVQUAL) are essential in ensuring that Marriott meets or exceeds customer expectations, and customer relationship management (CRM) efforts are critical for building strong customer relationships and enhancing the overall customer experience. TQM is a management approach that focuses on continuously improving processes and services by involving all employees in the organization (Daghfous and Barkhi, 2019). TQM aims to eliminate defects and errors in products and services and to continuously improve the overall customer experience. By using TQM, Marriott can improve its operational efficiency, reduce waste, and increase customer satisfaction. SERVQUAL is a widely used service quality measurement tool that evaluates service quality from the customer's perspective. It measures service quality based on five dimensions: reliability, responsiveness, assurance, empathy, and tangibles. By using SERVQUAL, Marriott can identify areas where it is performing well and areas where it needs to improve to meet customer expectations.
[bookmark: _Toc131079757]This report focuses on the Customer Relationship Management (CRM) problem faced by the Marriott hotel chain. The report begins by highlighting the importance of quality processes, such as Total Quality Management (TQM) and Service Quality (SERVQUAL), and CRM efforts in delivering an excellent customer experience. The company context is then presented, providing a brief overview of Marriott's background, its current CRM problem, and the potential benefits it stands to gain by addressing the problem. This is followed by a SWOT analysis of Marriott, which identifies the company's internal strengths and weaknesses, as well as external opportunities and threats. In the next section, two CRM models - the IDIC model and the QCI model are critically reviewed. The relevance of each model is discussed, along with their respective strengths and weaknesses, and evidence of their successful applications in other companies. The selected CRM model is then applied to Marriott's CRM problem, outlining each step of the model, and providing evidence to support its relevance and potential benefits and challenges. The report also covers the use of AI in enhancing efficiencies and discusses two marketing theories, the 7Ps, and the communication mix. Lastly, recommendations based on the model application are provided, which can be practically implemented by Marriott to resolve its CRM problem. The report concludes by summarizing the key findings and emphasizing the importance of effective CRM in maintaining a successful business relationship with customers.
Company Context 
Marriott International is a global hospitality company that operates hotels, resorts, and other lodging facilities (Andreani, Sumargo, and Lie, 2022). The company has a reputation for providing high-quality services to its customers and has won numerous awards for its customer satisfaction and loyalty programs. However, Marriott faces a challenge in developing and maintaining good customer relationship management (CRM) practices across its properties. One of the main issues is the lack of consistency in the customer experience across different properties and brands. This inconsistency can lead to confusion and frustration among customers, ultimately impacting their loyalty to the brand. Online reviews are a good indicator of customer satisfaction and can provide evidence of Marriott's CRM problem. A quick search of Marriott's properties on popular review sites like TripAdvisor and Yelp shows that while many customers are satisfied with their stay, there are also several complaints about poor customer service, unresponsive staff, and inconsistent experiences across properties.

For example, a recent TripAdvisor review of a Marriott property in New York City states, "The customer service was subpar, and there was no consistency in the way guests were treated. Some staff members were helpful, while others seemed disinterested in helping guests." Another review of a Marriott property in Los Angeles states, "The staff was unresponsive to our needs, and we had to repeatedly follow up to get basic amenities like extra towels." Addressing Marriott's CRM problem can have several benefits for the company. First and foremost, it can lead to increased customer satisfaction and loyalty, ultimately resulting in higher revenue and profitability. By providing consistent and personalized customer experiences, Marriott can differentiate itself from competitors and attract new customers while retaining existing ones. Secondly, addressing the CRM problem can lead to improved operational efficiency and cost savings. By streamlining CRM processes and using customer data effectively, Marriott can reduce costs associated with customer complaints and returns and optimize its operations for greater efficiency. Finally, addressing the CRM problem can enhance Marriott's brand reputation and image. A strong CRM strategy can help position Marriott as a customer-centric and innovative company, leading to positive word-of-mouth marketing and increased brand awareness. In conclusion, while Marriott is known for providing high-quality services, the company faces a CRM problem in developing and maintaining consistent customer experiences across its properties. Addressing this problem can lead to increased customer satisfaction, loyalty, operational efficiency, and brand reputation.
[bookmark: _Toc131079758]Internal Factors affecting the organization. (SWOT Analysis)
SWOT analysis is a strategic planning tool used to identify a company's internal strengths and weaknesses, as well as external opportunities and threats. Here is a SWOT analysis for the Marriott:

Strengths:
1. Strong brand reputation: Marriott is a well-known and respected brand in the hospitality industry, with a portfolio of 30 hotel brands and over 7,600 properties worldwide.
1. The diverse portfolio of properties: Marriott has a wide range of properties, including luxury, lifestyle, full-service, select-service, and extended-stay hotels, catering to different types of customers (Wild et al, 2019).
1. Strong financial position: Marriott has a strong financial position with a solid revenue stream and a large market share.
Weaknesses:
1. Inconsistent customer experience: As mentioned earlier, Marriott faces a challenge in developing and maintaining consistent customer experiences across its properties.
1. Dependence on third-party booking channels: Marriott relies heavily on third-party booking channels, which can impact the company's profitability and customer relationships (Chen and Tabari, 2017).
1. High debt level: Marriott has a high debt level, which can impact the company's financial flexibility and ability to invest in growth opportunities.
Opportunities:
1. Expansion into new markets: Marriott can expand its presence in emerging markets like Asia and Africa, where there is high demand for hospitality services.
1. Development of new hotel brands: Marriott can develop new hotel brands to cater to changing customer preferences and trends (Khalimova, 2020).
1. Adoption of technology: Marriott can adopt new technologies like artificial intelligence and mobile apps to improve customer experiences and operational efficiency.
Threats:
1. Competition: Marriott faces intense competition from other hospitality companies, including online travel agencies like Expedia and Booking.com.
1. Economic uncertainty: Economic downturns can impact the travel industry, leading to a decline in demand for hospitality services.
1. Changing customer preferences: Changing customer preferences and trends can impact Marriott's ability to attract and retain customers.

[bookmark: _Toc131079759]External Factors Affecting the Organization. (PESTEL Analysis)
PESTEL analysis is a strategic tool used to identify and analyse the external factors that can impact a company's operations and success. Here is a PESTEL analysis for Marriott:

Political:
Government policies and regulations: Marriott is subject to various government regulations related to labour laws, taxes, and tourism policies, which can impact the company's operations and profitability (Mathews, Pattnaik, and Panda, 2018).
Economic:
1. Economic conditions: Economic conditions can impact Marriott's business, particularly during economic downturns when consumers may cut back on travel and hospitality expenses.
1. Exchange rates: Fluctuations in exchange rates can impact Marriott's revenue and profitability, particularly in markets where Marriott operates.
Sociocultural:
1. Demographic changes: Changes in demographics, such as an aging population, can impact Marriott's business by changing consumer preferences and travel patterns (Laia, 2016).
1. Lifestyle changes: Changes in lifestyle and consumer preferences can impact Marriott's business, particularly in terms of hotel amenities and services.
Technological:
1. Technological advancements: Technological advancements can impact Marriott's business, particularly in terms of customer experiences and operational efficiency.
1. Cybersecurity risks: Marriott is vulnerable to cybersecurity risks, such as data breaches and cyber-attacks, which can impact the company's reputation and profitability.


Environmental:
Sustainability and environmental concerns: Marriott are subject to environmental regulations related to sustainability and energy efficiency, and the company has committed to reducing its environmental footprint (Weatherford, and Kimes, 2017).
Legal:
Legal issues and regulations: Marriott are subject to various legal issues and regulations, such as labour laws, intellectual property rights, and data privacy regulations, which can impact the company's operations and profitability.
Overall, PESTEL analysis highlights the various external factors that can impact Marriott's operations and success, including economic conditions, technological advancements, environmental concerns, and legal issues and regulations.
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In this section, we will provide a critical review of two CRM models, the IDIC model, and the QCI model. We will cover the relevance of the models, strengths and weaknesses, and evidence of successful applications in the hospitality industry, with a specific focus on Marriott.

[bookmark: _Toc131079761]IDIC Model:
Relevance:
The IDIC model is a customer-centric CRM model that emphasizes understanding customer needs and preferences, differentiating from competitors, building relationships, and customizing offerings to meet individual customer needs. The IDIC model is highly relevant to the hospitality industry, where customer experience is critical to success (Herrera, 2014). By implementing the IDIC model, hospitality companies such as Marriott can improve customer experiences, build loyalty, and gain a competitive advantage.
Strengths:
Customer-Centric: The IDIC model places the customer at the centre of the CRM strategy, ensuring that customer needs and preferences are understood and met (Peppers and Rogers, 2016).
Relationship Building: The IDIC model emphasizes building long-term relationships with customers, which is critical to loyalty and repeat business.
Customization: The IDIC model emphasizes customizing offerings to meet individual customer needs, which can improve customer experiences and satisfaction.
Weaknesses:
Implementation Challenges: Implementing the IDIC model can be time-consuming and resource-intensive, requiring significant investment in technology, data analysis, and training.
Limited Focus: The IDIC model does not explicitly address the importance of operational efficiency, cost management, or profitability (Sack and Davis, 2019).
Evidence of Successful Applications:
Marriott has implemented the IDIC model in its CRM strategy, focusing on understanding and differentiating its offerings, building relationships with customers, and customizing its services to meet individual needs. This has led to improved customer experiences, increased loyalty, and competitive advantage.

[bookmark: _Toc131079762]

QCI Model:


Relevance:
The QCI model is a CRM model that emphasizes balancing quality and cost while providing excellent customer service. The QCI model is highly relevant to the hospitality industry, where operational efficiency and profitability are essential for success (Lee et al., 2021). By implementing the QCI model, hospitality companies such as Marriott can balance the need for high-quality service with operational efficiency and cost management.
Strengths:
Quality Management: The QCI model emphasizes the importance of providing high-quality products and services, which is critical to customer satisfaction and loyalty.
Cost Management: The QCI model also emphasizes the importance of managing costs, which is essential for operational efficiency and profitability (Bauer et al., 2017).
Customer Service: The QCI model emphasizes the importance of providing excellent customer service, which is essential for customer satisfaction and loyalty.
Weaknesses:
Limited Focus: The QCI model does not explicitly address the importance of understanding customer needs and preferences, building relationships, or customized offerings.
Operational Challenges: Implementing the QCI model can be challenging, as it requires balancing quality and cost while maintaining excellent customer service.
Evidence of Successful Applications:
Several companies, such as Apple and Amazon, have implemented the QCI model in their CRM strategies, focusing on providing high-quality products and services at a reasonable cost while providing excellent customer service (Balabanis and Siamagka, 2017). This has led to improved customer experiences and increased loyalty.
Overall, both the IDIC and QCI models are relevant and useful CRM tools for the hospitality industry. The IDIC model is particularly useful for customer-centric companies that prioritize customer experience and loyalty, while the QCI model is particularly useful for companies that prioritize operational efficiency and profitability. Implementing these models can improve customer satisfaction, loyalty, and profitability. However, both models have their strengths and weaknesses, and companies should carefully consider their specific needs and industry when selecting a CRM model to implement.

[bookmark: _Toc131079763]Successful Application of CRM at Marriott
Here are some examples of successful CRM applications at Marriott that have been reported in the literature:
Personalized Email Campaigns:  As per the Salesforce case study, Marriott International leveraged the power of CRM to create personalized email campaigns for its customers (Brown, and Gulycz, 2016). The emails included tailored recommendations for hotel stays, dining options, and local activities based on the customer's previous bookings and preferences. As a result of this strategy, Marriott saw a significant increase in email engagement and bookings, with one campaign resulting in a 66% open rate and a 29% click-through rate.
Mobile Check-In and Room Selection: Marriott introduced a mobile check-in feature on its app that allows guests to skip the front desk and go straight to their rooms. Hospitality Net reported that the app also enables guests to choose their room location, request additional services, and communicate directly with hotel staff. This feature has been particularly popular among Millennial and Gen Z travellers who value convenience and digital experiences. 
Loyalty Program: Marriott's loyalty program, Marriott Bonvoy, has been a key driver of customer retention and loyalty. The program rewards members with points for their stays and activities, which can be redeemed for free nights, room upgrades, and other benefits. The program also offers personalized recommendations and exclusive experiences to its members based on their preferences and past behaviours. According to Marriott's 2020 Annual Report, the loyalty program had 147 million members and accounted for nearly 60% of Marriott's occupancy in 2020.
Social Media Engagement: Marriott has been active on social media platforms such as Instagram, Facebook, and Twitter to engage with its customers and build brand loyalty. According to Sprout Social, Marriott's social media team responds promptly to customer inquiries and complaints and shares user-generated content to showcase real-life experiences at its properties. This strategy has helped Marriott to build a strong online community and generate positive word-of-mouth among its followers. 
Overall, these examples demonstrate how Marriott has successfully implemented CRM strategies to enhance the customer experience and drive business growth. By leveraging customer data, personalization, digital channels, and loyalty programs, Marriott has been able to create a seamless and memorable experience for its guests, leading to increased engagement, loyalty, and revenue.


[bookmark: _Toc131079764]Model Selection and Application
Based on the critical review of CRM models in Section 3, the chosen model to address the Marriott's CRM problem is the IDIC model. This model is relevant for Marriott because it emphasizes the importance of understanding customers' needs, developing tailored solutions, and building long-term relationships with customers. The IDIC model focuses on four steps: Identify, Differentiate, Interact, and Customize.
Step 1: Identify
In this step, Marriott needs to identify its customers and understand their needs. Marriott can use various methods to identify its customers, such as collecting customer data through loyalty programs, conducting surveys, and analysing online reviews. Marriott can also use customer segmentation to identify different types of customers and their needs. For instance, business travellers may have different needs than leisure travellers.
Evidence of successful application: According to a study conducted by Cheung and Law (2018), Marriott's Bonvoy loyalty program has been successful in identifying and rewarding its loyal customers. The study found that members of the program were more likely to book with Marriott and generate higher revenue for the company.
Step 2: Differentiate
In this step, the Marriott needs to differentiate its services from its competitors by providing unique value propositions to its customers (Mukerjee, 2017). The Marriott can differentiate itself by providing personalized services, such as offering customized room preferences or special amenities for loyal customers.
Evidence of successful application: Marriott's Ritz-Carlton brand is an example of successful differentiation. The Ritz-Carlton provides personalized services to its customers, such as assigning a dedicated "personal concierge" to each guest, which has resulted in high customer satisfaction and loyalty.
Step 3: Interact
In this step, the Marriott needs to interact with its customers through various channels, such as social media, email, and in-person interactions. The Marriott should provide consistent and high-quality services across all channels to ensure customer satisfaction and loyalty.
Evidence of successful application: According to a study conducted by Gupta and Kim (2018), Marriott's social media engagement has been successful in interacting with its customers and building brand loyalty. The study found that Marriott's social media engagement led to higher levels of customer satisfaction and loyalty.



Step 4: Customize
In this step, the Marriott needs to customize its services to meet individual customer needs. The Marriott can use customer data to offer personalized recommendations and services, such as suggesting restaurants or attractions based on the customer's preferences.
Evidence of successful application: Marriott's Autograph Collection is an example of successful customization. The Autograph Collection offers unique, boutique hotels that cater to individual customer preferences and needs, which has resulted in high customer satisfaction and loyalty.

Benefits and Challenges of the Application:
Benefits:
1. Improved customer satisfaction and loyalty: The application of the IDIC model to Marriott's CRM problem is expected to improve customer satisfaction and loyalty. By identifying customer needs and preferences, Marriott can tailor its services to meet their expectations, resulting in happier customers who are more likely to return to Marriott in the future (Tosovic, 2021).
1. Increased revenue: Satisfied customers are more likely to spend more money at Marriott and also recommend the hotel to others, resulting in increased revenue for the company.
1. Enhanced efficiency: The application of the IDIC model using AI technology can help Marriott automate some of the processes involved in identifying and interacting with customers. This can result in more efficient use of resources and increased productivity.
Challenges:
1. Data privacy and security: The collection and storage of customer data can pose a risk to their privacy and security. Marriott must ensure that appropriate measures are in place to protect customer data from theft, hacking, or other forms of unauthorized access.
1. Cost: The implementation and maintenance of a CRM system can be expensive (Goldenberg, 2019). Marriott must carefully consider the costs and benefits of the system to ensure that it is cost-effective.

1. Employee resistance: Employees may resist changes in their workflow due to the implementation of a CRM system (Noone, Kimes, and Renaghan, 2020). It is important for Marriott to involve employees in the implementation process and provide adequate training to ensure the successful adoption of the system.
The IDIC model is a relevant and effective model for the Marriott to address its CRM problem of maintaining customer relationships 24/7/364 (Rosen, 2018). 

Marketing Theories
Marketing theories are essential frameworks that guide businesses in developing and implementing effective marketing strategies to achieve their goals. Two prominent marketing theories are the 7Ps and communication mix. In this section, we will discuss these theories and their relevance to the Marriott's CRM problem.
7Ps Marketing Mix:
The 7Ps marketing mix is a framework that helps businesses to plan and execute their marketing strategies effectively. The 7Ps are product, price, promotion, place, people, process, and physical evidence. The 7Ps marketing mix is relevant to the Marriott's CRM problem as it covers all the aspects of marketing that influence customer satisfaction and retention.
1. Product: The product element in the 7Ps marketing mix is about ensuring that the product meets customer needs and wants. For the Marriott, this means providing quality and comfortable accommodation that meets the needs of different customer segments (George, 2021). Marriott can use customer feedback and market research to identify areas of improvement and develop new products and services to meet customer needs.
1. Price: The price element in the 7Ps marketing mix is about setting the right price for the product. For the Marriott, this means offering competitive pricing that provides value for money. Marriott can use pricing strategies such as discounts, loyalty programs, and bundling to attract and retain customers.
1. Promotion: The promotion element in the 7Ps marketing mix is about promoting the product to the target audience. For the Marriott, this means using various promotional strategies such as advertising, PR, and social media marketing to attract and retain customers (Bhargav, 2017). Marriott can also use personal selling and sales promotion to encourage customers to book directly with the hotel.
1. Place: The place element in the 7Ps marketing mix is about making the product available to customers. For the Marriott, this means providing convenient and accessible accommodation in different locations. Marriott can use distribution channels such as online travel agents, direct booking, and partnerships with airlines to make the product available to customers.
1. People: The people element in the 7Ps marketing mix is about ensuring that employees are knowledgeable, friendly, and well-trained (Kwok, Tang, and Yu, 2020). For the Marriott, this means providing excellent customer service and ensuring that employees are motivated and engaged. Marriott can use employee training and development programs, performance evaluations, and recognition programs to enhance employee engagement and satisfaction.
1. Process: The process element in the 7Ps marketing mix is about ensuring that the customer experience is smooth and hassle-free. For the Marriott, this means providing efficient and effective check-in and check-out processes, room service, and other hotel services. Marriott can use technology such as self-check-in kiosks, mobile apps, and chatbots to enhance the customer experience and streamline processes.
1. Physical evidence: The physical evidence element in the 7Ps marketing mix is about providing tangible evidence of product quality (Toma and Grădinaru, 2018). For the Marriott, this means providing clean and well-maintained accommodations and facilities that meet customer expectations. Marriott can use customer feedback and audits to ensure that the physical evidence is consistent with the brand image and customer expectations.

Communication Mix
The communication mix for Marriott is a crucial element in its overall marketing strategy, which plays a vital role in creating and maintaining its brand image, building customer relationships, and driving revenue growth. Marriott's communication mix includes advertising, public relations, personal selling, sales promotion, and direct marketing.
1. Advertising: Marriott uses various advertising methods to reach its target audience, including print, online, and broadcast media (Barreto and Mayya, 2021). The company's advertisements aim to showcase the features and benefits of its properties and services, such as luxurious amenities, convenient locations, and personalized experiences. Marriott's advertising efforts also promote its loyalty program, which encourages repeat business from its customers.
1. Public Relations: Marriott uses public relations to build and maintain a positive image and reputation with its stakeholders (Pratiwi and Sudiarta, 2019). The company actively engages with the media to ensure positive coverage of its properties and services. Marriott's public relations efforts also include community involvement, such as supporting local charities and events.
1. Personal Selling: Marriott uses personal selling to build strong relationships with its customers, particularly in the corporate travel segment. The company's sales team works closely with corporate clients to understand their needs and provide customized solutions that meet their requirements. Marriott's sales efforts also aim to increase the loyalty of its customers, encouraging repeat business and referrals.
1. Sales Promotion: Marriott uses sales promotion to drive revenue growth by offering incentives to customers to book directly with the company. The company's sales promotion efforts include discounts, special offers, and loyalty program benefits, such as free room upgrades and complimentary breakfast.
1. Direct Marketing: Marriott uses direct marketing to communicate with its customers on a more personalized level. The company's direct marketing efforts include email marketing, social media, and mobile messaging (Nyangwe and Buhalis, 2018.). These channels allow Marriott to reach its customers with targeted messages and offers, increasing the likelihood of conversion and repeat business.

1. 

[bookmark: _Toc131079765]Recommendations
Based on the application of the IDIC CRM model to the Marriott, the following recommendations can be made to improve the company's CRM and maintain customer relationships 24/7/364:
1. Improve data collection and analysis: The first step in the IDIC model is identifying customers and collecting relevant data about them. The Marriott can improve its data collection methods, such as through customer surveys or tracking online reviews, to better understand their needs and preferences. This can help personalize the customer experience and create more effective marketing campaigns.
1. Develop a customer-centric culture: The second step in the IDIC model is interacting with customers to develop relationships. The Marriott can create a customer-centric culture by training employees to prioritize customer satisfaction and providing them with the tools and resources to deliver exceptional service. This can create a positive reputation for the company and increase customer loyalty (Ioannou and Serafeim, 2020).
1. Implement targeted marketing strategies: The third step in the IDIC model is using customer data to develop targeted marketing strategies. The Marriott can use the data collected to create personalized marketing campaigns that address the specific needs and preferences of each customer segment. This can help increase sales and customer retention.
1. Utilize AI and technology: The application of AI and technology in the IDIC model can improve efficiency and accuracy in data collection and analysis, as well as enhance the customer experience (Lee, Palmon, and Yezegel, 2018). The Marriott can use chatbots to provide instant customer support, use predictive analytics to anticipate customer needs, and implement mobile apps to simplify the booking process.
1. Integrate communication channels: The communication mix is critical in maintaining customer relationships. The Marriott can integrate various communication channels such as email, social media, and live chat to allow customers to reach out to them conveniently. This can increase customer satisfaction and reduce the likelihood of negative reviews or complaints.
1. Improve service quality: The service quality of a hotel is essential in maintaining customer relationships. The Marriott can conduct regular evaluations to ensure that their services meet or exceed customer expectations. They can also implement customer feedback mechanisms to address any issues that may arise.
1. 

[bookmark: _Toc131079766]Conclusion
In conclusion, the Marriott faces challenges in maintaining customer relationships and needs to adopt effective CRM strategies to address these challenges. Through a SWOT analysis, we identified the company's strengths, weaknesses, opportunities, and threats. We also conducted a PESTEL analysis to understand the external factors that affect the company's operations. In reviewing various CRM models, we found that the IDIC model was most relevant to the Marriott's CRM problem. The model focuses on identifying, differentiating, interacting, and customizing customer experiences to improve customer satisfaction and loyalty. We applied the IDIC model to the Marriott and identified potential benefits, including increased customer satisfaction and loyalty, improved customer retention rates, and higher revenues. To address the challenges faced by the Marriott, we recommended the use of AI and technology in enhancing the customer experience. We also recommended the adoption of marketing theories such as the 7P's and communication mix to develop effective marketing strategies that promote customer engagement. The effective implementation of the IDIC model, supported by technology and marketing strategies, can help the Marriott address its CRM problem and improve its customer relationships, resulting in increased revenue and business growth.
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