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Abstract 

The best ranked hotel chains possess more than 1/3 of the world’s accommodation 

capacities. International hotel groups have penetrated the Romanian market and even if 

their presence is relatively small, the weight they possess is significant. The development of 

relationships with customers could be considered empathic to the hotel industry and it is 

significant because the hotel sector is highly competitive. The main purpose of the study is 

to identify the approach to their customers and the loyalty methods used by the hotels in 

Romania belonging to an international hotel chain. A descriptive research, applying an 

interview based on a questionnaire was performed. The research reveals that the 

communication with the clients is made mostly direct, but also by using the hotels’ own 

website. The hotels own databases with clients. The structure of the database allows them 

to personalize the offered services, what attracts an increasing degree of customer 

satisfaction. The strategies and the policies used to retain clients are established mutually, 

taking into consideration the proposals made by the international chain but also the hotels’ 

ideas. 
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Introduction 

 

The influences of global environment are reflected in the intensity and the direction 

of tourist streams and in the development of the hotel companies’ strategy (Petrovic, et. al, 

2013). The International Association of Hotels and Restaurants registered more than 300 

international hotel chains with different characteristics (size, ownership structure, business 

relations, quality of hotel capacity, business concept, price etc.). The best ranked 300 hotel 

chains have over 7.2 million rooms (54,400 hotels) meaning that these business systems 

possess more than 1/3 of the world’s accommodation capacities (Petrovic, et. al, 2013). 

The hotel industry in Romania is formed mainly by individual units managed by 

their owners. In the last ten years, the number of hotels has increased, reaching in 2013, 

1445 hotels (National Institute of Statistics, 2014).  
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International hotel groups have penetrated the Romanian market and even if their 

presence is relatively small (15 hotel groups), the weight they possess is significant 

(Cosma, et al., 2015).  

The international hotel chains use a mixture of strategies to penetrate markets and to 

extend their position in foreign markets. They mix the direct foreign investment strategy 

with the leasing, franchise and management contract or even joint venture operational 

systems, dependent upon the interest in a certain country or the policies and laws a country 

may implement (Cosma, et al., 2015). On the Romanian market, the strategies used by 

international hotel chains to penetrate this market are: franchise, management contract, 

direct foreign investment and the leased contract (Cosma, Fleşeriu and Bota, 2014). 

After penetrating a market, the hotel chains will try to adopt and to implement the 

best strategies, specific to each country or each market by analysing some aspects such as: 

the economy, the demand, the buying behaviour, the infrastructure etc. but also aspects 

regarding the strategic objectives and the companies’ resources. To have the perfect 

adapted marketing mix, the chains will consider segmentation, targeting and positioning 

strategies (Stone and McCall, 2004). 

 

1. Customer relationship management in the hotel industry 

In the literature are many studies regarding customer relationship management and 

many authors have approached it.  

Customer relationship management (CRM) is associated with relationship marketing 

and is defined as relating to sales, marketing and services. Nowadays, this concept is one of 

the most controversial issue and a focal point in the business field (Becker, Greve and 

Albers, 2009; Balaram and Adhikari, 2010).  

Also it is associated with specific objectives such as “customer retention” (Geddie, 

De Franco and Geddie, 2002; Kuo, 2009), “customer share” (Rich, 2000) and “customer 

loyalty” (Reichheld and Schefter, 2000; Hu, Huang and Chen, 2010). In this case, customer 

relationship management is regarded as a strategy, which focuses on consumers for the 

purpose of retaining them, increasing their loyalty and based on this improving the 

profitability for the organization (Dowling, 2002).  

The concept is also aligned to processes such as “enterprise resource planning 

applications” and having the goal “to deliver cost savings and more streamlined services 

within organizations” (Luck and Stephenson, 2009). In this case, the implementation of 

customer relationship management strategy can bring a great benefit for the organization. 

The benefits are: increasing the sales through a better marketing segmentation, customizing 

the products or services, obtaining higher quality products, gaining access to information 

and employee satisfaction. All of these can ensure a long-lasting customer retention and 

loyalty (Verma and Chandhuri, 2009; Mohammed and Basri, 2012). Customer relationship 

management is considered not only to involve technology but also processes and people 

(Luck, 2009). 

Recent studies on CRM focus selectively on some service sectors such as: banking 

(Krasnikov, Jayachandran and Kumar, 2009; Akroush, et al., 2011), telecommunication 

(Beldi, Cheffi and Dey, 2010; Mohammed and Basri, 2012), healthcare (Hung, et al., 2010; 

Bunthuwun, Sirion and Howard, 2011), and contact center (Abdullatif, Mokhtar and 

Yusoff, 2010), but there is still a market lack of research on customer relationship 

management in the hospitality industry (Luck and Stephenson, 2009; Wu and Lu, 2012). 

Although there is an ever-increasing use of CRM in the tourism sector, there are still 

limited researches investigating its variety of applications in this industry (Vogt, 2011). The 
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researchers refer to the importance of making studies on CRM dimensions in the hotel 

sector, because the last one is possessing elements ideal for creating and nurturing 

relationships with customers (Akroush, et al., 2011; Sadek, et al., 2011).  

Customer relationship management is relevant for the hotel industry because most 

companies are offering more or less the same products or services. In this case, the 

differentiation is more interesting to those companies because there is a potential and the 

resources to develop long-term relationships with customers (Zineldin, 2000). The 

development of relationships with customers could be considered empathic to the hotel 

industry and it is significant because the hotel sector is highly competitive (Nasution and 

Mavondo, 2008). In the hotel industry, customer relationship management becomes a 

strategic imperative for attracting and increasing the guests’ patronage (Sigala, 2005). 

The adoption of CRM should improve the hotels’ performance trough increasing 

customer satisfaction and loyalty, declining customer acquisition costs and increasing 

profitability by customers that are willing to pay an extra price for better services (Verdugo, 

Oviedo-Garcia and Roldan, 2009; Wu and Li, 2011). 

 

2. Research methodology 

This paper considers a marketing research aiming to identify the perceptions and 

actions of hotels belonging to international chains in Romania. The paper capitalizes only a 

part of the data collected in this research and continues previous studies (Cosma, Fleşeriu 

and Bota, 2014; Cosma, et al., 2015). The main purpose is to identify the customers 

approach and the loyalty methods used by the hotels included in an international hotel chain 

from Romania.  

The research objectives are as follows: 

1. To identify the way in which the hotels approach the target segments. 

2. To study of customer relationship policies. 

3. To identify the loyalty strategies used by hotels. 

 

3. Results and discussions 

The investigation of the 51 hotels, belonging to the 21 international hotel chains 

present on the Romanian market, reveals that the most strongly segment in the case of 

hotels affiliated to international chains is the upscale one (59%). The midscale segment 

represents 22%, the luxury 16% and the economy one has just 4%. The penetrating 

strategies used by the international hotel chains in Romania are as follows: 57% from the 

hotels have a franchise agreement, 27% a management contract, 14% are direct foreign 

investments and just 2% have a leased contract. 

Regarding the customer relationship management, the hotels belonging to 

international chains are trying to create a strong connection with the customers.  

Table no. 1: Communication methods with the consumer 

 

Very often 

used (5) 

Often 

used (4) 

Normally 

used (3) 

Rarely 

used (2) 

Very rarely 

used (1) 

Average 

value 
Direct communication 41 7 3 0 0 4.75 

Own website 38 8 4 0 1 4.61 

Socializing networks 9 20 17 2 3 3.59 

Newsletter 4 16 25 2 4 3.27 

Publications 2 24 8 15 2 3.18 

Source: calculation made by the authors 
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That is way they communicate in different ways with the customer. The most used 

communication method is the direct communication. From all 51 hotels, 41 are using the 

direct communication very often. The web sites are used very often by 38 of the hotels. 24 

hotels are using often specific publications. Also, 20 of them use often the socializing 

networks. The newsletters are normally used by 25 hotels (table no. 1). 

All the 51 hotels have their own data base with the clients who are split in different 

categories (different segments). All hotels have a business client segment; less than the half 

have a leisure category and just 25% have a category with VIP clients (fig. no.1). 

 
Figure no. 1: Clients’ categories from the data base 

Source: calculation made by the authors 

Regarding the strategies used by the hotels to retain the clients, from all 51, the 

majority (37) are using the combined strategies set by the hotel chain, own strategies and 

mutually agreement (fig. no. 2). 

 
Figure no. 2: Strategies used to retain the clients 

Source: calculation made by the authors 

The hotels are using as loyalty instruments permanently special offers depending on 

the event (29 hotels) but also own loyalty cards (23 hotels). Periodically are using special 

offers for different categories of clients (32 hotels) but also special offers depending on the 

season (35 hotels). Occasionally some hotels are using special offers depending on the 

payment methods and more than 50% of the hotels (35 hotels) never use co-branded loyalty 

cards (table no. 2). 

Table no. 2: Retain instruments used by hotels belonging to international chains 

 

Permanently 

(4) 

Periodically 

(3) 

Occasionally 

(2) 

Never 

(1) 

Average 

value 
Own loyalty cards 23 2 8 18 2.59 

Co-branded loyalty cards 8 2 6 35 1.67 

Special offers for different 

categories of clients  10 32 9 0 3.02 

Special offers depending on the 

season  12 35 4 0 3.16 
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Permanently 

(4) 

Periodically 

(3) 

Occasionally 

(2) 

Never 

(1) 

Average 

value 
Special offers depending on the 

payment methods  11 9 20 11 2.39 

Special offers depending on the 

event 29 15 6 1 3.41 

Source: calculation made by the authors 

The investigated hotels are evaluating the offered services’ quality as followed: 50 

hotels take a feedback from the clients, less than the half of them are discussing with their 

business partners and just 13 are asking the employees (fig. no. 3). Two of the hotels gave 

other answers such as: sometimes, when the franchisor wants that. 

 
Figure no. 3: Service quality evaluation 

Source: calculation made by the authors 

Regarding the human resources policy, the majority of the hotels have the possibility 

to decide some elements such as: the level of the salary, the bonuses, the number of 

employees etc. Just 1.3% of the hotels have a similar policy like the international one and 

less than 1% have a negotiated one (fig. no. 4). 

 
Figure no. 4: Human resources policy in the hotels belonging to international chains 

Source: calculation made by the authors 

The labour in the hotels are even entirely local (38 hotels) or are a mixture between 

local and foreign (13 hotels).  

 
Figure no. 5: Labour in the hotels belonging to international chains 

Source: calculation made by the authors 
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From all the hotels belonging to the luxury segment (8 hotels), seven have local and 

foreign labour and just one hotel has entirely local employees. Also six hotels belonging to 

the upscale segment have foreign employees (fig. no. 5). 

All the 51 hotels own some policies regarding the service quality offered by the hotel 

and there are standardised rules and procedures specific to each chain. 

The internal audit is made for the majority of the hotels each year (40 hotels), but in 

some cases it is more often. Nine hotels have the internal audit quarterly, one hotel monthly 

and one hotel answered that it depends based on how often the chain wants (fig. no. 6).  

 
Figure no. 6: Internal audit for the hotels belonging to international chains 

Source: calculation made by the authors 

 

Conclusions 

To offer the best quality of the services, by respecting the conditions established by 

the international chain, the communication with the clients is made mostly direct, but also 

by using the hotels’ own website. These two communication types allow the hotel to see the 

consumer’s reaction, the frequency which with they are visiting the site, the number of 

registered visitors on the site etc. To have a communication as good as possible with the 

customers, the hotels own databases with them. All the hotels affiliated to international 

chains have databases with business clients, because all are focused on the business tourism 

and the organization of corporate events. Also, the majority of the hotels belonging to the 

luxury segment have a database with the VIP clients and a part of the hotels which have 

four stars have a database with the leisure clients (the hotels located in the capital and in the 

big cities form Romania). This structure of the database allows them to personalize the 

offered services, what attracts an increasing degree of customer satisfaction.  
Because the hotels know very clear which are the targeted consumer segments, the 

strategies and the policies used to retain them are established mutually, taking into 

consideration the proposals made by the international chain but also the hotels’ ideas. The 

hotels are using as permanent retaining instruments the special offers depending on the 

event and the own loyalty cards.  

The research limitations about the customer relationship management strategies, 

used by the hotels included to the international chains are as follows: difficulties 

encountered in data collection especially related with information accuracy (the respondent 

was not always a representative of the top management) and the present research represents 

only a descriptive statistical approach and future researches will consider inferential 

correlations also. The limits above can turn into future research objectives such as 

identifying the existence of a connection between: the target segments and the most used 

communication tools with them, the target segments and the loyalty instruments 

permanently used by the hotels, the target segments and categories of respondents 

addressed in evaluating services quality, penetration strategies and human resources 

polices, penetration strategies and the frequency of the internal audit required by the 
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international hotel chain, penetration strategies and the origin of the human resources 

personal for the hotel. 

The present research offers a support in understanding, evaluating and improving 

customer relationship strategies and adapting these actions to specific market needs. 
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