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Customer Relationship Management (CRM)
Synopsis of the Problem
	 International Waters Inc. (IW) is facing the challenge of retaining their customers since the return rate is abysmal. The phenomenon mentioned above shows that the company does not have a holistic CRM framework that ensures optimal customer satisfaction. Therefore, customers are not motivated to return to the spa since they do not feel their presence is less appreciated. Also, the hotels do not have CRM mechanisms to ensure that customers are followed up or incentivized to induce the desire to return. In the end, the hotel chain has failed to create strong relationships with their customers. 
SMART Goals
A specific goal will be applied by developing a CRM framework that ensures optimal customer service by offering incentives (not all services should be chargeable).  The measurable goal will be achieved by ensuring that customer retention can be measured from the number of customers that return to the hotels. An attainable goal will be achieved by ensuring that the CRM framework offers personalized services that give customers varieties of service of options to choose from. The relevant goal will be achieved by ensuring that the proposed CRM system aligns with the technological tools used in customer service without using bulky screens and monitors. Lastly, the measurable objective will be adopted by ensuring that the CRM network leads to increased customer engagement from the time they enter the hotel. 

 
Alignment of the Objectives to the Marketing and Branding
The organizational goals align with marketing since it will aim at increasing the profitability of the hotel with regards to high return rates. The hotelier market is characterized by a need for customers to get personalized services (Kostuch Media Ltd., 2017). Also, customers are always looking for hotels to relax in that have novel technology-aided relaxation tools. Using a CRM system that enables the customers to message the hotel before, during, and after their stay will help the hotel to gain a competitive advantage in the market. The objectives align with branding since it will enable the company to create a positive corporate image. In this regard, the company will be able to develop formidable customer loyalty due to the formation of amicable connections between the clients and the hotelier staff.
Training of Staff
The staff will be trained on how to handle customers appropriately to ensure maximum customer satisfaction. Thus, they will be trained on the best practices with regard to CRM to ensure that they are more responsive to the needs of the customers. For example, they should be trained on the need to respond to the customers in a timely in cases of complaints or inquiries. Also, they will be trained on how to the CRM system with regards to data sharing and dissemination in a bid to improve communication between the customers and the hotels. 
Creation of Brand Awareness
Brand awareness will be created through intensive promotional strategies using social media platforms. Therefore, the company will create social sites where they post images and informative connect on how they ensure that customers are satisfied. The promotional strategy will also ensure that the company engages its customers more even if they are not in the hotels.

Product Testing Opportunities
The new CRM system will be tested by allowing the staff to use it and give their feedback on whether it results in maximum customer satisfaction. Positive feedback will show that the system is the right tool to meet organizational goals effectively (Ivanovic, Mikinac. & Perman., 2011). Customers will be offered services using a CRM framework to determine whether it motivates them to return. 
Customer Touch Points and Solutions
Customer touchpoints will include phone numbers, emails, website chat boxes, and other contact information on the CRM system. The CRM will ensure that customers are given phone numbers and email addresses that they can use to contact the customer services. Also, the hotel's website will have automated chat boxes to respond to customers' inquiries immediately.
Promotional Approach
IW will be promoted through social media platforms such as Facebook and Twitter to ensure that the company reaches as many people as possible. The company will be able to engage with customers on their pages; thus, providing them with information about their services, promotions, and offers.
Value-Creation
Value creation will be created through the provision of quality customer service to ensure that customers achieve optimal relaxation experience. Also, there should be additional incentives, such as vouchers and gifts for customers. 
Follow-up and Summary
Customers will be followed by sending the newsletters on their emails to ensure that they keep updated on the company's activities. Also, customer care should call customers and ask them about their experience in the hotels. Conclusively, the CRM plan aims at ensuring maximum customer retention rates using technological tools, social media marketing strategy, and a holistic follow up procedures.
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