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Marriott Leads the Way to

Customer Satisfaction

A Case Study of Marriott International

Marriott International knows that customer satisfaction is
directly related to its managers’ ability to motivate their
frontline customer care associates. Thus, in a company

for which repeat business and brand loyalty are vital, the
training of new managers has a direct effect on the bottom
line.

Marriott is by no means unique. All companies in the lodg-
ing and hospitality industries and most in other industries
face similar challenges. So, why focus on Marriott? The best
answer is that it has been singularly successful in achieving
high levels of customer satisfaction.

In J.D. Power and Associates” most recent North America
Hotel Guest Satisfaction Index study, two Marriott brands
scored highest in their segments: the Ritz-Carlton Hotel
topped the Luxury Segment and had the best score in the
entire survey; and SpringHill Suites by Marriott had the
highest score in the Mid-Price Limited Service Segment.

In addition, three brands placed second in their segments:
Renaissance Hotels and Resorts, Courtyard by Marriott, and
Residence Inn by Marriott. All told, Marriott brands placed
first or second in five of the six segments into which Power
divided the industry.

This success depends critically on frontline customer care
associates and how they are managed. All new managers
participate in an intensive training workshop that empha-
sizes the achievement of customer satisfaction.

The four-day Foundations of Leadership program is offered
25 times per year for managers in full-service hotels. It
also includes pre-wark and follow-up. New managers in
extended-stay and franchised properties participate in the
three-day Business Management course, which offers most
of the same content.
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Nancy Curtin Morris,
Marriott's National Director of Training

The key to successful leadership and communication in
the fluid and complex environment of a hotel is self-
awareness and awareness of others. “In Day 1,” says
Nancy Curtin Morris, Marriott's national director of
training, “we start with an explanation of our corporate
culture and then move directly to the question, “Who are
you?" We begin with what the Myers-Briggs Type
Indicator® assessment can tell our new managers about
themselves. After a 60-minute introduction of the princi-
ples and uses of psychological type, we hand out to the
participants their individual Myers-Briggs® results; each
previously completed the instrument online.

“We also hand out the Introduction to Type® in Organizations
booklet. When the discussion turns from what Myers-Briggs
results tell them about themselves to what they say about
others, you see light bulbs go on in terms of their under-
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standing of the people they work with. That's when they
realize they can adjust their styles for dealing with both staff
and supervisors.”

In Day 2, the Foundations of Leadership course moves from
“Who are you?” to “How do you fit?” Sensitivity to one’s own
and others’ type preferences plays a significant part in this
segment as well. In Day 4, the group is divided into six-person
teams for a hotel management business simulation. “Before
the simulation begins,” reports Morris, “we set aside time

for each team to discuss how the Myers-Briggs types of the
team members may affect their working together. The result is
improved teamwork. For example, a team with five Extraverted
members concluded that it should make special efforts to
ensure the inclusion of its single Introvert.”

Myers-Briggs content was added to the Foundations of Lead-
ership curriculum a year and a half ago. Since then, Morris has
seen type awareness spread throughout the company. Some
program graduates have had the training delivered to their
staff. And, although Foundations of Leadership is designed

for new managers, one Marriott business unit provides the
program for its senior managers as well.

“Our focus on customer service has been strong for more than
70 years,” says Morris. “The added focus on understanding
your own and others’ psychological type is making it even
better. Self-understanding and the ability to ‘read’ others can
make a big difference. Communications can be tailored to the
recipient, and the communicator knows when and if he or she
is not getting through. Teamwork is more effective. Learning
about type preferences inevitably makes it easier for both
customers—and that is where the payoff comes in.”

© 2009 by CPP, Inc. All rights reserved. California Psychological

Inventory, CPI, CPI 260, Fundamental Interpersonal Relations Orientation,
Fundamental Interpersonal Relations Orientation—Behavior, FIRO, FIRO-B,
FIRO Business, SkillsOne, Strong Interest Inventory, and the CPP logo are
trademarks or registered trademarks of CPP, Inc., in the United States and
other countries. Myers-Briggs Type Indicator, Myers-Briggs, MBTI, Step |,
Step II, and Introduction to Type are trademarks or registered trademarks
of the MBTI Trust, Inc., in the United States and other countries.

CASE STUDY : MARRIOTT INTERNATIONAL : PAGE 2

About CPP, Inc.

At CPP, our only job is to help you be a better HR
professional and, in turn, help every employee
flourish. While we're best known for our products,
like the Myers-Briggs Type Indicator®assessment,
CPP is also a group of people who can offer you
the information, guidance, and support you need.

We offer solutions to help you improve organiza-
tional performance and address whatever chal-
lenges you face—from team building, leadership
and coaching, and conflict management to career
development, selection, and retention. Perhaps
that's why millions of people in more than 100
countries use our products each year. They
include individuals at Fortune 500 companies
and businesses of all sizes, as well as educators,
government agencies, and training and develop-
ment consultants.

Since its founding in 1956, CPP, Inc., has been

a leading publisher and provider of innovative
products and services for individual and organiza-
tional development. Available in more than 20
languages, the company’s hundreds of products
help people and organizations grow and develop
by improving performance and increasing under-
standing. Among CPP’'s world-renowned brands
and services are the Myers-Briggs Type Indicator®,
Strong Interest Inventory®, Thomas-Kilmann
Conflict Mode Instrument (TKI), FIRO®, CPI 2609,
and California Psychological Inventory™ (CPI™)
assessments, and CPP Professional Services.

Let's make a difference together.
Talk to us today to see how.

1055 Joaquin Road, Suite 200, Mountain View, CA 94043
800-624-1765 : www.cpp.com : The Myers-Briggs® experts
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