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Customer relationship management 
(CRM) means different things to dif-
ferent people.  Likewise, different 

organizations utilize different CRM strategies and 
tactics according to their needs: some companies 
use a frequency program as the core of their CRM 
platform; some start with automated productivity 
tools for the sales force; and others consider CRM 

compiling a complete profile of the customer and the products/
services they have bought to improve help desk operations.  The 
common factors tend to be heavy reliance on technology and inte-
grating customer data from multiple sources.

Thus, it is no surprise that an examination of the CRM software 
marketplace finds great variety in product offerings, core compe-
tencies and value propositions. The hotel marketer searching for 
a solution can find it a daunting task to sort through the hype and 
positioning to find the best service provider for his or her hotel 
company’s requirements.  The previous sentence has at least two 
key concepts for the marketer in this situation; service provider and 
hotel company’s requirements.  

Application Service Provider Model
In the past, building, maintaining and utilizing a large cus-

tomer database at the hotel level required buying and maintaining a 
dedicated server computer with the attendant costs and headaches:  
hardware purchase, operating system software purchase, database 
software purchase, application software purchase, back-up hardware 
and software, staff to maintain the server and ongoing costs for 
software license updates.  These elements of cost added up pretty 
quickly, leading most hoteliers to determine that whatever was in 
the guest history module of the property management system (PMS) 
was perfectly adequate, despite the shortcomings of trying to use a 
transaction system like a PMS for analytical purposes.  

Over the last eight years, however, the marketplace has almost 
completely shifted to an application service provider (ASP) model 
for CRM tools.  This model allows the smallest hotel to rent space 
on the service provider’s hardware and spreads costs across the 
entire client base instead of requiring each client to make their own 
investments in hardware and software.  For this class of applications 
the ASP platform is far more efficient than a client/server approach. 
This efficiency has increased the number of hotels willing and able 
to commit to sophisticated CRM strategies and tactics.

Hotel Company Requirements
This element may be the major challenge for many organiza-

tions:  the marketer needs to invest time and effort up front to 
establish the property’s requirements and strategies before going 
to the market.  The enterprise must know what they require the 
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application to do for them before they buy.  In that way, a selec-
tion from the two or three vendors that best fit the requirements 
are sought, rather than straining through the universe of vendors.  
The marketer’s practice must read strategies and tactics first, while 
shopping is second.

Hospitality CRM Marketplace
The marketplace for hospitality CRM is both varied and robust.  

A useful approach to understanding the market begins with classify-
ing the different vendors.

Reviewing the grids 
(see pages 48, 50) on the 
hospitality-dedicated database 
marketing and e-mail service 
providers, one notices the 
number of providers in the 
market.  Many of these service 
providers have been estab-
lished in one form or another 
for a relatively long period.  
Some of them have risen in 
their present form out of 
mergers, acquisitions, divest-
ments or executive exits from 
predecessor companies.

The most important field 
in the grid is the key differen-
tiators row.  Other elements 
to look at include the number 
of properties serviced and the 
number of employees.  Evalu-
ate the featured clients cells 
closely as well.  But the key 
thing for the hotel marketer to 
remember is understand your 
requirements and establish 
your strategies before going 
shopping.

Mark G. Haley, CHTP 
is a member of The Prism 
Partnership, LLC, a Boston-
based consultancy serv-
ing the global hospitality 
industry in technology and 
marketing.  For more in-
formation, please visit http:
//theprismpartnership.com 
or call (978)521-3600.  

A useful approach to 
understanding the market 
begins with a rough 
classification of CRM 
vendors: 

• Vendors dedicated to 
the hospitality marketplace 
offering primarily database 
marketing and analytical 
services, many shown in the 
accompanying grid (pg 48).

• Vendors dedicated to 
the hospitality marketplace 
offering primarily e-mail 
marketing services, many 
shown in the accompanying 
grid (pg 50). The grid does 
not attempt to capture the 
literally thousands of generic 
e-mail services available, 
instead presents vendors  
with a deep portfolio of 
PMS/CRS interfaces and 
expertise in generating and 
tracking personalized content 
relevant to a guest’s hotel 
stay and interests.

• Vendors selling a broad 
range of CRM applications 
horizontally, across many in-
dustries that have won some 
traction in hospitality. These 
would include Oracle’s Siebel 
Systems, Unica, Epsilon, In-
for, SAP, SalesForce.com and 
SmartFocus, among probably 
countless others.
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Dedicated 
Hospitality 
CRM Vendors

Amateo
amateo.com

CENDYN
cendyn.com

Clairvoyix
clairvoyix.com

GuestWare
guestware.com

IDT
theidtgroup.com

Intrasight
intrasight

marketing.com

LMG
lmgdata.com

Datavision
datavisiontech.com

Serenata
serenata.com

Year 
Established

2000 1996 1990 1990 1988 2001 1998 1997 1996

Revenue from 
Hospitality 
Clients

100% 75% 85% No Response 90% 70% 100% 100% 100%

No. Hotel 
Properties 
Currently 
Serviced

403 2500 30 750 200 >50 120 200 >600

No. of 
Employees

19 150 7 19 17 >50 8 NA No Response

Relevant 
Products 

Guest 
relationship 
optimization

eInsight Knowledge 
Factory; 

Clairvoyix 
Hospitality 

Solution; Guest 
Intelligence

GuestWare Guest 
management 

system

IRIS Data mining 
application

DVEnterprise CRM 
Module

NetHotel

IT or 
Marketing 
Service

Both Both Marketing IT Marketing Marketing Marketing Marketing IT service, with 
marketing partners

Key 
Differentiators

~ Micro-
segmentation 

based on 
multiple factors 

~ Measures 
profitability 
in addition 
to revenue 
~ Targeted 

communications 
with guests pre-
stay, during stay 

and post-stay

~ Single 
platform  

supporting 
multiple tools 

~ Robust 
PMS/CRS 
interface 

development/
maintenance 
tool ~ Able 
to remotely 

deploy 
interfaces 

more rapidly 
at lower cost  
~Managed 

service 
business 

model

~ Fully 
automated 
workflow 
from data 

extract through 
hygiene and 
append to 

query   ~ Direct 
client access 
to data via 
browser  ~ 
Real-time 
reporting

~ Property-level 
recognition & 

service delivery 
~ Loyalty 
program 

management 
~ Closed-loop 
architecture 

feeding clean 
data back to 
CRS/PMS

~ Clean, 360-
degree view 
of the guest 
integrating 
multiple 
sources of 
otherwise 
fragmented 
data ~ 
Development 
of customized 
CRM strategies 
supported by 
the data for 
each client ~ 
Application 
support from 
marketing 
professionals 
dedicated 
to account 
services

~ All services 
custom-built 

from the proven 
IRIS platform 
~ Strategic 
support in 
addition to 
technical 

expertise ~  
Full campaign 
management 

services housed 
in IRIS

~ Marketing 
support on 
how to use 
the data to 

drive revenue 
~ Services 
based on 

experience 
as resort 
marketing 

executives ~ 
Customized 
Reporting

~Key data 
elements from 
many different 
systems into 

one central data 
warehouse ~ 
Excel-based 

reports enables 
management 

throughout the 
hotel to design 
and drill down 
into data using 
sophisticated 

OLAP techniques  
with minimal IT 
involvement ~ 

Campaign tracking 
against future 
reservations 

booked

~Sophisticated 
integration platform 

to close the data 
cycle between 
PMS/CRS and 

CRM to allow a 
consistent customer 

communication 
across all touch 
points  ~Leading 

technolgy providers 
have chosen 

Serenata as a 
CRM partner 

including Amadeus 
Hospitality, 
SoftBrands, 

TRUST, Pegasus 
and Newmarket 
~ Broad range of 
CRM applications 

based on the latest 
technology

Featured 
Clients

Shire Hotels; 
Savoy Group; 
Dorchester 

Group; Jurys 
Doyle Hotels; 
Rotana Hotels

Hyatt; Best 
Western 

Gold Crown 
Club; Kessler 

Collection

Pinehurst; 
Kor Hotels 
& Resorts; 

Seaport 
Companies

Marriott 
International; 

Kimpton; 
Morgans; 

Canyon Ranch

The New York 
Palace; Pointe 

South Mtn 
Resort; Graves 

601; Luxe 
Hotels

Four Seasons; 
Omni; Hawaii 

CVB; Montage; 
Starwood 
Hotels & 
Resorts

KSL Resorts; 
Westin 
Kierland 

Resort; Sofitel 
Hotels & 
Resorts

Grove Park Inn 
Resort and Spa, 
Amelia Island 

Plantation, Sea 
Island Company

Marriott UK, Lindner 
Hotels, Jumeirah 

International, 
Radisson 

Edwardian, 
deVere Hotels, 
Steigenberger 

Hotels, Habtoor 
Hotels, Rogner 

Hotels

Development 
Environment

ASP; Oracle 10g Microsoft 
.NET

Microsoft .NET 
w/ Oracle 
Database

Either ASP or 
Client/Server; 
both real-time 
& scheduled 
downloads; 

XML preferred

Microsoft .NET 
and .ASP

Microsoft .NET Microsoft 
.NET

Microsoft .NET 
with MS SQL; 

Sharepoint Portal 
Server

Microsoft .NET
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E-mail Service Providers 
with PMS Link

Digital Alchemy
data2gold.com

LMG
returnity.biz

ZDirect
zdirect.com

CENDYN
cendyn.com

Year Established 1999 1998 2001 1996

Relevant Products eRelationship; Surveys Returnity Zmail eConcierge; eSurvey

No. of Employees 15 120 15 150

No. of Customers 280 8 600 2,500

Key Differences High deliverability; high e-mail 
capture rates; patent-pending 

technology

Variable inserts for 
dynamic content; 
Client access for 

changes

 Deliverability; Existing 
interfaces to multiple 

PMSs; Advanced electronic 
marketing practices

Two-way interactive system; 
Transactional capabilities; 

Ticketmaster interface

Featured Clients Rosewood; Peabody Hotel 
Group; Oceana Hotel Group; 

Grand Heritage

Pebble Beach Resorts; 
Hotel del Coronado; 

The Homestead

AmericInn; Tarsadia Hotels; 
Myrtle Beach National; 

Ocean Properties

Hyatt; Meyer-Jabara Hotels; 
Kessler Collection

taking much of the leg work out of system risk 
management.

Configuration and 
Change Management

Two years ago I didn’t see any 
regulations explicitly calling for defined 
systems hardening standards such as those 
created by NIST, the NSA and The Center for 
Internet Security. Now FISMA, CMS-CSR, PCI-
DSS, NERC CIP, and other major authority 
documents are explicitly calling for systems 
hardening to follow such strict guidelines. 
Systems hardening is now an integral part 
of configuration management. And the only 
way to properly follow such systems hardening 
standards and procedures is to define your 
systems and classify your assets according to 
their assurance impact levels of low, moderate 
or high.

At last count, we tallied up around 
100 or so configurable items in each 
system. A configurable item is any IT asset 
that can affect the confidentiality, integrity 
or availability of the system in question. 
This includes everything from document 
directories, database access lists, installed 

cards, and drivers or storage. According to 
each of the authority documents listed here, 
your systems documentation should include 
all of the configurable items and should track 
each and every time someone wants to make a 
change to one of those items.

Think about it. You change the storage 
controller on board a server. That storage 
controller’s setup was (hopefully) documented 
in your systems setup procedures and systems 
disaster recovery procedures, which means 
that both of these procedures will need to be 
updated when the controller is changed.

Much of the unplanned downtime 
our organizations face comes from un-
documented changes to systems that cause 
problems after the fact. Problems that aren’t 
easily traced to a root cause because, of 
course, “nobody did nothing” to the system, 
even though it had upgraded applications and 
someone turned off a few key services that 
should have remained running.

Getting It Done
Where do you start? First, you’ll need 

to go back to your business systems folks 
and your business process flow diagrams 

and check that documentation against the 
documentation you are maintaining for 
the system that supports the process (if you 
even have documentation). You’ll want to 
document all of the assets in the system 
from the documents and databases through 
the applications, operationg systems, cards, 
volumes and devices.

Your next step will be to call your 
records manager (if you have one) and the 
person you work with in the business group 
associated with the computer. With them 
present you’ll want to go through all of the 
information created and maintained by the 
system and categorize it. To help you with 
this, check a list of over 100 information 
types online at www.saywhatyoudo.com. The 
information types describe the information’s 
confidentiality, integrity and availability 
classification along with any special 
classification factors that might apply to that 
type of information.

Dorian Cougias works with Network 
Frontiers, LLC and is a special contributor 
to Hospitality Upgrade. He can be reached at 
dcougias@netfrontiers.com.
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>>continued from page 44

Systems and Information Identification and Classification


