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Abstract

This researcher has tested the role and relationship between marketing and service quality
management in hotels. This issue is concerning how hotels responding to customer needs
and desires, tobuilt competitive advantage support. The objectives of the study have
focused on similar links between marketing and quality they perform in hotels.
Significance of the study, emphasized the linked positive points between both marketing
and quality management. Researcher has adopted analytical descriptive method based on
knowledge of both marketing and quality management. The study results are: (1)both
marketing and quality management supporting hotels to perform financial and non-
financial objectives,(2) as well as they are creating competitive advantage,(3)besides both
are used as reliable accepted standard tools to measure service quality. Finally the study
has recommended: Encouragement hotels managers to work consistently in order to
respond to customers' needs and acquiring competitive advantage, through marketing and
quality practices and applications in hotels, just with presence of motivated employees.

Keyword: Marketing strategies, service marketing, quality management, hotel
establishments
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