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Slide 1: CRM Strategy
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Today as an Advisor I will be outlining the Customer relationship management system which can support the operational success for your new Hotel opening situated in Swansea situated between Swansea Building Society and LC2.  
According to Kotler and Armstrong (2018) Early client experience has a significant impact on digital reputation and recurring business in the UK hospitality industry, especially in smaller scale areas such as Swansea. Therefore, it is important to build and implement a successful CRM system before opening to ensure smooth customer experience. 

Slide 2: The importance of CRM in Hotel industry
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Customer Relationship Management is more than just a transaction, it is a long term engagement with guests through their experience and data collected from day one (Maraj et al., 2025). With this hotel being in Swansea it is important for CRM to be implemented from early meaning customer relationships can be made and turned in to repeat business and drives guest experiences reflecting on the business as brand and for potential customers.
 Relationship marketing theory emphasis that since new customers require attracting through advertising, managing existing guests is more economical than gaining new ones (Maggon and Chaudhry, 2015). Which emphasis how gaining customers from first opening can benefit the hotel in future. 

Slide 3: Key CRM Components
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Key CRM components include integration with booking platforms, customer data being centralised to access pre arrival and arrival for a smooth and personalised check in and real time information sharing. For a newly developed hotel in Swansea implementing CRM components is essential to build long term customer relationship and market presence. Strategic Customer relationship management requires access across many integrations such as booking platforms to manage check in and check out for guests to ensure smooth operation is completed when visiting a new Hotel in Swansea. Centralised customer data allows profiles to be available for each guests to understand their needs and tailor services to meet this (Rahimi, R. et al., 2017). Having this available can create memorable experiences and potentially repeat business in future for the Hotel. 
For a new Hotel in Swansea, access and incorporation is critical due to reliance on third party booking apps such as Booking.com and Trivago, which dominate regional hotel distribution (Booking.com, 2025). According to  Swansea Council (2024) Swansea is a competitive destination for room occupancy with the need of more hotels to be developed so building a CRM system to the copper work hotel can help build brand loyalty and improve occupancy rates to meet demand for the hotel niche. 


Electronic point of Sale (EPOS) system is essential for hotels to create revenue in areas of the hotel from room service to restaurant area . At Swansea’s New hotel EPOS should be applied with CRM so guests purchases contribute to single customer profile. Linking to the customer lifetime value theory, when spending habits are identified to create high value customers (Buttle and Maklan, 2019). This illustrates how as a hotel this would be beneficial to create experiences and familiarity with new customers for future appearances.


Slide 4: Ritz-Carlton ‘Mystique’ supporting Hotel Opening
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Customer Relationship management supports the entire customer journey from booking to face to face contact. Service blueprinting theory (Shostack, 1984), highlights the importance of managing services correctly and how this is improves quality of service in Hotel. 

The Ritz- Carlton hotel’s Mystique concept, combining guest data, employee empowerment and personalistion to each guest to create unforgettable memories is a great example of service quality for the newly Developed hotel to adapt. Through systems management this data is shared for improved consistency through the hotel to remain at standard through a guest's journey (Robison, 2008). 

Adapting Mystique concept to the hotel in Swansea could create early competitive advantage comparing to hotel such as the Marriot chain who do not implement this. For example taking note of guests needs and visit purpose can create comfort and satisfaction. This reflects the marketing relationship theory on repeat customers over new. 

According to Pine (1993) mass custiomisation theory enables hotel to deliver a wide range of experiences to a vast amount of guests to meet the scale of occasion. In Swansea where there is competitive hospitality market , attracting visitors can develop through personalised services acting as a comparison to other hotels (Tourism, 2024).


Slide 5: Operational Challenges of CRM 
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CRM operational planning can come with many Challenges. Firstly employee resistance is a significant obstacle as it calls for organised leadership and team engagement. Employees may neglect the CRM system if they lack adequate training before the hotel in Swansea opens.  Secondly data quality is a critical concern within the United Kingdom, this is due to poor data management which is reducing system effectiveness creating legal risks for hotels.  Finally cost control is significant for a new hotel operation in Swansea, CRM systems require substantial investment and value long term usage (Chain, 2025). To ensure limited risk for the newly developed hotel training staff before opening can help mitigate issues and areas for improvement and focus on collecting quality guest data from day one. 

Slide 6: Recommendation for opening New Hotel
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· Staff training prioritised to ensure effective service given to the guest 
· Data collection focusing on essential information not unnecessary
· Adapt operations to feedback to improve quality and services
· Phased implementations to balance system luxuries with operational capability
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