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The main aim of this report is showing how Customer Relationship Management is implemented in an organisation. A company should be involved in Customer Relationship Management because having the CRM is helping the business have loyal and faithful customers, increasing the profit. Choosing this organisation, I can demonstrate that having a good CRM can help the hotel improve, gain more customers and at the same time facing the COVID-19 rules. According to Weinstein (2002), the majority of a company’s time, resources and energy are spent pursuing new customers. While it is vital to develop the company, expand into new areas and acquire new customers to replace lost revenue, the most important purpose retaining clients and improving customers relationship should be a priority. Managers understands how important it is to give to their customer value in order to make a profit. 
According to McKinsey & Company (2017), the customer journeys are made up of a series of touchpoints that add up to the customer experience having a better interaction with businesses. Seeing the world through their eyes customers contribute to the success of the company who needs to arrange themselves better. Customer experience design necessitates reshaping encounters into alternative structures, and while the effort may begin modest, it quickly expands to include digitising processes, reorienting business cultures, and quickly refining new techniques in the field. Rewiring a firm to offer world-class customer experiences is a journey in and of itself, spanning two to four years and demanding high levels of commitment from both corporate executives and frontline employees. 
The customer value/retention model introduced bellow is a good visualisation showing the link between the main factors such as customer satisfaction, customer value, and company success. The next section is analysing the problem, considering the Customer Relationship management problem in developing a good CRM. However, after analysing the problem, the theories, principals, tools, and models shown in the next section associated with CRM will demonstrate how the problem can be solved and at the end on the report the recommendations and how the problem can be change, using the CRM in the organisation.
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This report is about IBIS, which is a brand owned by Accor, first hotel being opened in 1974, in Bordeaux, France. After nine years in United States of America the first Ibis was opened and by the end of the ‘80s, the chain extended to Texas, Georgia and Florida. In United Kingdom, Ibis opened eight hotels by the end of 1995. Between 2003-2005, Ibis was spreading through South Korea, Thailand, and China, and in 2004 operated seven hundred hotels in thirty-six countries. However, at the end of 2009, Ibis reached the one hundred thousand rooms milestone, opening the first hotel in Russia, following by opening the fifth hotel in Brazil and the first one in Japan. Furthermore, after more improvements changing the brand name from All Seasons into Ibis Styles and, Etap Hotel into Ibis Budget, in Europe by the end of 2013 has become the biggest hotel operator with 1277 hotels. In 2014, Ibis opened his 1000th hotel. 
Having experience over five years in this hotel, mostly in housekeeping department, the CRM problem in developing good CRM that the hotel is facing now is the COVID-19 pandemic, which that is affecting the hotel industry by not allowing customers to travel, therefore, hotel not having to many guests, loosing profit. In order the hotel to increase profitability is to make sure that all the rules are implemented correctly and accepting any customer who wants to spend the night at a hotel visiting the surroundings. According to Hao et al (2020), since the beginning of COVID-19 at the end of 2019, businesses have been beset by uncertainty, with the tourist and hotel industry being particularly affected. The tourist and hospitality sector, as an industry founded on human movement and personal connection, is both a co-creator and a primary recipient of the pandemic and its consequences. 
One of the problem the hotel is facing is linked with customer relationship management, more exactly, the lack of staff in housekeeping department. The problem is linked with CRM because without staff in housekeeping department the hotel cannot accept customers, because without the staff who is cleaning the rooms, they do not have clean rooms to offer to customers. Therefore, having this problem with not providing rooms to the customers, the customer experience can be poor. Another problem that IBIS is facing is the lack of knowledge of the employers, not knowing how customer experience is valuable to the company and why the employees do not understand the customer needs. The company not having a clear value proposition is causing the problems to increase and affect the CRM of the business, this being a major issue since an inadequate value proposition might force the business ideal consumers to seek out the rivals simply because they do not realise that the hotel is providing what they want right away (Invesp, 2008-2019). Furthermore, the third problem that IBIS is facing is total cost of purchase which is a problem for the company because if they cannot afford the amenities, food and beverage, the suppliers can leave the company and find another one who can afford to pay. 
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Application of the customer Value/Retention Model which starts with the main factors are identified, as well as their interrelationships. This gives management strategic direction, and it also emphasises long-term relationships (retention), while acknowledging that some customer defection and attrition may occur, thus client acquisition must remain a focus. The third is an inter-functional and methodical model that connects marketing goals to the large picture, or financial position (Slideshare, 2021).
According to Toolbox (1995-2020), a CRM software system is following some activities such as customer data is collected from a variety of sources and apps and stored in a single area. Repetitive sales, marketing, and customer support procedures are automated. Follows prospects and consumers during the buying process. Identifies chances for upselling and cross-selling and encourages cross-departmental cooperation. The CRM tools can be two categories which are based on installation or based on functionality. 
Customer acquisition will always be a critical component of any company's development and profitability. However, because of its cheap cost, high return on investment, and long-term advantages, customer retention has a significant influence on the bottom line. According to studies, gaining a new client costs a firm four to ten times more than keeping an existing customer. This is due to the increased work required to locate, target, and effectively offer a product or service to a new client as opposed to a customer who has already purchased something from a firm. Keeping an existing client has been found to not only save money on marketing, but also to result in higher-value transactions (Liferay, 2021).
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The Peppers and Rogers Group created the IDIC Model as a general template developing CRM in a range of circumstances. IDIC stands for identify, distinguish, interact, and customise, which are the four steps of CRM deployment. The first step is to identify your consumers, which may be done by collecting information such as a customer’s name, address, and purchase history at each point of contact throughout the organisation. The aim is to gather as much data as possible about each client so that you can better understand their requirements, wants, and purchasing habits. The next stage is to segment or distinguish your customers depending on their present and anticipated lifetime value. Keep in mind that not all clients are equal in terms of company value. You may focus your customer relationship efforts on the most valuable clients and adapt your interactions to best match each group for maximum profitability by segmenting your customers depending on their worth to the organisation. In the third step, you'll put your CRM ideas into action by connecting with your clients. Once your consumers have been evaluated and classified, you can create personalised interactions for them for example, you might provide loyalty perks or prizes to valued customers to encourage retention and ongoing spending. Keep in mind that you should learn from each encounter in order to enhance future ones. You may evaluate your client interactions once you've documented them in order to build better personalised one-to-one service. The objective is to meet your clients' requirements and expectations while also ensuring that you have identified them uniquely (Lucidchart, 2021). 
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Adrian Payne and Pennie Frow created the Five Forces CRM paradigm. For efficient CRM processes, this paradigm stresses a cross-functional approach. The model has two primary components: cross-functional CRM procedures and essential CRM implementation features. Payne’s model outlines five processes: strategy development, value creation, multichannel integration, information management and performance assessment. For a successful CRM implementation there are four key elements: CRM readiness, CRM change management, CRM project management and employee management. Companies should undertake a CRM readiness assessment before implementing a CRM strategy to evaluate how prepared they are to execute a new CRM procedure. Furthermore, because CRM necessitates a fundamental cultural and operational transformation, businesses should engage in CRM change management and project management as new strategies are implemented and the complexities of CRM projects increase. Finally, employee buy-in is essential for CRM effectiveness. Ascertain that your workers are aware of the strategies and processes, as well as the new customer-centric culture. CRM procedures cannot succeed without these underlying circumstances and ingredients (Lucidchart, 2021).
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CRM is the short version of Customer Relationship Management. It is a piece of software that helps you manage customer and potential customer contacts. A customer relationship management system (CRM) aids businesses in developing customer connections and simplifying procedures in order to boost sales, enhance customer service, and boost profits. When we talk about CRM, we typically mean a CRM system, which is a tool for managing contacts, sales, and agent productivity, among other things. A CRM system's aim is straightforward: To expand your business, improve your business contacts. CRM software aids in the management of customer connections across the customer lifecycle, including marketing, sales, e-commerce, and customer support interactions (Salesforce, 2021).
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While all of these advantages apply to almost any CRM on some level, customer relationship management encompasses a wide range of technologies. CRM systems differ in terms of features and purpose, and they may be classified into three groups: collaborative CRM, operational CRM, and analytical CRM. 
Breaking down silos is a major goal of collaborative CRM systems. Frequently, the marketing team, salespeople, and customer service representatives are all located in separate departments that appear disjointed. Depending on criteria such as geographic locations, channels they service, goods they specialise in, or skill specialities, each of those divisions is further divided in larger companies. However, in order to deliver a consistent customer experience throughout the customer journey, you'll need a means to exchange information in real time throughout the whole business. Indifferent of what department or channel they work in, collaborative CRMs ensure that all teams have access to the same up-to-date customer data. Contact centre workers also have access to updated data on customer interactions that occurred via email, and customer support have access to all of the data gathered by marketing and sales teams when working with a prospective client. Customers avoid the unpleasant experience of having to repeat themselves each time they speak with a new contact because to this connectivity between departments and channels. Each person they deal with has access to a record of all previous encounters with the customer, allowing them to consult and learn all important facts quickly and simply. 
Operational CRMs aid in the streamlining of a company's customer interaction procedures. They provide you the tools you need to better see and manage the whole client experience, even if it has a lot of touchpoints. This begins with their earliest encounters with your company's website, continues through the whole lead management process as they progress through the sales funnel, and concludes with their activities after they've become a client. Automation functions are common in operational CRM systems. Marketing automation, sales automation, and service automation relieve your workers of some of the labour they would otherwise have to do. This frees up time for them to focus on the more creative and personal parts of their employment, which require a human touch. It also makes it much easier for developing businesses to maintain high-quality service while scaling.
Analytical CRMs are designed to assist you in analysing your customer data in order to get valuable insights. Collecting enormous amounts of data has never been easier because to digital technologies and platforms. However, data analysis the process of transforming that data into something valuable for your business is a challenging task. According to estimates, more than half of the data gathered by businesses is never utilised. That would be a waste of your consumer data. An analytical CRM has capabilities that allow you to leverage the data you already have to spot patterns in your clients' behaviour. You may better understand what stages lead to the most successful sales, which enhance customer retention, and what the most typical customer complaints are using this information.
(Zendesk, 2021)
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The IDIC Model is chosen in the company because it addresses the problem identified. The model stands for identifying the customers which starting by collecting all the relevant data, depending on how much data you collect in order to understand the customer needs, wants and behaviour. Starting at the entrance of the hotel and asking every customer to provide all the information needed, and if they can to complete a 10-question survey about how the hotel can improve for them to be more comfortable during the COVID-19 pandemic, besides the rules and cleanliness.  Secondly, differentiate the customers by their lifetime value because every customer is different and is not adding the same value to the company. First of all, every customer is important, because without customers the business is not working. However, some of the customers may be more loyal than others, and for this IBIS implemented a program where can offer depends on how many stays, they had to have three types of customers, which are as silver, gold and diamond, in this order being ranked.  Another important part of this model is to interact with the customers applying CRM plans. Offering loyalty points or vouchers to the most valued customers. Interacting with customers can improve the CRM in the hotel and collect more feedback can improve the business making the employers change in order for the customer to be satisfied.  However, the last part being to customize after you have all the knowledge about the customer, analyse and develop the services, ensure that the customer’s needs, and expectations are met. The author thinks that supplementing the IDIC model with thorough and consistent advice can be an effective essential component in IBIS' CRM strategy for achieving satisfaction and loyalty via the establishment and improvement of long-term relationships. Essentially, the parts of the IDIC model have been modified, implemented, and later enhanced throughout the organisation, with the reason for each aspect detailed in the following sections (Ahmadi et al, 2012). 
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Applying the CRM models to the company’s problem after analysing every step of the models, helping the business overcome the challenges of the CRM, helps the company know that without knowledge of the customer is not easy to make the business grow. Most of the employees needs more training in how to use the system, check-in the customers faster. Some departments, like housekeeping department needs to train the employee to clean more rooms per day, using the chemicals correctly and be more organised. The F&B department needs to make sure all the employees are trained to serve the customer right and always smile and keep a positive attitude. The benefits of the company are to make sure that all the CRM problems are resolved and can overcame any challenge, especially after the COVID-19 pandemic, anything can happen.
Because CRM is a project that spans the whole business, top management must not only be involved, but also inspire and establish trust among others. Because top management shapes the organization's ideas and culture, their early participation has a beneficial ripple effect across the business. As a result, recruit the help of your senior executives. When it comes to establishing a new CRM system, the most essential individual is the project manager, who has the authority to supervise the project. This individual is crucial since he or she is in charge of the entire show. They will make sure that all of the required stages are completed on schedule and that the objectives are accomplished. It doesn't have to be from management, but it must be an achiever with contagious passion, dedication, and a keen eye for detail (SuperOffice, 2021).
A super-user is the individual who has been designated as your new CRM system's "know-it-all." He or she has CRM and wants to put it through its steps. This is the internal go-to person who is there to aid when others in your company have difficulties or require assistance. The super-user is frequently the CRM vendor's point of contact, and he or she will be the first to learn about new product releases, software upgrades, issues, and so on. To have a successful CRM strategy, you must first outline how your work processes will change, what actions you'll take at each level of implementation, what you want to achieve and how you'll assess your objectives, and how CRM will complement your company development plan (SuperOffice, 2021).
Multiple departments can benefit from integrated CRM solutions since they can receive a full picture of leads and prospects, allowing them to build focused interactions and rapidly reach important decision makers. Develop a thorough grasp of a customer's business, beginning with a thorough understanding of their history with your firm, and you'll establish a solid connection based on trust right away. Relate to the difficulties: Learn what matters to your costumers their objectives, issues, and preferences and automatically send them personalised suggestions. Engage with relevancy: Marketing and service teams may propose suitable promotions or instructional content that supports their decision-making at the correct moment by gathering data on their company requirements. New consumers are necessary for continuous expansion, but they are difficult to come by. The good news is that you may offset the costs of acquiring new customers by selling to your existing customers. Gain more insight into your client portfolios upsell, cross-sell, and renewal chances, and you'll notice a rise in repeated sales as a result of the trust you've already established (Salesforce, 2021).
Customer-related tasks can be automated or removed, such as looking for contact information or inputting data. Adopting the appropriate technology frees up your staff from time-consuming processes, allowing them to spend more time connecting with consumers. Automation in sales, service, and marketing will free up your workers to spend more time talking to potential customers and developing connections with current ones, allowing you to move the needle for your company. Even the finest product is only as good as the service that comes with it, and consistency has become the new standard for outstanding service. When cross-functional departments have instant access to a customer's entire history, everyone can deliver tailored messages and solutions with the appropriate resources. Simply said, more pleasant encounters foster confidence and inspire customers to return. You can deliver more pleasant purchasing and service experiences that keep customers coming back for more with insight into customer histories, ongoing campaigns, or open cases. Strong client connections will pay off for years if you invest your time properly today. Visibility across all of your connections can help your teams manage at-risk accounts pre-emptively and provide happy customers with new possibilities at the right time (Salesforce, 2021).
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The company should make sure that have enough staff in every department and the employees are properly trained. A CRM solution may assist even the tiniest hotels learn how consumers pick items depending on the context of their trip allowing you to provide tailored promotions or upselling offers to them ahead of time. With a follow-up email, establish a relationship with the guest as soon as feasible. This will allow you to set the tone for the guest's stay and allow you to collect vital information about them before they ever arrive. Simple yet considerate services like additional pillows or meal reservations are available. This is an excellent approach to create more detailed visitor profiles, demonstrate your dedication to customer service, and even reinforce your brand promise and reputation. 
Adding a little more value to your customers' experience by giving a few complimentary services will help them warm up to you and your business. Offering gratis services is a good way to provide excellent customer service that people will tell their friends about or better yet, post on social media. Offering free Wi-Fi or a free shuttle to the airport or nearby attractions may be as easy as that. The technology that is now being created for hotels is both fascinating and game changing. Hotels, for example, are beginning to install "smart room keys," which allow visitors to unlock their doors with a simple swipe of their smartphone. This technology has already been applied in hotels around the country by brands like Sheraton and Hilton. For both guests and employees, tablets are proven to be a useful communication tool. Travelers may submit a request from their room with only a few clicks, which is sent to a staff member's mobile device and replied in minutes. The hotel can even use the tablets to advertise paid services or local attractions. 
Rather of waiting for a customer complaint, may assist you in transitioning from a reactive to a proactive service approach, which will enhance customer satisfaction and retention. Customer loyalty is critical to any hotel's success, but in today's competitive industry, it's becoming increasingly difficult to retain. That is why hoteliers must concentrate on techniques that recognise and reward repeat customers. While loyalty programmes are a fantastic strategy, you need think about how you construct your programme. After a specific number of points are accumulated, many loyalty programmes give a free night or a reduced stay. The issue with this strategy is that it might take a long time for someone to get their reward. As a result, vary your services. Include prizes that may be claimed right away, such as a free drink at the bar, complimentary valet, late check-out, or an automatic hotel upgrade, in addition to the free nights. When guests come at your resort, it's also vital to greet them by name, noting that they're returning visitors and thanking them for their devotion.
(Amadeus Hospitality, 2021)
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After evaluating the models applying the CRM in IBIS, the conclusion is that any company who has a proper CRM system can have a successful business. For the company to have a good profitability has to follow all the steps in this report, especially the recommendations where there are some tips for improving the company in order to satisfy the customer and met their needs and expectations. Using the customer/value retention model helped the company realise that the most important factor a customer can have to a company is loyalty. IDIC Model helped the company with a solid foundation for organisations to navigate when it comes to customer interaction and meeting their expectations.  The Payne’s Five Forces model helped the company understand the cross-functional CRM procedures and essential CRM implementation features. However, the types of CRM showed to the company that collaborative CRM, operational CRM, and analytical CRM can help any business if they are applying them. 
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