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[bookmark: _Toc189746485]Executive Summary 
The study was about the importance of CRM for improving the brand image of the hotel industry.  The data from the secondary sources allowed the researcher to provide depth information about the case of Ibis Hotel. The researcher collected the data with the combination of qualitative and quantitative methods for which it was possible to make the study more standard and effective. The data was analysed with a combination of qualitative and quantitative analysing strategies which increased the data accuracy. The researcher found that CRM plays a vital role in the improvement of the brand image of Ibis Hotels. It developed the relationship with many customers by communicating and ensuring the best services to them. So, it was possible to collect the necessary data without any delays for producing the best plans and getting more satisfied customers. It also focused on the improvement of product quality along with service development for making the brand more popular. The CRM contribute to the development of plans for improving the brand image for which Ibis successfully operates its business in different regions and generates more profitability. Overall, CRM impacts the brand image and the hotel industry needs to practice with standard plans. 
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[bookmark: _Toc189746486]Chapter 1- Introduction 
[bookmark: _Toc189746487]
1.1 Background 
CRM is the strategy of managing the customers and improving interaction with them to enhance customer loyalty (Khan et al., 2022). Business organisations need to practice CRM to collect the necessary data about the demands of the customers and offer them the best quality products and services. CRM focuses on the customer lifecycle and makes the best decision in every situation for enhancing customer satisfaction and retention. CRM produce plans to offer personalized services to the customers to attain their support and acceptance by enhancing the brand image. It can support organisations to enhance operational efficiency to overcome competitive challenges and promote the brand (Bilgin, 2018). It provides more importance to collect feedback from the customers to understand their satisfaction level and bring the necessary changes to satisfy them. In the hotel industry, it is necessary to manage the diversity of the customers and generate more revenue to enhance financial sustainability. 
[bookmark: _Toc189746488]
1.2 Company Overview 
The Ibis Bradford Shipley sits on the banks of Leeds/Liverpool canal and offers 2 Star budget-friendly accommodation to customers, who have found favour with this hotel’s suburban location to a world heritage site of the picturesque ‘Saltaire Village’ situated on the outskirts of Bradford in West Yorkshire of Northern England. The Ibis brand itself is very popular throughout the world and growing continuously for its effectiveness in offering the best of hospitality services to customers (Migdadi, 2020) at affordable rates.. Customers can easily reach the hotel from anywhere with Shipley/Saltaire train station(s) at close walking distance. The guests get 24-hour’ services includes free car parking, which increased customer engagement since its inception in 2008. Its strategic pricing and quality products enable it to get the most competitive advantages and enhance its brand image. It practices CRM to ensure the best services to the customers and promote its brand. For its standard services with quality food items, it has generated 35% more profitability in the last years. 

[bookmark: _Toc189746489]1.3 Key Theme of the Study 
The key purpose of the study is to assess the impact of CRM on the brand image of Ibis Hotel in Shipley. The key theme of the study is the CRM strategies and their importance for improving the brand image. The subtheme of the study is the importance of CRM in the hotel industry for gaining competitive advantages. By focusing on the relevant theme it is possible to make the study more standard and effective for generating the best outcomes. 
[bookmark: _Toc189746490]
1.4 Aim  
The research aims to analyse the impact of customer relationship management impact on the brand image of the hotel industry.
[bookmark: _Toc189746491]
1.5 Objectives 
1. To conduct an extant literature review of the hotel industry to understand the importance of CRM
2. To discuss different strategies of Ibis Hotel Shipley for the improvement of brand image.
3. To analyse the impact of CRM on the brand image of Ibis Hotel Shipley
4. To make some effective recommendations for Ibis Hotel Shipley for improving the brand image by practising CRM
[bookmark: _Toc189746492]
1.6 Questions 
1. Why extant literature review of the hotel industry is necessary to understand the importance of CRM
2. What are the different strategies of Ibis Hotel Shipley for the improvement of brand image?
3. How does CRM impact the brand image of Ibis Hotel Shipley?
4. What are some effective recommendations for Ibis Hotel Shipley for improving the brand image by practising CRM



[bookmark: _Toc189746493]Chapter 2- Literature Review 
[bookmark: _Toc189746494]
2.1 Introduction
CRM practice in the hotel industry is very supportive of enhancing customer experience and gaining a higher portion of customer engagement (Iglesias et al., 2019). In contemporary times, most organisations face the most challenges in managing customers. Customers with diverse attitudes and behaviours want to get the food products and services differently. It is necessary to introduce innovation to enhance customer satisfaction and improve the brand image. The CRM make every decision based on the collected data to avoid any kind of error in future which is very supportive of the development of brand value (Guha et al., 2018). The researcher has collected the relevant research studies and reviewed them critically to collect the most authentic and accurate data to conclude the study within the fixed time. 
[bookmark: _Toc189746495]
2.2 The Importance of CRM in The Hotel Industry 
CRM practice is very important in the contemporary age for managing the customers for increasing sales portion. Bilgin (2018) agreed and added that the CRM works for the development of relationships with diverse customers and emphasizes their demand for influencing them to make the fastest decision for collecting any specific products by overcoming the alternatives. Machado et al. (2019) further agreed and added that CRM decides by assessing the customers' journey which is very supportive for reducing the overall cost and gaining more profitability. Juanamasta et al. (2019) did not agree and highlighted that CRM practice increases the organisational cost for which it is not possible to overcome the competitive challenges to reach the destination. Ebrahim (2020) agreed and added that CRM provides more concern to the demand of the customers and takes different initiatives for enhancing their wellness for which the organisations not only carry higher cost but also fail to get the highest productiveness of the employees. Arora et al. (2021) criticized and emphasized that for practising CRM it can be possible to get real-time data to make the employee prepared for interacting with the customers more effectively for enhancing their experience and satisfaction to promote the brand. Wongsansukcharoen (2022) agreed and added that CRM plays the most significant role in increasing the number of satisfied customers who willingly contribute to producing the best plans to improve the products and services quality for which the successful hotel company emphasize practising CRM. 
[bookmark: _Toc189746496]2.3 Different Strategies of Hotel Industry for Improvement of Brand Image
As per Özkan et al. (2019), the hotel industry needs to take innovative initiatives for improving the brand image and gaining more satisfactory outcomes in the most challenging and competitive global market. Sürücü et al. (2019) agreed and added that consistent product development is very supportive for gaining more brand reputation and increasing customer engagement to generate more revenue. Machado et al. (2019) opposed directly and mentioned that the effectiveness of practising the best pricing strategy enables the hotel industry to increase customer engagement and promote the brand faster than any other approach. Kataria and Saini (2020) criticized and highlighted that without developing the service quality an organisation in the hotel industry is never able to get unique brand recognition or fail to establish the brand image for attracting the customers. Vesal et al. (2021) agreed and added that for this reason, CRM practice gets more concern to the majority of organisations which mostly focus on the customer lifecycle and their activities in different stages to ensure the best services for influencing them for repeated sales. Diputra and Yasa (2021) argued and said that CRM practice increases the overall cost of the organisations for which it is not possible to emphasize the development of the products' quality to build the brand image to gain long-term benefits. Natiqa et al. (2022) further argued and emphasized that CRM makes every plan by collecting the most updated and valid data for which it can be possible to avoid the potentiality of error, which is key for overcoming the market challenge and enhancing the brand image. 
[bookmark: _Toc189746497]
2.4 Impact of CRM On the Brand Image of the Hotel Industry 
According to Rather et al. (2018), CRM practice is very significant for the hotel industry as it develops plans to satisfy the customers and enhance customer loyalty. Foltean et al. (2019) agreed and added that the customers want to get the products and services with higher standards which are different from one to another which can be possible to assess and manage effectively for improving the brand reputation and image. Dewnarain et al. (2019) did not agree and mentioned that CRM take more time for assessing the attitude and behaviour of the customers which reduces the competitive power of an organisation and it is not possible to overcome the unexpected challenge or make the best decision based on the market trend. Iglesias et al. (2019) criticized and highlighted that the practice of CRM is very supportive for getting the most updated data about the customer’s behaviour to understand the change to improve the products and service quality to promote the brand. Anshari et al. (2019) agreed and added that CRM produces data-driven decisions and collects the data from the most authentic source to make the fastest and most effective decision to avoid any complications to enhance customer loyalty and brand image. Many researchers including Cheung et al. (2019), also strongly agreed and further explored that CRM increase the strengths of the hotel industry to interact with the customers and build a strong relationship with them to get their support and advocacy for gaining the most customer engagement and brand reputation. Sanny et al. (2020) concluded that CRM has a great impact on the brand image which can be possible to understand by focusing on the progress of successful organisations and it needs to be practised in the most effective way to avoid any relevant issues. 
[bookmark: _Toc189746498]
2.5 Conceptual Framework 
The researcher prepared the following conceptual framework after conducting a critical analysis of the existing research studies. 
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[bookmark: _Toc189751935]Figure 1: 
Conceptual framework. 




CRM is very effective in offering the best services to every customer which is very supportive for improving brand image. It collects customer feedback frequently to understand their satisfaction margin and offers the best solution to make them satisfied. All of the decisions are taken by the CRM based on the most updated and reliable data for avoiding the potential risks which also impact positively on the brand image. It contributes to fostering innovation and making the brand different from the competitive organisations. All of these factors are very supportive for an organisation to improve its brand image. 
[bookmark: _Toc189746499]
2.6 Summary 
CRM in the hotel industry conducts one of the most important tasks for which it is possible to overcome numerous challenges of the global market. It focuses on the customers and their changes in behaviour to improve the products and services quality. For the increasing challenges of the global market CRM needs to collect updated data and foster innovation for the wellness of the brand image. It can contribute to reducing the organisational cost and improving the service quality constantly to gain the trust and recognition of the customers for enhancing the brand value. Without getting the best contribution of CRM it is very complicated to increase customer engagement and satisfaction to enhance the brand reputation. 

 



[bookmark: _Toc189746500]Chapter 3- Methodology 
[bookmark: _Toc189746501]
3.1 Approach 
The overall process or procedures of conducting and enclosure of the study is called the research approach (Collis and Hussey, 2014). Ibis Hotel is very popular and well-known for its standard services to the customers. So, many researchers conducted research on the hotel to assess the importance of customer services for increasing customer engagement and improving brand value. It was the key reason to get enough data from the secondary sources easily to conduct the study properly. By following the deductive approach, the data of the qualitative as well as quantitative methods were possible to analyse critically. All of the data was inputted with the perfect structure for adopting the positivism philosophy. The importance of CRM for improving the brand reputation and image was possible to explore to enrich the knowledge of the readers for ensuring the data accuracy and reliability. 
[bookmark: _Toc189746502]
3.2 Strategy 
A study needs to develop by following a specific technique or process to collect the specific data and input them to conclude the study within a fixed time which is called a research strategy (Saunders et al., 2012). The desk strategy was more appropriate and effective in collecting the most accurate and valid data from the secondary sources. By using the relevant keywords like CRM, benefits of practicing CRM, brand image of the hotel industry etc. it was possible to collect the necessary data in a short time. It was possible to conduct a critical analysis for fixing the best alternatives to increase the trustworthiness of the study outcomes. 
[bookmark: _Toc189746503]
3.3 Method 
The data for a study need to be collected with a specific type which is known as the research method (Cottrell, 2014). For this study, it was needed to collect the data with a combination of qualitative and quantitative methods. So, it was possible to collect the most authentic and accurate data for making the study more attractive and reliable which was not possible only using any specific method. CRM can help the hotel industry and Ibis Hotel obtained numerous benefits for it to gain more brand recognition which was possible to highlight for the inclusion of combined data. 
[bookmark: _Toc189746504]3.4 Sources 
The data need to be collected from any space or location to use them for solving all of the issues which is the source of the data (Greetham, 2014). In this study, the data was collected from secondary sources to avoid numerous complications and produce the best outcomes. For the selection of the secondary data, the researcher was able to avoid the unnecessary cost and the waste of time. Every task was possible to complete with a higher standard and it was possible to input the most updated and accurate data to get the most acceptance from the readers. 
[bookmark: _Toc189746505]
3.5 Data Analysis 
The process of examining, evaluating and fixing the most accurate data is known as data analysis (Collis and Hussey, 2014). The data of the study was analysed with the combined approach of qualitative and quantitative analysis techniques. It was very supportive to assess every piece of data to avoid the less trusted and irrelevant data to produce the most credible outcomes. The data were possible to input with perfect structure for accomplishing the objectives without any delay. 
[bookmark: _Toc189746506]
3.6 Ethical Consideration 
The researcher conducted the study by following all of the ethical criteria of the university guidance to produce the best outcomes. For fixing the secondary data the researcher needed to represent the data avoiding plagiarism and paraphrasing. The researcher used accurate citations and references for showing originality which was also a very important ethical factor. The data was stored with perfect structure and inputted in the study by maintaining higher confidentiality to make it unique and attractive. However, the researcher was able to fulfil all of the ethical factors for having more concern to generate the most satisfactory outcomes in a fair process. 

[bookmark: _Toc189746507]Chapter 4- Findings 
[bookmark: _Toc189746508]
4.1 Introduction 
For the study, the secondary data was very supportive to get mass data easily to accomplish all of the objectives. The researcher was able to fix the most valid and reliable data for getting various alternatives. The data were possible to collect with the combined methods of quantitative and qualitative forms without facing any complications or challenges. The researcher did not require time to collect the necessary data to make the study more standard and reliable. Besides, the combination of quantitative and qualitative analysis techniques was more effective in analysing all of the findings in a short time to develop the study. The findings of the study made it possible to make more authentic and standard for the perfect alignment of methodology. 
[bookmark: _Toc189746509]
4.2 Presentation of Secondary Data 
The data of the secondary sources were collected by considering different factors of Ibis Hotel Shipley. To follow the objectives, the researcher was able to collect specific and authentic data about the hotel to present them with the higher structure to produce the best outcomes. The findings of the study are presented in the following-
[bookmark: _Toc189746510]
4.2.1 Turnover of Ibis Hotel 
Ibis Hotel generates a standard portion of revenues for its continuous improvement of customer loyalty. It practices CEM which is very supportive of enhancing its effectiveness to generate more revenue. It tries to reduce the cost of the operations by taking innovative initiatives for which it gains more turnover. The turnover of the hotel for the last five years is presented in the following. 

[bookmark: _Toc189751936]Figure 2: Turnover of Ibis Hotel. 
Source: (Bernarto et al., 2022)
Bernarto et al. (2022) found that the turnover of Ibis Hotel was € 1.62 million in 2020 which reached €2.20 million in 2021 for its effectiveness in managing the customers. In 2022, it got a huge increase in its revenue which reached €4.22 million for enhancing customer satisfaction. In the very next year, the revenue was €4.84 million which was also very satisfactory. It was able to keep the flow of improvement of the revenue in the next year for its effectiveness in managing the customers and promoting its brand image very fast.  Rustandi et al. (2024) found that in 2024, the revenue reached €5.12 million for its increasing strengths to influence the customer for repeated purchasing. It was more focused on customer satisfaction and retention to increase sales and turnover continuously. 
[bookmark: _Toc189746511]
4.2.2 Staffing in Ibis Hotel 
Ibis Hotel manage the workers very effectively and makes them prepared or ensure the best services to the customers. For its efficiency in staffing, it can foster innovation and promote the brand image. It can overcome any challenge with standard decisions and interact with the customers by understanding their psychology. The plan for staffing of Ibis Hotel is presented in the following. 
[image: ]
[bookmark: _Toc189751937]Figure 3: Staffing process of Ibis Hotel. 
Source: (Sreejesh, 2024)
Sreejesh (2024) found that Ibis Hotel determines its goals at the very beginning to understand the necessary workforce. After that, it assesses the current workforce and their quality to identify the gaps in producing the plans for staffing. For this reason, it was able to determine the staffing needs to take action based on that. It also considered the external factors to develop the staffing strategies. Finally, it implements and monitors all of the tasks for collecting the top talent to improve the service quality. 

[bookmark: _Toc189746512]4.2.3 Number of Branches and Locations 
Ibis Hotel operates its business throughout the world and gains huge customers for its quality products and brand reputation. At present, it has 1,269 branches in different regions and countries. It is gradually increasing the number of branches and reaching new locations to get more customers and increase its revenue. Gazi et al. (2024) found that Ibis Hotel can expand its business areas continuously with the support of CRM and gain a higher portion of sales and turnover. It produces every plan by considering the demands of the customers for developing relationships with them and motivating them to share their feedback. The customers are getting satisfied with getting more evaluation and care which increased the employee retention rate in Ibis Hotel and improved its performance. 

[bookmark: _Toc189746513]4.2.4 The Use of Maps 
By using maps, it provides easier guidance to the customers to reach its different branches. The customers can identify the nearest hotel by using the maps which influence them to visit easily and enjoy any specific food. Through the maps, the customers can collect the contact number of the Ibis Hotel to communicate with customer services. They also get the opportunity to order the products for home delivery. The customers can collect information about the special items in different periods by collecting numbers from the maps. As the customers get various opportunities to use the maps and search the location of Ibis hotels it enhances customer satisfaction. It is also related to the improvement of the brand image and enhanced customer loyalty. Many customers on a regular basis visit its different branches which is the result of more concern to the use of maps. Hyun et al. (2024) discussed that in contemporary times, Ibis Hotel promotes its brand and interacts with the customers deeply to get their positive perception. Offering standard and simple guidance to visit different branches can motivate many customers to attain a higher portion of customer engagement. 
[bookmark: _Toc189746514]4.2.5 Image and Text to Convey a Sense of the Location 
Ibis Hotel Shipley is located in West Yorkshire, England nearby to the Leeds and Liverpool canals, Robers Park, salts mill and Saltaire village. People can visit this branch by train as the station is close to the hotel. It is a very popular branch for the nearest Saltaire Heritage where many people visit on a regular basis to enjoy their leisure and spend quality time with their friends and family members. Dwivedi et al. (2024) found that the regular art exhibitions, cultural events and heritage walks increased customer engagement in Ibis Hotel in Shipley. It ensured the best customer service every time to influence them to visit the branch every time. Unlike any other branch in the globe, this branch gets more customers and generates more revenue for its location. Saltaire is one of the UNESCO world heritage sites for which many people of different countries visit the place. They get the information for the standard promotional and advertising strategy of Ibis Hotel and visit there to get any specific food item. When they find unique services along with higher quality foods they share positive feedback and refer them to their friends and others which work as the word-of-mouth advertisement and enhance its customer loyalty. 

[bookmark: _Toc189746515]4.2.6 SWOT Analysis 
The organisation need to conduct a SWOT analysis to understand the overall situation to produce the plans accordingly. Ibis Hotel assesses its strengths for using them and focuses on the weaknesses to overcome them properly. It always focuses on the market opportunities to use them for enhancing its brand image. The SWOT analysis of Ibis Hotel Shipley is presented as illustrated below.. 
Strengths: The strengths of Ibis Hotel of Shipley are discussed in the following-


[bookmark: _Toc189751938]Figure 4: Strengths of Ibis Hotel Shipley. 
Source: (Khan et al., 2022)

Prime location: The location of the hotel in Shipley is located in the prime location which gets more engagement from the customers (Khan et al., 2022). As this branch is located near Saltaire it can easily get a higher portion of customers from different countries and regions. For CRM practice the customers with diversity can be able to manage easily for promoting the brand image. Ibis Hotel always fixes the prime location to get more customers and generate more revenue. 
Brand recognition: It has a strong customer base and gains huge brand recognition for which it can attract customers massively (Iglesias et al., 2019). For gaining brand recognition it can attain a better position in a new market for generating more profitability and overcoming market challenges. 
Skilled employees: In the Shipley branch of Ibis Hotel, the employees are more skilled to manage the customers with diversity for which reason the customer loyalty is increasing gradually (Kataria and Saini, 2020). It collects the top talent to offer the best customer services to promote its brand and gain competitive benefits. The employees introduce innovation in service offerings and improve the product quality which is very supportive for enhancing its brand image. In every branch of Ibis Hotel, the employees are very skilled and experienced for which Ibis Hotel can attain more and more satisfied customers. 
Affordability: Ibis Hotel offers budget-friendly food items to the customers to increase customer engagement. It offers a diversity of food items to influence massive customers which is also very supportive for improving the brand's reputation and image. The customers can collect the product based on their choice and get the best services which makes them very satisfied (Diputra and Yasa, 2021). The competitive pricing style can attract more customers and increase sales continuously. 
Weaknesses: In the branch, some of the weaknesses need to be overcome to generate more satisfactory results. The weaknesses are discussed in the following- 
Limited luxury: Ibis Hotel focuses on the majority portion of customers and produces products and services to gain a higher portion of customer engagement (Alshurideh et al., 2023). So, there are no luxury accommodations for the premium customers to produce more revenue and profitability. 
Small room size: The room size of the Ibis hotel is small which fails to attract customers who are willing to visit with groups of many people (Natiqa et al., 2022). So, it needs to overcome the issue of getting more customer engagement. 
Opportunities: There are various opportunities for Ibis Hotel in Shipley which are discussed in the following-
Growth of the tourism industry: In contemporary times, the tourism industry is developing very fast which is very supportive of continuous progress in future. 
Technological development: The development of the technological sector reduces the work hassle and offers the opportunity to cover a larger area for attaining more profitability. 
Threats: The threats to Ibis Hotel are discussed here. 
Higher competitiveness: Many entrepreneurs in the contemporary age are willing to start their journey in the tourism industry which increases the competition in the sector. 
Economic uncertainty: The economic uncertainty in the global market introduces different threatening factors for Ibis Hotel. As the branch gets customers from diverse regions and countries the stable economy can enable it to manage the customers properly. 

[bookmark: _Toc189746516]4.2.7 PEST Analysis
The PEST analysis of Ibis Hotel Shipley is presented, hereunder:-

	Political factors
	Economic factors

	· The government regulation is stable in England for which it can operate all of the operation properly. 
· The tourism policies are specific and standard which reduces complications for Ibis Hotel. 
· For Brexit, it loses the customers and revenue. 
	· The rising cost of Ibis Hotel can be very challenging to increase its profit. 
· Ibis needs to modify the pricing structure by considering the initiatives of the competitive organisations for which it fails to attain more profitability.

	Social factor
	Technological factor

	· As it gets the customers with different cultures it faces completion to develop the service plans. 
· The customers expect different services which are very challenging for Ibis Hotel to fulfill and improve the brand image. 
	· The development of technology offers the opportunity to reduce costs and improve relationships with customers. 
· Ibis Hotel faces the threat of cyberattack which can negatively impact the brand image. 




[bookmark: _Toc189746517]4.2.8 Competitor Analysis (Price Vs Quality)
Ibis Hotel practices a standard pricing structure to increase customer engagement and enhance the brand image (Bernarto et al. 2022). It ensures the quality of the products to satisfy the customers and influences them to collect the products and services in future. For its effectiveness in making the pricing strategy standard and the quality of the product attractive to the customers, it can improve its brand image rapidly. The CRM plays the most significant role in making the pricing structure attractive and improving the quality of the products to get the most customer satisfaction. 



[bookmark: _Toc189746518]Chapter 5- Discussion 

The researcher obtained the first objective of the study and explored the importance of CRM to generate more turnover and profit margin. In Ibis Hotel, CRM practising was very supportive to operate all of its tasks effectively to reach the destination by overcoming all of the relevant challenges. Rather et al. (2018) presented almost the same findings that CRM assesses the strengths and weaknesses to take the necessary initiatives for improving the service quality and increasing the number of satisfied customers to gain a huge brand reputation. Dewnarain et al. (2019) agreed and added that organisations can make the customers' journey shorter and influence the existing customers to collect the products and services repeatedly for enhancing the organisational turnover. The growth of revenue in Ibis Hotel was very satisfactory which was possible for its effectiveness to meet with the demand of diverse customers. It is a very important factor to manage the customers in their ways which is the major reason for practicing CRM and developing the relationship with the customers. Foltean et al. (2019) agreed and added that the customers are the most valuable assets for the improvement of the brand value for which CRM practice is very important in the hotel and tourism industry to improve the service quality continuously and attain more customer loyalty. Iglesias et al. (2019) strongly supported and mentioned that the CRM of the organisations always stay connected with the customers and knows their expectations to support the operation management to develop the products accordingly. It also enables the HRM to collect the right talent and enhance the effectiveness of the existing employees for the improvement of the service quality and make them standard for employees with diverse backgrounds. The staffing process in Ibis Hotel is very standard and effective which can enhance the team dynamics for overcoming the competitive challenges. The employees with higher efficiency get the opportunity to implement their innovative and creative knowledge to enhance their performance and brand image. The existing employees get proper support and training for developing their skills to work based on the plans and satisfy every customer of different countries. The employees are enough skilled and experienced for which they can interact with every customer effectively and offering them the desired services by assessing their psychology in a short time. All of the customers get proper evaluation and respect from the employees of Ibis Hotel which influences them to visit Ibis Hotel to enhance their experience. Cheung et al. (2019) discussed that when the employees are enough they can manage the challenges of customer diversity and produce plans of offering unique services in a short time by communicating with them and assessing their behaviour. Anshari et al. (2019) presented the limitations of CRM in that it focuses on the satisfaction and retention of the customers and forces the employees to serve them with higher standards without showing them the way to interact with diverse customers. So, employee turnover can increase for practising CRM which reduces the productivity of the hotel industry and leads to poor performance to improve the brand value. 
The second objective of the study was also accomplished here and the researcher identified different effective strategies of Ibis Hotel to enhance the brand image. The researcher found that it emphasizes the development of the product and service quality by considering the demand of diverse customers in the global market. Bilgin (2018) also presented the same findings and highlighted that hotel organisations need to introduce innovation for offering unique products and services to the customers to enhance their experience and satisfaction to retain them for increasing sales gradually. Sürücü et al. (2019) agreed and added that innovative products are very important for gaining the trust of the customers and promoting the brand faster for getting unique recognition and overcoming competitive challenges. The staffing process is also very supportive of enhancing the brand image and customer loyalty. All of the customers get proper evaluation and services in every branch which was possible for practicing CRM. Machado et al. (2019) highlighted that CRM practice increases the overall strengths of the hotel industry as it makes all of the decisions by considering the contemporary market situations and collects the data at every time with accuracy for having strong relationships with many customers. Sanny et al. (2020) strongly supported and added that it can help organisations overcome any error and grow continuously to gain the most competitive advantages and huge brand acceptance in the most challenging global market. Ibis Hotel is located in different regions with increasing branches which can make the brand visible to customers throughout the globe. The customers can collect updated information about its products and services to match their expectations for making the best decision at the earliest time. Kataria and Saini (2020) discussed the visibility of the brand and emphasized that offline visibility is very supportive for the improvement of the brand value of any organisation which offers long-term benefits. But from the study of Migdadi (2020), it can be possible to identify the limitations of the study which discussed that in the age of technology, the hotel industry should use technology in every sector and digital marketing can be very supportive for reaching to massive number of people to enhance their awareness and promoting the brand image. Ibis manage the customers by considering their culture and geographical location which can enhance customer loyalty for attaining more turnover. It also practices the SWOT analysis for making the best decision by considering the situation for enhancing the brand image. It takes all of the necessary initiatives to overcome its overall weaknesses and use the market opportunities to promote its brand. Besides the development of the plans by considering the organisational strengths and potential threats help to reach the destination by overcoming every relevant risk or threat. Arora et al. (2021) agreed and highlighted that when the organisations have clear ideas about its overall situations it can be possible to make the plans realistic for making it successful. Natiqa et al. (2022) further agreed and added that it can use the innovative power of the employees to overcome the threats and ensure the best use of the market opportunities for generating more revenues. 
The third objective of the study was to analyse the impact of CRM on the brand image of the Ibis Hotel Shipley and the researcher accomplished the objective. It was found that Ibis Hotel considers the political, economic, social and technological factors for producing the best plans to attain a better position in the competitive market. Özkan et al. (2019) presented almost the same findings and highlighted that the PEST analysis enables an organisation to produce the best plans to interact with the customers in the fair process to influence them to collect the products by avoiding any other alternative of the competitive organisation. Ebrahim (2020) agreed and further added that CRM focuses on the PEST analysis with more importance for introducing innovative strategies for attaining the most acceptance of the targeted audiences and enabling the organisations to grow continuously for enhancing the brand recognition and image. Ibis Hotel was able to bring the necessary changes in the plans and procedures for overcoming the potential challenges of the global market. The CRM always focused on collecting the updated data of every market to understand the necessary changes. It was very supportive for getting the ideas of the potential risks of the market to enable the organisations to produce alternative plans for overcoming the issues. Vesal et al. (2021) agreed and highlighted that the changes in the market can bring both opportunities and challenges which can be possible to understand by collecting accurate and updated data every time. It is possible with the practice of CRM which always communicates with the customers to know their demands and focus on the market changes to ensure the perfect combination of the collected data to introduce innovative plans or strategies for enhancing the wellness of the organisations. Diputra and Yasa (2021) highlighted the challenges of practising CRM that it only focuses on the customers for which the organisations especially the hotel industry faces a lot of complications as the customers do not have enough ideas about the laws and legislations. Ibis Hotel emphasized quality improvement by developing plans constantly and avoiding unnecessary costs by improving the effectiveness of the workforce. So, it can practice unique and effective pricing styles for increasing customer engagement and enhancing brand image. Wongsansukcharoen (2022) focused on the factors and said that when the organisation can decide with accuracy it can be possible to overcome many challenges or complications to avoid many unnecessary costs which is very supportive for gaining cost leadership in the market and it can be possible to make the brand image more trussed to the customers. Alshurideh et al. (2023) supported strongly the combination of quality products and reasonable price can help a brand to overcome any challenge of the market and it can be possible to gain the most acceptance from the customers of any region for generating more turnover and reaching the destination. 



[bookmark: _Toc189746519]Chapter 6- Conclusion and Recommendations 
[bookmark: _Toc189746520]
6.1 Conclusion 
The importance of CRM practice can be understood with the progress of the turnover of Ibis Hotel. It can overcome all of the challenges of competitive organisations and market changes for gaining support from the CRM. All of the tasks are operated with perfect plans for which it attains the most skilled and effective staff to conduct all of the tasks to gain more customer satisfaction. It gets the employees with higher skills and experience to offer the best quality services to the customers to increase the rate of employee retention. 
Ibis Hotel can attain a better position in the global market by emphasizing the improvement of the brand image with innovative strategies. It brings innovative products and offers services based on the psychology of the customers which helps to promote the brand and develop the brand image. The skilled employee collection is also a very supportive strategy to enhance its brand value to attract many new customers and retain existing customers. It practices CRM with more importance which is also a part of the improvement of its brand image. 
CRM practice in Ibis brings a lot of advantages for the hotel and allows it to mitigate the potential challenges with effective planning. CRM focuses on the analysis of strengths, and weaknesses along with the potential opportunities and threats for making the plans more standard for gaining huge brand recognition. The customers show more trust in the Ibis for its concern to enhance their satisfaction and wellness with the development of the strategy. All of the operations operate with proper plans ensuring higher standards for active contribution to CRM, which improves customer engagement and brand image of Ibis in a global market. 

[bookmark: _Toc189746521]6.2 Recommendations 
Ibis Hotel can bring changes in different stages to improve its performance and gain more customer satisfaction and brand recognition. It shows more dependence on CRM which has the potentiality of facing different challenges in future. Customers get huge alternatives in the contemporary market and their behaviour can be changed very fast which needs to be considered for the development of the strategies and gaining more competitive benefits. It needs to focus on some specific factors which have been recommended by the researcher after conducting the study with perfect structure. 
· It needs to provide more concern for the improvement of the room's comfort to attain more customer engagement. The variation of room size along with the improvement of conformation can help to get the acceptance of the customers who are ready to pay premium prices to increase their enjoyment (Hyun et al., 2024). It needs to upgrade the décor and the bedding quality to attain premium customers to gain more profitability. The furniture quality needs to be developed to make it attractive to the customers and make it standard for customers with premium budgets. However, it also needs to consider the diversity of the customers and needs to offer premium services to generate more revenues. 
· It needs to emphasize the development of technological improvement for the development of customer services. It will enhance the effectiveness of CRM which will be able to reach customers in any place without facing any complications in interacting with them and enhancing their satisfaction. It will be very supportive to share specific information about the brand to enhance the brand awareness of the customers. So, it will be possible to gain more brand recognition and the enhancement of the brand image will be very satisfactory for attaining the trust of many customers. The technological development will be very supportive of cost reduction and developing relationships with many customers for increasing sales and revenues. 
· It is also necessary to develop a pricing strategy to overcome the competitive challenges. The CRM needs to assess the pricing strategy of the competitive organisations and newcomers in the market to bring the necessary changes (Bernarto et al., 2022). With the strict implications of the plans and improving the productivity of the employees, it is possible to cut unnecessary costs which is very important for getting the most acceptance of the customers. Different organisations implement different pricing structures which need to be assessed with more importance before bringing changes in the pricing style or practicing the best pricing strategy and getting the acceptance of many customers. 
· [bookmark: _Toc189746522]It needs to invest more amount for the development of employee skills and efficiency. After collecting the employees, it is necessary to offer them the necessary guidance so that they can conduct their tasks effectively by avoiding the potentiality of any mistake. The employees will be able to interact with the team without facing any complications in getting the necessary training (Dwivedi et al., 2024). Besides, training after a certain time period improves the productivity of the employees and motivates them to provide more concern for their duties. So, Ibis Hotel should provide more concern for the development of employee skills and productiveness for developing the brand image. 
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