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Customer relationship management CRM has become one of the most important strategic approaches within modern organisations particularly in hospitality industry where customer satisfaction, loyalty and repeat business are essential for long-term success. Ever-changing consumer expectations and advances in digital technology have transformed how organisations interact with customers rather than focusing solely on attracting new customers. Businesses increasingly recognise the importance of developing long term relationships that encourage repeat visits positive reviews and customer advocacy. Consequently, CRM has evolved from being viewed as a software solution into a comprehensive business strategy that integrates people, processes and technology to improve customer relationships and organisational performance. (Payne Frow, 2017).
Although CRM is often associated with software systems it is now recognised as a comprehensive business philosophy. Integrating people, processes and technology to create value for both organisations and customers. (Buttle & Maklan, 2019). 
The hospitality sector is especially reliant on effective customer relationship management, because the quality of service delivered directly influences customer perceptions and future purchasing behaviour. Unlike organisations that sell tangible products, the hospitality businesses provide experience that are largely intangible and depend heavily on employee interactions every customer contact, from making a reservation to paying a bill and leaving feedback, contributes to the customer’s overall perception of the business. CRM systems enable hospitality organisations to collect, analyse and utilise customer information to personalise services, respond effectively to customer need and strengthen long term relationships (Kotler et al., 2022).
Technological developments have significantly enhanced the capabilities of CRM, Systems. Modern organisations now use integrated databases, cloud-based software, social media platforms, mobile applications and artificial intelligence to gather valuable customer information and provide personalised experiences. 
This assignment critically evaluates the concept of Customer Relationship Management through academic literature to a workplace example at The Haywain, Bridgend. The assignment analyses the businesses, current customer relationship practises identify strengths and weaknesses and provides recommendations to improve, the overall customer experience customer retention and overall business performance.

[bookmark: _Toc235921478][bookmark: _Toc235949264]2.0 Literature Review
[bookmark: _Toc235921479][bookmark: _Toc235949265]2.1 Defining Customer Relationship Management
Customer Relationship Management has been defined differently by academics over the past three decades, Early definitions focused primarily on technology whereas more recent literature considers CRM to be a strategic organisational philosophy. (Payne & Frow, 2017) describe CRM strategic approach concerned with creating shareholder value through developing appropriate relationships with customers rather than simply, analysing customer information CRM integrates technology, marketing and customer service to maximise Customer Lifetime Value.
Similarly, (Buttle & Maklan, 2019) argue that CRM combines business strategy with Information Technology to acquire, develop and retain profitable customer relationships Successful CRM therefore depends not only on the technology, but also upon employee commitment and effective leadership. Businesses that fail to utilise CRM throughout their business processes. Often experience struggles and limited success despite investing heavily in these technological systems.
Modern customers expect businesses to recognise their preferences respond quickly to any issues or enquiries and to deliver consistent experiences across multiple communication channels. CRM has evolved into an essential strategic tool that can enable businesses to compete through customer experiences rather than simply completing on price.

[bookmark: _Toc235921480][bookmark: _Toc235949266]2.2 CRM Models
Customer Relationship Management has evolved from a technological system into a strategic business philosophy within the hospitality industry. CRM models are particularly valuable because customer experiences are created through a repeated interactions between employees and guests, understanding these models enables businesses to design customer focused strategies that are tailor made and to encourage repeat business, create customer loyalty and to gain a good reputation.

One of the most recognised CRM models is the IDIC model, Developed by (Peppers and Rogers, 2017). The model consists of four stages: identify, differentiate, interact, and customise. Firstly, identify an individual customer and collecting relevant information about their personal preferences and behaviours. Customers are then differentiated according to their needs. Continuously engaging enables the business to build stronger relationships while customised products, services and communications create the personal customer experiences. Within hospitality businesses such as The Haywain, this model could include recording customer preferences recognising returning business and tailoring promotions based on previous visits. Personalisation in short customer satisfaction and strengthens long term loyalty.
Another widely recognised CRM model is the Customer Lifecycle model. (Buttle & Maklan, 2019). This model focuses on managing customer relationships throughout every stage of the customer journey, recognising that customer needs and expectations change over time, the four key stages are customer acquisition, customer retention, customer development and customer recovery. 
The customer acquisition stage focuses on attracting new business through effective marketing and communication skills, hospitality businesses achieve this by using  digital marketing tools online booking systems, social media campaigns and promotional offers. At the Haywain, attractive new customers may involve advertising seasonal menus family events and special promotions through social media platforms encouraging nuclear residents and visitors to make their first booking.
The customer retention stage aims to encourage customers to return by consistently providing memorable experiences and excellent customer service. CRM systems help businesses store customer information, such as previous bookings, favourite meals, dietary requirements and special occasions. Employees can then personalise future visits by greeting, returning guests by name, recommends in favourite many items or recognising buses anniversaries and special occasions these personal interactions have strengthened relationships and increase the longevity of the customers loyalty.
The customer development stage focuses on increasing the value of existing customers through personalised recommendations cross-selling and up-selling CRM software analyses previous purchasing behaviours and patterns to identify suitable products or services that customers may be interested in. At the Haywain staff may recommend premium drinks, meals or desserts or upcoming themed events based on previous purchases, this only increases, business growth and revenue, but also enhances the overall customer experience by providing personalised recommendations.
The final stage is customer recovery, which deals with resolving customer complaints and rebuilding damaged relationships, even well managed hospitality businesses occasionally experience service failures such as delayed meals, resolving errors or incorrect orders CRM systems allow managers to record complaints, monitor resolutions and follow up with their customers after issues and complaints have been resolved. For example, if a guest experiences poor customer service at The Haywain, Management could apologise personally offer a complimentary meal or drink and record the incident within the CRM System. Research suggests that a factive complaint handling can increase customer loyalty because customers appreciate businesses that respond quickly and professionally to problems (Buttle & Maklan, 2019)
The Customer Lifecycle Model demonstrates that CRM is not simply about attracting customers, but about developing long term relationships throughout the customers experience. When it is applied effectively within hospitality settings such as the Haywain, the model only supports improved customer satisfaction, increases loyalty and sustainable business growth.

2.3 Critically Evaluating CRM models
Although both the IDIC model and the Customer Lifecycle Model provide valuable frameworks for managing customer relationships they also have limitations. The IDIC model places significant emphasis on collecting and analysing customer data, meaning organisations must invest in technology ensure consistent compliancy with data protection legislation such as the GDPR Smaller hospitality businesses might find the financial requirements quite challenging. Similarly, the Customer Lifecycle Model assumes that customer behaviour follows predictable pattern However in reality customer journeys are often everchanging and influenced by external factors such as online reviews economic factors and a change in preferences.
[bookmark: _Toc235921481]Despite these limitations both these models remain highly relevant within the hospitality industry because they encourage businesses to build long term customer relationships rather than focusing solely on individual transactions by combining personalised service with effective CRM technology businesses can improve customer experience.

[bookmark: _Toc235949267]3.0 CRM Technologies in the Hospitality Industry
Customer Relationship Management (CRM) technologies are essential tools that enable businesses in the hospitality sector to collect manage and analyse customer information to improve experiences and organisational in performance.
Hospitality Businesses increasingly rely on these frameworks and technologies because customer expectations have changed significantly Customers now expect business to remember their preferences Provide personalised recommendations and communicate through their preferred channels.
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The Effectiveness of Customer Relationship Management CRM Software It depends not only on its ability to store customer information but also how well it integrates with other operational systems used within the hospitality business. Modern CRM platforms are designed to connect with property management systems PMS point of sale POS systems online reservation platforms and marketing software allowing customer information to flow seamlessly throughout the organisation (Payne &Frow, 2017)
This Integration enables businesses to create single comprehensive customer profile rather than spewing customer information across multiple databases employees can access booking history dining preferences and in platforms feedback and communic,ation records from one central system This improves efficiency by reducing duplicate records and ensuring employees have accurate up to date information when interacting with customers (Buttle & Maklan, 2017).
Within the Haywain, integrating a CRM system with restaurants booking and payment systems would allow management to identify returning customers, monitor popular menu choices and evaluate purchasing trends throughout the year. These insights could be used to improve menu planning forecast staffing requirements during busy periods and develop targeted marketing campaigns based on customer preferences rather than general advertising.
However, integration also pretends challenges businesses must ensure that different software platforms are compatible employees receive appropriate training on customer information as managed securely in accordance with the UK general data protection regulation brackets (UKGDPR). Smaller a hospitality business may also experience financial barriers due to the cost of implementing integrated technology systems despite these challenges the long-term benefits of improved operational efficiency, enhance customer experience and better strategic decision making often outweigh the initial investment (Chaffey 2022).

[bookmark: _Toc235921483][bookmark: _Toc235949269]3.2 Customer Data Analytics and Business Intelligence
Data analytics enables hospitality businesses to understand which products and services are most popular when demand is its highest and when customer groups generate the greatest revenue these insights allow managers to improve menu planning staffing levels and marketing strategies while reducing operational inefficiencies by analysing historical customer data businesses are also able to forecast through to demand and allocate resources more effectively (Payne & Flow, 2017).
Within the Haywain customer data analytics could be used to identify the busiest trade in periods, monitor seasonal menu preferences and evaluate the effectiveness of promotional campaigns. For example, if customer data shows increased demand for Sunday lunches or family dining during school holidays, management can adjust staff levels and stock requirements accordingly. Likewise, analysing customer feedback can highlight areas requiring improvement, enabling management to respond proactively and to rectify any issues.
Although customer data analytics provides significant strategic benefits, businesses must ensure that information collected is accurate, relevant and stored securely. Poor quality data can lead to incorrect business decisions, while failures to comply with the UK General Data Protection Regulation UK JDPR may damage customer trust and result in legal consequences. Therefore, organisations Must balance the use of customer data with ethical responsibilities and robust data governance practises. (Chaffey, 2022).
Social media has become an important component of customer relationship management CRM within the hospitality industry. Providing organisations with opportunities to engage directly with customers, strengthen relationships and improve brand awareness. Platforms such as Facebook, Instagram and TikTok allow businesses to communicate with customers in real time. Respond to queries, promote products, and encourage customer feedback. Unlike traditional marketing methods, social media enables to weigh communication, allowing organisations to build stronger relationships and gain a better understanding of customer needs and expectations. (Tuten & Solomon, 2022).
CRM systems can be integrated with social media platforms to collect customer interactions, monitor engagement, and evaluate the effectiveness of marketing campaigns. This information enables businesses. To identify customer preferences, respond quickly to complaints and personalised future communications. Positive interactions on social media can also enhance A business's reputation, as satisfied customers often share their views. Photographs and recommendations that influence the purchase and decisions of potential customers. (Kotler & Keller, 2022).
Then the hay Wang. Social media CRM could be used to promote seasonal menus. Promote live entertainment and special events while encouraging customers to share their dining experiences online. Management could monitor comments and reviews to identify areas for improvement and respond promptly to customer concerns and issues. Positive customer reviews could be shared across social media platforms to increase credibility and attract future business. While targeted advertising could be used to promote officers to specific customer groups based on previous interactions.
Despite these advantages, organisations must manage social media carefully. Negative reviews and complaints can spread rapidly if they are not addressed professionally, potentially damaging the organisation reputation. Businesses must also ensure customer data collected through social media interactions is managed in accordance with the. UK general data protection. And organisational privacy policies. Therefore, social media should be viewed as an extension of an organization's overall CRM strategy, rather than simply a marketing tool. (Chaffey, 2022).

3.3 Customer Loyalty Programmes.

Customer loyalty programmes are a key component of Customer Relationship Management (CRM) because they encourage repeat business and strengthen long-term relationships. Organisations and customers loyalty programmes are old customers for their continued custom through in incentives such as discounts, reward points, exclusive offers or personalised promotions, these programmes not only increase customer retention but also enable businesses to collect valuable customer data that can be used to improve marketing strategies and. Service delivery (Kumar & Reinartz, 2018).
CRM systems record customers purchasing behaviour, visit frequency and spending patterns allowing organisations to tailor rewards and promotions to individual preferences. Personalised rewards make customers feel valued, increasing their satisfaction and strengthening emotional connections with the business. Research suggests that retaining existing customers is often more cost effective than attracting new ones, making loyalty programmes an important strategy for improving long-term profitability. (Buttle & Maklan, 2019).



[bookmark: _Toc235921484][bookmark: _Toc235949270]4.0 CRM in Practice: The Haywain, Bridgend.
[bookmark: _Toc235921485][bookmark: _Toc235949271]4.1 Organisation Overview
The Haywain is a hospitality business located in Bridgend, South Wales, offering food, drinks and a welcoming environment for families. Couples’ groups are members of the local community. I see a customer focused business operating in a highly competitive industry. Building and maintaining strong and sustainable customer relationships is essential to long-term success.
The Haywain consists of a diverse customer base. Including regular local customers, families, business visits, sports teams and people celebrating special occasions. Each customer group has different expectations, making it important for the organisation to understand individual needs and deliver a personalised service. Customer Relationship Management CRM provides a structured approach for collecting customer information.
At present, the Haywain demonstrates several customer focused practices including a friendly welcome, online table reservations, engagement through social media and responding to customer feedback these activities. Contribute to positive customer experiences. However, there are opportunities to develop a more structured CRM strategy, including centralised customer database. Improving customer segmentation and using customer information more effectively would enable the business to deliver increasingly personalised experiences. While strengthening customer loyalty and supporting long term business growth (Payne & Frow, 2017).

[bookmark: _Toc235921486][bookmark: _Toc235949272]4.2 Customer Lifecycle at The Haywain
The Customer lifecycle describes the stages a customer experiences when interacting with a business. Effective customer relationship management CRM ensures that each stage of the lifecycle is managed strategically to maximise customer satisfaction. Encourage repeat business and increase customer lifetime value (Buttle & Maklan, 2019). Within the Haywain understanding a customer life-cycle provides opportunities to improve customer experiences while strengthening long-term relationships.




4.3 Customer Centrality
Customer centrality is the business strategy that places customers at the centre of organisational decision-making, rather than focusing solely on products or profits, customer centric organisations seek to understand customer needs. Hospitality industry where customer experiences significantly influence repeat business, adopting a customer centric approach is fundamental to achieving competitive advantage.
At the Haywain, customer centrality can be saved through the emphasis placed on providing a friendly service, maintaining a welcoming atmosphere and responding to individual customer needs. Employees play a significant role in creating positive dining experiences by communicating effectively with customers, accommodating dietary requirements and resolving concerns promptly. These personalised interactions encourage customers to feel valued, increasingly satisfaction and strengthening emotional connections with the business. Research suggests that organisations which successfully place customers at the centre of their operations are more likely to achieve higher levels of customer loyalty and long-term profitability (Kumar & Reinartz, 2018).
However, Customer centrality extends beyond face-to-face interactions. CRM systems enable organisations to collect and analyse customer information. Allowing businesses to understand purchasing behaviour, identify customer preferences and anticipated future needs. By using this information effectively, the Haywain could personalise marketing communications, recommend menu items based on previous visits and recognised returning customers through tailored promotions or loyalty rewards, these practises demonstrate a commitment to understanding customers as individuals, rather than treating every visitor the same way (Buttle Maklan, 2019).
Despite its advantages, implementing a customer centric strategy also presents challenges. Employees require ongoing training to deliver consistent service standards, while managers must ensure customer feedback is actively used to improve operations rather than simply collect it.   Overall, strengthening customer centrality at the highway would enable the organisation to build stronger relationships. 







4.4 Evaluating Customer Segmentation at The Haywain
 The Haywain welcomes a wide variety of customers. There is an opportunity to adopt a more structured approach to customer segmentation. At present marketing activities are largely aimed at a broad audience through social media and general promotions. While this approach. Raises awareness it may not fully address the different recent behaviours of specific customer groups. CRM enables businesses to analyse customer data and develop targeted strategies that improve both customer experience and business performance (Payne & Frow, 2017).
For example, booking information on sales. Data could be analysed to identify patterns in customer behaviour. Families are more likely to visit during weekends and school holidays, whereas couple may prefer evening dining or special occasions such as Valentine's Day Anniversaries and date nights. Regular local customers may visit throughout the week, while visitors to the area may be more influenced by online reviews and local tourism recommendations by identifying these patents, management can make more informed decisions regarding staff levels and menu planning and promotional activities.
A data-driven approach would also improve marketing efficiency, rather than sending the same promotional message to every customer. The Haywain could develop campaigns based on customer behaviour. For example, customers who have not visited for several months could receive a personalised incentive to return, while frequent diners could be invited to exclusive tasting evenings or Seasonal events. This approach allows marketing resources to be used more effectively.
Wedel & Kamakura (2000) Argue that effective customer segmentation enables organisations to identify groups with similar behaviours and preferences, allowing marketing resources to be allocated more effectively and improving customer satisfaction.
Overall. In more structured segmentation strategy would enable the Haywain to allocate resources more effectively, improve the relevance of its marketing activities and deliver a more personalised customer experience without increasing operational costs significantly.







4.5 Measuring Customer Value and Performance at The Haywain

Measuring customer value and organisational performance is a fundamental element of customer relationship management CRM as it enables businesses to determine whether their customer relationship strategies are delivering positive outcomes. In the hospitality sector, organisations must monitor both financial and non-financial measures to understand customer behaviour, improves service delivery and build long-term loyalty. Rather than relying solely on sales figures, businesses should evaluate a range of performance indicators that reflect customer satisfaction, engagement and retention. (Lemon & Verhoef, 2016).
At The Haywain, customer value can be assessed through several direct and indirect performance measures. One of the most Visible indicators is customer feedback collected through Google reviews, Facebook recommendations and other online review platforms. These reviews provide valuable insights into customers perception of food quality, staff personalization, cleanliness and evolving experience, according to. Zeithhal, Bitner & Gremler (2018), Customer feedback represents an important source of information that organises patients can use to identify service transplants and address recurrent weaknesses by responding promptly. I'm confessing to online reviews. The Haywain demonstrates its commitment to customer satisfaction while enhancing its reputation and perspective customers.
Reichheld and Sasser (1990) Demonstrate that even improvements in customer retention can significantly increase organisational profitability. Highlighting or retaining customers should remain A strategic priority within hospitality businesses.
Customer retention is another important measure of CRM success. Repeat visits from the residence families and regular diners indicate the customers perceive value in both the quality of service and the relationships developed with staff. Ryals and Payne (2001) Argue that retaining existing customers is generally more cost effective than continually attractive new ones. Making customer retention an important performance indicator. The heat wind could strengthen its CRM strategy by monitoring repeat bookings and analysing whether marketing campaigns or seasonal promotions encourage customers to return more frequently. In addition to customer retention, analysing customer spending patterns provides valuable information about customer value. Point of sale data can identify popular menu items, average transaction values, and purchasing transfer every year. This information enables management to adapt menus, introduce targeted promotions and allocate resources more effectively during quieter trading. Lemon and Verhoef (2016)suggest that understanding the complete customer journey enables organisations to identify opportunities to enhance customer experience while increasing long term profitability.
Although The Haywain currently gathers customer feedback through online reviews and informal conversations with customers, opportunities exist to adopt a more structured approach to performance measurement. Regular customer satisfaction surveys. analysis of complaint resolution times and monitoring customer lifetime value would provide management with more detailed information regarding the effectiveness of its CRM strategy. Boulding et al. (2005) emphasises that organisations which continuously evaluate customer experiences are better positioned to improve service quality. Strengthening relationships and gain the competitive edge. 

4.6 Managing Customer Expectations and Service Quality at The Haywain

Managing customer expectations and delivering consistently high service quality are essential within the hospitality industry. expectations before visiting a restaurant through previous experiences, recommendations, social media content and reviews organisations that particularly meet organisations that they. Retrograde assistance strengthens the loyalty. Consequently, CRM should not only focus on using this information to improve the customer experience. (Gronroos, 2015).
At the Haywain customer expectations are influenced by several factors. Including the quality of food, the friendly, waiting times, friendliness and the overall atmosphere of the restaurant. Customers increasingly expect efficient service, personalised interactions and prompt responses to enquiries or complaints. Whilst The Haywain has established a positive reputation within the community, maintaining these standards consistently is essential to remain competitive within the hospitality sector. Staff training. Effective communication and attention to detail and customer feedback all contribute to ensuring customer expectations are met every visit.


The SERVQUAL Model developed by Parasuraman, Zeithaml and Berry (1988) Identifies 5 dimensions. Of service quality.: Reliability, Responsiveness. Assurance, empathy, and tangibles. These dimensions provide a useful framework for evaluating service performance at the Haywain. Reliability can be demonstrated through acrobatic bookings, consistent food quality, and dependable service. Responsiveness involves serving customers promptly and resolving issues efficiently. Assurance reflects the knowledge, professionalism, and confidence of employees, while empathy focuses on providing personalised and attentive service. Tangibles include the cleanliness of the restaurant, staff presentation, and overall dining environment. By regularly assessing these areas, management can identify opportunities for continuous improvement and enhance customer satisfaction.
Lovelock & Wirtz (2021) Argue that personalization has become an increasingly important source of competitive advantage within service industries because customers value business at recognising individual needs rather than treating every customer identically.

[bookmark: _Toc235921487][bookmark: _Toc235949273]5.0 Conclusion
Customer Relationship Management CRMS has become an essential strategic approach within the hostility industry, enabling organisations to build stronger customer relationships, improve customer satisfaction and encourage long-term loyalty. This assignment has demonstrated that effective CRM extends beyond technology by combining people, processes and customer-focused strategies to deliver personalised experiences and improve organisational performance.
CRM models, including the ICIM model and their customer lifestyle model. Provide valuable frameworks for understanding customer needs and manage a relationship throughout the customer journey. In addition, CRM technologies such as integrated software. Customer data analytics, social media and loyalty programmes support more informed decision making, enhancing customer engagement.
The analysis of The Haywain identified strengths, including its welcoming customer service, active social media presence, and commitment to customer satisfaction. However, opportunities remain to develop a more structured CRM strategy to improve customer segmentation, greater use of customer data, and more effective performance measurement. Implementation of these recommendations would enable the business to personalise services, further strengthen customer loyalty, and improve long-term profitability. Overall, adopting A customer-centred CRM strategy will help the women remain competitive while delivering consistent value to both customers and the business.
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