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[bookmark: _Toc81512324]Executive Summary
The report outline on the Regency Park Hotels CRM practices and continuous growth of the business in the competitive world. The Regency Park Hotel have acknowledged on the CRM practices to improve customer value and retention to the business. The goal of the study is to understand the CRM practices for Regency Park Hotel affected due to COVID-19. This can scale on the frameworks such as IDIC Model, Buttle’s CRM value chain model with the strategic CRM focus on the attention to improve their market presence. 
The framework provides the detailed analysis to the operational level functionality at Regency Park Hotel. The application of Buttle’s CRM value chain model has added activities to achieve the CRM activities implementation for overcoming the lack of appropriate facilities and time management issues. The implementation of the ICT technology and upgraded activities in the business has been covered in the report. The lack of communication with the customers are highly engaged in the improved customer intimacy within the business. This has been overcome by implementing the customer loyalty programs and meeting the systematic invested resources in training, recruitment and retaining of the employees at Regency Park Hotel. 
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[bookmark: _Toc81512325]Introduction
The inception of hotel businesses has escalated on many changes throughout the industry. In an attempt to understand the role of the quality processes in the hotel, the effective description of the customer satisfaction has been included in the study (Kapooria, 2017). With the influence of COVID-19, the hotels have experienced phenomenal change in the hospitality industry and the key reason is service quality. 
It has brought paradigm shift in the operations of the hotels. Customer relationship management has remark on the behaviour and insights to the business operations that are served at the best in all possible way (Charantimath, 2011). The businesses are capitalised on the recognized value to the improved customer relations and adding responsiveness to the individual with the needs. CRM have brought change in the purchasing habits and preferences of the people (Eko, 2014). 
The customer experience has added considerable time and expenses to meet potential benefits where increased sales and needs have highlighted on the suggested alternatives or enhanced features. The profitable yet customer friendly products and details are adding better marketing and product or services details to the business in future (Ahmadi et al., 2012). 
The report covers the effectiveness of customer experience and business improvement at Regency Park Hotel located in Thatcham Berkshire. The inclusion of CRM problems at Regency Park Hotel and review of the facilities at the organization has to be covered. 



[bookmark: _Toc81512326]Company Context
Regency Park Hotel in Thatcham Berkshire have peaceful yet tranquil settings in the areas. The travellers have added a visit to explore the areas to local attractions with the something for everyone. It has boast on 108 bedrooms all comfortable yet comfortable styled plan bar and lounge area (Regency, 2020). It has provided the hotel guests to remark on complimentary parking and wireless internet services to the customers. It has offered the exclusive onsite leisure facilities which includes fitness suite, spa pool and steam room and meeting fitness classes. The beauty spa has ultimate pampering experience offering a wide range of the treatment and products (Regency, 2020).The Regency Park Hotel comprises of the flexible rooms along with extensive conferences and banqueting facilities to which the private dinners and gala balls. 
The influence of the COVID-19 has somehow affected the CRM activities of regency Park Hotel with the delivered and consistent part of the commitment. Due to changing nature of the situation, the procedures and operations will be constantly reviewed on the updated where necessary practices required (Regency, 2020). Due to COVID-19 has helped in health crisis ensure the guests and hotel team can feel safe and comfortable practices. They need to address the problems by implementing the social distanced check-in/ reception procedure (Madhoviand Dhliwayo, 2017). It can certainly do by keeping the things ahead of time with the check-in is as swift as possible way along with moving around the hotel. The stringent procedures have managed on the hygienic and safe works with professional disinfectants in certified manner. 
With the help of the CRM systems, the benefits that organization gain is offering the customers with the past purchases and interaction history in accessible manner (Madhoviand Dhliwayo, 2017). The reporting and visualisation of the customer data has remark on the identification of trends and insights with the access of managing sales and support tasks to it. 
[bookmark: _Toc81512327]Models Review
Customer relationship management have added resources to match the needs within the acquisition to retention (Maggonand Chaudhry, 2018). The potential benefit to the current customers along with building trust and rapport. The customers have broken down to the paying customers, employees and business associates with the process govern within the industry. The suppliers have also scale on the performance of the industry with the functions appropriately. In CRM, the internal and external customers to meet assurance to the organizations with the exceeding customer satisfaction for the customers at Regency Park Hotel (Maggonand Chaudhry, 2018). Despite of interest and increasing number of practitioners oriented with it. The CRM projects have added the technological perspectives to constitute on the marketing promotional activities with the linked marketing database of Regency Park Hotel. 
The customer trust and nurture over time and models have benefit to raise the loyalty for the Regency Park Hotel. There are different models of CRM within the pertinent choice of the business (Eko, 2014). 
[bookmark: _Toc81512328]IDIC CRM Model focused on excellent framework where customers’ needs and values have founded the interactive yet customer friendly activities. An effective CRM model will add details to the business by setting queries (Ahmadi et al., 2012). 
[bookmark: _Toc81512329]Identify Customer Expectations: The preferences of the business such as hotel have provided the reliable and realistic approach to meet the demand of the customers.  It can add on meeting the desired quality expectations for the customers and adding the instance for meeting the positive outlook to the business gauge in the country (Srivastava, 2013). 
[bookmark: _Toc81512330]Differentiated Customer Expectations: It has been estimated important values within the differentiated customer base and adding value and needs. The strategies have differentiated on the goals and customers expectations for customer relations (Srivastava, 2013). The differentiated value of prepared strategies to meet company goals and customer expectations for strong customer relations. The existing customers to strategize promotions with the brand image with the effective customer service and needs to their individual point (Chen and Myagmarsuren, 2011). 
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Figure 1: IDIC CRM Model 
Source: Ernst, 2011
[bookmark: _Toc81512331]Customer Interaction: The interactive level among the customers have changed the quantity and quality measures for the customers. The interaction based on the values and needs and collecting feedback, opinions and wants (Ernst, 2011). It provides the possible improvement of the product line and taking feedback for improvement. This is represented with the customer-oriented products. 
[bookmark: _Toc81512332]Customizations to meet customer expectations: After identifying to the fair ideas, new strategies and product customization might add on the feedback of customers (Gummesson, 2015). It has provided the strategic decisions based on customization leverage in the reports where expectations to the businesses have engage to meet expectations. 
Advantages and disadvantages of IDIC CRM Model
The IDIC CRM model have excellent framework with the use of the customer needs preferences. The values and foundation of all customers have interacted with the strengthened on personal relationships, from prospects to customers (Kapooria, 2017). It will generate close attention to add the requirement of generating the future details. The knowledge about the needs through customized interactions and making arrangement. The communication by clients has added values and needs to serve on the clients with the long-term client relationships (Kapooria, 2017). 
The disadvantages of CRM have added greatest challenge to the implementation in the cost structure. The business culture has added on the resistance or commitment to approach the cultural change from the major difficulties in the CRM implementation under poor leadership practices (Gummesson, 2015). 
Buttle’s CRM value chain model 
Buttle’s CRM Value Chain Model have customer is created equal yet 80/20 rules in sales and account on profits. Buttle’s CRM has offer extra attention to the services and most valuable customer details (Buttle, 2009). 
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Figure 2: Buttle’s CRM Value Chain Model 
Source: Buttle, 2009
The valuable chain model might add extra attention to the services with the value chain model. The designed platforms have strategically added to the customers with the generate on the revenue with the better referrals. The model hasdeveloped quality, long-term relationships with the customers (Fernández Deusdad, 2014). The primary stages of value chain model are: 
Customer Portfolio Analysis: Customer relationship management have increased current marketing practices. It has nearly marginalized on the customers with earned relationship and their future LTV potentials. The customers need to contribute to no value now with no future potential. 
Customer Intimacy: The customer data have given insights to prove on the determined way to serve them. This scale on the customer data through valuable customers and relationship management (Talón-Ballestero et al., 2018). 
Network Development: The IT networking sites might approach on the process with slow and steady practices. The customer and organizational change would escalate on the pre-sales and post-sales target with the services (Chotikapanit, 2016). 
Value Proposition Development: The proposition of the value has provided the overall ideas in the customer needs. The strategic intent to the customers’ needs have manage the resources and proposing to the objectives of the CRM. The quality intent have somehow promoted the value to the business through network settings 
Managing the relationship: With the reliable customer support and customer loyalty programs have provided the long-term business (Chotikapanit, 2016). The value chain practices have provided the financial relationship with investors, stakeholders and others. The efforts to ensure on the valuable customers within the company at the company’s bottom line. Secondary stage of value chain model has structure to the primary functions within the business through various aspects in the stages (Maggonand Chaudhry, 2018). They are: 
Leadership and culture: The leadership approach adopted by the Regency Park Hotel is autocratic leadership style. However, the business might prioritize on the quality intent and Focus on customers culture preaches. The cultural dimension would point on the functional culture through which they can engage the customers. 
Data and Information technology: The CRM process have reliant measure for information and data technology to acquire the needs (Romashko, 2020). The information technology has added a vast amount of the data with the value propositions. The strategizing processes needs to customers practices. 
People or Employees: The support structure of the businesses have scale on the interactive yet customer preferred standards to the CRM needs to work. The inclusion of the sales staff and customer staff have added on the delivery staff practices (Shafique et al., 2015). 
Processes: The process would task on the product to manage the customer profiles with the network analysis. This can generically process on the personalized offerings and processes to deliver the same on behalf of the organizational growth parameters. 
This has provided the supportive yet comprehensive guide to the organizational success and meeting the frame to an inclusive CRM strategy (Shafique et al., 2015). The shortcomings have modelled on the clusters that are dynamic in nature. 
Strengths and Weakness of Buttle’s CRM Model 
With this model, the consolidation of the customers data and deep insights can be managed efficiently. It can speed up the sales conversion process as well as raising productivity of the staff (Plaksij, 2021). Furthermore, it can lower the time cost with the geographical dispersion of the team in the collaborative manner. On other hand, it disimprove the staff over-reliance on system with customer experience. The security and data protection issues have pinpoint on the centralised data. This can also implement the time and initial productivity costs with the process driven sales (Fernández Deusdad, 2014). CRM might not suit all businesses as they have influenced the capabilities of the organizational performance to the hotel business. 
[bookmark: _Toc81512333]Model Selection
The selection of Regency Park Hotel in Thatcham has highlighted on the COVID-19 impact on the operations and customer service of the hotel. This will result in evaluation of the failure or progress of the Regency Park hotel in the market. It might narrow down on the technology implementation for check-in and check-out services (Romashko, 2020). The hotel might face the lack of appreciation from their desired loyal customers due to inappropriate quality of service. It might examine on the difficulties to which preferences and other activities are attained. 
The CRM practices at Regency Park hotel has gain insight to the CRM framework by raising awareness and making the things available in the hotels. It has been pioneered that the CRM software spending is growing fast and it has outreach to $13.3 billion people worldwide (Regency, 2020). It has somehow hit the hospitality market to certain extent. The growth has also scale on the services offered by the hotel such as prospects to customer care and quality management. The arrival to Thatcham has added the growth of business in the area. Furthermore, it might generate the interest in CRM even more critically and improving the customer value and retention (Madhoviand Dhliwayo, 2017). 
It has been evaluated that the Buttle’s chain model is best suited for the Regency Park Hotel as it can lead to attain competitive business environment. The primary and supporting activities of the value chain model would cover the complaints of the customers occurred due to lack of proper quality services has been highlighted. This can add a formal CRM implementation method to meet the desired results and adding a solution to the complaints within 24 hours (Plaksij, 2021). 
The Regency Park Hotel have showcase on different tariff hotels use through different ways to distinguish themselves. The hotel with medium tariff distinguishes on the goods that deal with the customer compared yet dollar paid services on the high concentrated role and administered quality of services with still personalized yet superior services to guests (Regency, 2020). The hotel opportunities have focus on the employee’s interactions with the guests at various areas. It might manage the greeted customer sales to deeper relationships with the customers. 
The Regency Park Hotel has acquired the management of the prioritize responsibilities and ranging from the prospective sales (Regency, 2020). The details retained throughexisting customers can provide the valuate ways to grow a business interaction with other businesses. In escalation of the CRM implementation and planning, there have been approached these potential new customers through retention plan have added to the influence the retention performance and better management (Schiff, 2014). 
The strategic output to the business has recognized on negative or positive retention method within Regency Park Hotel. This can help in managing the cross-selling activities with Regency Park Hotel to be effective and reliable (Schiff, 2014). The quality services are dependent on the compensation and acknowledgement of the strategic decisions made to boost up the revenue for the business. Developing on the customer loyalty programs with the goals to attain the maximum profitability has been included in the decision meeting of the business. 
The lack of the available resources with CRM practices in the Regency Park Hotel has been posed as a challenge. The business has insufficient time to perform the reliable result with CRM confine to limited practices (Ahmadi et al., 2012). 
The unreasonable expectations and business risk have spotlight on the penalties and spotlight on the loss of profit statement. The collaborative decision in terms of risk and deliverables to achievable outcome and priorities (Eko, 2014). The cloud technology has added a people centric industry with the hospitality experiences and increase in telecommuting. Being tech-savvy travellers have personalized on the messages, deals and offers to 24/7 services and more. It has used the time for hotel maintenance and renovation. The list of items that are adding the bottom line both guest and non-guests (Srivastava, 2013). The meal delivery has the right to room without the talking to someone and low-interest working capital loans and available to business. Stay up to-date on the available form’s government assistance and financial support(Srivastava, 2013). The complimentary services have stationed on the better implementation of CRM activities that are affected due to COVID 19 as government guidelines have promoted on 50% of the staff accessibility to cater the people. The operational costing has added on the compensation and business interruption insurance coverage (Chen and Myagmarsuren, 2011). 
Alignment of the systems have added on the customer integration and useful with the graphical model of framework. There are various communication strategies to meet the guest loyalty programs (Ernst, 2011). The achieved range of the information to address the requirement of the desired candidate for the better services at the hotel. It can help in bringing the paradigm shift by selection of the substantial skills candidate during recruitment in the organization (Ernst, 2011). 
The guided practices managing the customer relationships and evaluation of critical value chain different tariff properties which implement on the customer requirement. The profitability of the business through hotel with smaller hotels. The organisational structure and culture to staff motivation along with the communication skills with the achievement of the CRM success (Gummesson, 2015). 
The Regency Park Hotel needs to add details that are likely to manage the segments that are attained with the long-term management of the services. This can help them to move forward from transactional change. It can help in achieving the relational exchange as well as formalized processes (Gummesson, 2015). 



[bookmark: _Toc81512334]Application
Regency Park Hotel offers variety of services with the quotient contact with the marketing information with the e-mail and other. The Butte’s model of Value Chain practices through contract-based supplies. The operations are represented from all procedures and processes to support the advanced equipment through produced goods and services remark on the market development (Kapooria, 2017). The outbound logistics in the hotel have added services and final product being distributed through different outlets for the regency park hotel. The facilities of indoor swimming pool and range of weekly residential spa packages available. The Regency Park Hotel offers extensive conference and banquet facilities comprising of flexible rooms through hosts with the training workshops and residential spa package available to it (Regency, 2020). 
Customer portfolio analysis 
The customer of Regency Park Hotel are the visitors and targets on the UK as well as worldwide travellers to add value to the business. With the analysis of data the customers are offering insights to companies with the strategies to interact with the efficient with a customers. The discovery of high lifetime value customers of the business (Kapooria, 2017). 
Customer intimacy 
Once all the information engages for the customers and interact to ones with the valuable ways to add greater value than competitor’s management. The business needs have known to manage on the customers with the various channels (Plaksij, 2021). The customer services that are provided with the point of contact to create better relationship between customer and business practices. 
Network development 
At Regency Park Hotel, the network includes the interaction between the business and customers (Regency, 2020). There are different strategic partners like suppliers, staff, investors and anyone with the influence of interactive features of the business. The customers engage on the satisfied business through services, employees and product to the available at all points. The network to work together with the better services to customers at all points to contact (Romashko, 2020). 
Value proposition development 
The Hotel Regency Park have learned that the customers might have made a decision to add value to the chosen customers prospects. The traditional strategy of concentrating on a product to meet with the business policy through better services to the consumer preferences (Shafique et al., 2015).The reduction of the focus on the better services to consumers and concentrating on the process to improve the services by adding the value to it. 
Managing the relationship 
The management of the lifecycle channel would determine on the right through end of line and customer subsequent choices made. This can scale on the satisfied and relationship preferences. The management of the customers to business have added an acquisition, retention and final development to add customer relationships and focus acquired within lifecycle business (Buttle, 2009). 
Leadership and culture 
The leadership structure at Regency Park Hotel has added a value to the business by offering discount offers and loyalty rewards to the customers. They can start the discount offers for pre-booking of the services with the functional department (Shafique et al., 2015). It provides the CRM value to the orientation of the market and organizational culture to create an atmosphere with necessary attitude. This can cater on the organizational preferences to meet the stakeholders demand and adding a financial benefit to the business (Chotikapanit, 2016). 
Customer orientation happens to make employers feel the hotel with the extra pride in the reflecting their actions into the practices. The goals administer to increase the customers opinion of the service provided with the remains of loyal and return possibility and share of the goods are experiences to the business. 
Managers have played an active role in engaging the guidance to the employees with the customer happy place (Talón-Ballestero et al., 2018). The demand for the growth of the business has become conditional as COVID-19 have influenced the quality services as well as customer arrival to the hotel at a pace of time. The reallocation have been regarded as the exception and satisfaction preferences to meet the appropriate training details given to the employees for making the better results for hotels growth (Talón-Ballestero et al., 2018). 
Data and information technology 
The IT services that are offering the pinpoint solutions of maintaining social distancing due to COVID 19 has been covered in the daily operations of the Regency Park Hotel. This requires to handle the enquiries and customer analysis with the details in the business. Based on Buttle’s value chain model, with the data references supporting each and every stage within the highly accurate and precise details (Maggonand Chaudhry, 2018). Regency Park hotel would use IT applications to scale on the data proficiency. There are different right technological tools to create a certain assistance to the hotel with the management of the CRM program for effective business properties (Fernández Deusdad, 2014). 
People or employees 
People are involved in the CRM developing strategy with the cross functionality to ensure the goals. The customer satisfaction and retention to create with the customer database to design with the marketing programs (Fernández Deusdad, 2014). The segments of customers with the delivery of the technological strong hotel would agree motivation and passionate employees. The internal marketing hasensured the CRM with the agreeable prospective change with the motivated and passionate employees to practices at Regency Park Hotel. It accounts on more than 56,786 employees across the UK (Regency, 2020). 
Processes
The process of developing CRM activities at Regency Park Hotel is occurred through front and back-office operations. This has accustomed on the communication and back house details with the excellent choice of the services offered to the guest (Fernández Deusdad, 2014). The Regency Park hotel should be proactive finds on the customers priority with the actual services. 
Despite the interest of the practitioners at hotel, there are some of the intent of marketing activities which might scale on the relationship development and information technology to add continuum. The perspectives and narrowing tactics broadly classify on adding value for the customers (Ahmadi et al., 2012). The CRM might apply on the organizational success to the framework for the implementation to the effective practices. The value chain model would help in understanding the CRM practices at operational plans and levels. The supporting conditions to add property level and focus with retention activities (Chen and Myagmarsuren, 2011). The holistic approach can meet with the conditions that are capable of creating a CRM preferences at Regency Park Hotel. 
The procurement of the Regency Park Hotel has added the equipment that will support all operations to make ease of the services and smooth functioning of the business in the market. The technology development has pointed on the constant growth with the need to save time and smart working to the considerations where software management and operations can add hotel department in the real time basis (Charantimath, 2011). The firm infrastructure has added team management through long-term planning, public affairs and quality management along with finance and accounting. This would raise the margin of value to support activities and special role within the success of the business. It paramount on the operations and procedures with the reach of the delivery of good services (Srivastava, 2013). 
Leadership and culture have added a valuable role in effective administration of Regency Park Hotel. The hotel and service management identified personal communication to be important factor when managing the working experience to the business and reachability to the business (Eko, 2014). The gaps in the Regency Hotel can be overcome by adding effective strategies through resident details of the business. CRM have added on the technology and not all about it. This has added on the framework with the evaluation and control within Regency Park Hotel. (Buttle, 2009). 



[bookmark: _Toc81512335]Recommendations
With the advancement in the technology and digital transformation, the customer revolution has been socially engaged with customer experience. The market research has added customer engagement and buying process of rooms at Regency Park Hotel with the internet search to meet the products and services to do the business with. The existing customers have updated their policies as per new guidelines set by the government (Schiff, 2014). It accompanies with the customer 2.0 preferences of sharing opinions and information about products. The unique customer experience also manages support of the customers. The customer service software helps the business to access online and automatically set on the customer received way. This can respond quickly to the requests with the companies to contrary in the better way (Schiff, 2014). 
The CRM have obvious benefit for the hotel industry with the increased customer satisfaction and retention with the increased repeat business. The share of the category spending on the increased way to meet the likelihood of referral business (Gummesson, 2015). They can strengthen on the customer relationships by the constant customer value within the satisfaction. 
The Regency Park Hotel have implemented the CRM solution with the increased sales and better timing to anticipate on the needs of the trends. This can scale on the effective targeted marketing to meet the specific customer needs. The effective targets enhanced on the customer satisfaction and ensuring to the good reputation in the marketplace. The business would add on the reliable responsibility to meet their desired profit and reputation in the market (Kapooria, 2017). 
It is highly recommended that the Regency Park Hotel must upgrade their tech to streamline and automate essential processes. It can approach on the missed opportunities with the reservations and approaching on the discounted rates with the planning of the response time. Furthermore, automated process driving on the business with the enhanced customer services along with automated emails sent to the customers (Kapooria, 2017). 


[bookmark: _Toc81512336]Conclusion
The study has concluded on CRM constituting on two things such as Customer Relationship and information technology. Using the Butte’s CRM value chain model, the CRM three perspective have been broadly covered which includes the technological solutions in applying the holistic approach to the customer relationship management. It adds on value to the customers by organizing the financial standards and meeting the market demands evaluated as the customer’s needs. 
The study has proposed that the CRM practices might help in modifying the version of Buttle’s CRM value chain model in respect to Regency Park Hotel. With the support of the model, the CRM strategic decisions have attended on the role of ICT. The CRM practices at different operational level and activities. The achievable practices have address on the framework in the four supporting conditions through customer value and retention. Focusing on the goals of CRM practices at Regency Park Hotel has added holistic approach to be reviewed within touch points in customer service in details. IT alone is insufficient to offer the customer experience but it can somehow lead to add value and retention measures with business. The profitability of the business can be attained with the measures to objectives. 
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