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The main aim of this report is to show how Customer Relationship Management is implemented in an organisation. This report is about IBIS, which is a brand owned by Accor, first hotel being opened in 1974, in Bordeaux, France. After nine years, in the United States of America, the first Ibis was opened and by the end of the ‘80s, the chain extended to Texas, Georgia, and Florida. In the United Kingdom, Ibis opened eight hotels by the end of 1995. Between 2003-2005, Ibis was spreading through South Korea, Thailand, and China, and in 2004 operated seven hundred hotels in thirty-six countries. However, at the end of 2009, Ibis reached the one hundred thousand rooms milestone, opening the first hotel in Russia, following by opening the fifth hotel in Brazil and the first one in Japan. Furthermore, after more improvements changing the brand name from All Seasons into Ibis Styles and, Etap Hotel into Ibis Budget, in Europe by the end of 2013 has become the biggest hotel operator with 1277 hotels. In 2014, Ibis opened his 1000th hotel.
A company should be involved in Customer Relationship Management because having the CRM is helping the business have loyal and faithful customers, increasing the profit. Choosing this organisation, I can demonstrate that having a good CRM can help the hotel improve, gain more customers and at the same time facing the COVID-19 rules. According to Weinstein (2002), the majority of a company’s time, resources, and energy are spent pursuing new customers. While it is vital to develop the company, expand into new areas and acquire new customers to replace lost revenue, the most important purpose retaining clients and improving customers relationship should be a priority. Managers understand how important it is to give to their customer value in order to make a profit. 
The customer value/retention model introduced below is a good visualisation showing the link between the main factors such as customer satisfaction, customer value, and company success. The next section is analysing the problem, considering the Customer Relationship management problem in developing a good CRM. However, after analysing the problem, the theories, principals, tools, and models shown the next section associated with CRM will demonstrate how the problem can be solved and at the end of the report the recommendations and how the problem can be change, using the CRM in the organisation.
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