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                                               Executive Summary
This research investigates the influence of Customer Relationship Management (CRM), quality of service and online reputation on consumer satisfaction and competitive positioning within Ibis Stratford. Results show that although affordability and location are strengths, inconsistencies in service, noise disturbances, and small room sizes detract from guest experiences. CRM plans, service quality factors, and online reputation management are some of the keys to performance improvement. These strategies can ultimately help Ibis Stratford to enhance customer satisfaction, build a stronger brand image, and achieve a competitive advantage within the hospitality industry.
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[bookmark: _Toc191926157]1.1 Context of the Research
Customer Relationship Management (CRM) is a strategic plan which businesses implement to improve satisfaction obtained through customer interaction and realize profitability. With effective CRM practices, a company can analyze a customer’s needs; it can personalize the customer experience; and often, it can have a lifelong relationship with the customer, creating competitive advantage (Ngelyaratan and Soediantono, 2022). CRM takes up such a big deal in the hospitality industry, as it all depends on how to take care of the guest as they will directly affect the success of the business. The subjects of this research address how CRM improves the customer satisfaction in terms of Ibis Hotel practice in Stratford. It addresses the role that CRM systems (personalized communication and service improvements) play in customer engagement and loyalty (Ibis, 2025). 
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Figure 1.1: IBIS hotel
(Source: Ibis, 2025)
In addition, it analyzes the effects of the implementation of a poor CRM and proposes ways of improving the process of customer relationship management. This study investigates the role of CRM at Ibis Hotel to provide useful information on the ways by which the customer could be satisfied and thereby the hotel can maintain its market position.
[bookmark: _Toc191926158]1.2 Aims and Objectives
Aim
This research aims to investigate and examine whether or not customer relationship management can be improved with customer satisfaction at the core of managing customer relations
Objectives
1. To evaluate the importance of customer relationship management to develop consumer satisfaction.
2. To detail the impact of ineffective customer relationship management in affecting consumer satisfaction of Ibis hotel in Stratford.
3. To provide strategies to Ibis hotel to make better its customer relationship management to engage customers.
[bookmark: _Toc191926159]1.3 Case Study Overview
Ibis Hotel is a part of the global Ibis brand, which has over 100,000 hotels and is one of the key players in the hospitality industry around the world. Hotel has got a reputation for offering budget friendly accommodation with top notch service and hence it has proved itself to be a preferable choice for the business as well as leisure travellers (Ibis, 2025). 
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Figure 1.3: Key players of IBIS
(Source: Ibis, 2025)
Ibis is a part of the AccorHotels structure and as such obedient customer service strategies like the Customer Relationship Management (CRM) software, "Ibis Solutions" are used to do guest interaction and personalize guest's experience. It helps the hotel acquire customer feedback, analyze customer preferences and provide services that suit individual needs. Engagement with guests is done through one of the approaches that is an example of personal email communication to meet their expectations. However, with all these efforts, it is still not guaranteed that challenges like inconsistent service quality or customer dissatisfaction will not happen that result in lower guest retention and also affect the brand perception (Ozay et al. 2024). This case study examines the power of the CRM strategies of Ibis for relationship building with the customer and areas of the CRM strategy to be optimized in order to increase the total customer satisfaction.
[bookmark: _Toc191926160]1.4 Research Topic and Question
Research Topic
Title: “Customer Relationship Management” in the Ibis hotel at Stratford
Research Question
Q1: How customer relationship management can develop consumer satisfaction?
Q2: How can Ibis hotel improve on managing their customer relations?
Q2: Can Customer Satisfaction and/or Client-Care of Ibis hotel guests improve?


[bookmark: _Toc191926161]2. Literature Review
[bookmark: _Toc191926162]2.1 Introduction
The study of the significance of Customer Relationship Management (CRM) in improving customer satisfaction and increasing customer one becomes even. CRM is a comprehensive strategy that merges technology, analysis of data, along with customized marketing to connect business or any venture with their customers (Rane et al. 2023). CRM has improved services, customer retention as well as overall performance of businesses as noted in several studies. Nevertheless, the success of the CRM strategies is hindered by factors like the changing consumer tastes, technological advances, and competition in the market. In this section, key theories, models, and empirical research on CRM are discussed in terms of its benefits and limitations along with expected improvements, especially in the hospitality industry with the special case of Ibis Hotel (Guerola-Navarro et al. 2021).
[bookmark: _Toc191926163]2.2 Theoretical Framework
This theoretical framework is based on the implementation of Customer Relationship Management (CRM) Theory, as it emphasizes a customer centric view of the business operations (Saad et al. 2022). According to this theory, customer relationships should be a key issue for an organisation through the use of data analytics, personalized marketing and effective communication to establish customer satisfaction and loyalty. It is based on the theory of CRM, Customer Life Cycle Management which is based on a process that involves attracting and acquiring customers, retaining them, and constantly nurturing them through the journey that they take with the brand (Medjani and Barnes, 2021). On the other hand, it also highlights multi channel communication which means that the business communicates with the customers in different touch points, for instance, via the social network, mail, and other physical direct interactions.
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Figure 2.2: CRM
(Source: Inspired by Arora et al. 2021)
As Ibis Hotel is a place that CRM theory is rightly applicable, it is used to help Ibis Hotel understand the preferences of those in the hotel, offer and personalize the services geared towards the preferences, and in general improve on the guest experience. However, there is a criticism of CRM theory as it simplifies the customer behavior by focusing on the transactional relationships rather than the emotional and social side (Arora et al. 2021). Although these limitations are faced, CRM theory can still serve as an effective analytical and improvement tool regarding the customer engagement strategies within the hospitality industry.
[bookmark: _Toc191926164]2.3 Conceptual Framework
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Figure 2.3: Conceptual Framework
(Source: Self-Created)
[bookmark: _Toc191926165]2.4 Importance of customer relationship management to develop consumer satisfaction
According to Gopalsamy and Gokulapadmanaban, (2021), Customer Relationship Management (CRM) is vital in improving passenger service within Ibis Hotel , a subsidiary of the Accor Group. Ibis is a strong budget friendly hotel because their customer relationship is very strong. By implementing CRM techniques, the hotel can record and assess guest preferences to supply personalized services for instance room customization, special reductions and loyalty awards. Not only do the experiences become more tailored but the brand trust and variance of long-term engagement become tangible both in the short term, as well as the long term. Moreover, an additional benefit of CRM to Ibis Hotel is in handling customer feedback effectively. 
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Figure 2.4: Importance of customer satisfaction
(Source: Inspired by Shonk and Weiner, 2021)
On the other hand, Sampurna and Miranti, (2022), The hotel can respond to complaints in real time, by leveraging all the digital platforms and social media channels that are available and this will improve guest satisfaction by thoroughly addressing the complaints. All this, as well as targeted marketing campaigns, piggybacks on CRM, and Ibis can send email promotions and personalized offers to the previous customers (Shonk and Weiner, 2021). As such, Ibis Hotel can build upon its client relationships and service quality, in order to improve its competitive position in the hospitality industry by investing in CRM technology and data driven insights.
[bookmark: _Toc191926166]2.5 Impact of ineffective customer relationship management in affecting consumer satisfaction of Ibis hotel in Stratford
For Ibis Hotel Stratford, Customer Relationship Management (CRM) can be inefficient that affects consumer satisfaction negatively, which can reduce guest loyalty, get poor reviews, or lesser revenue. According to Khan et al. (2022), A bad CRM strategy leads to limited personalization and the provision of generic services that do not cater to the individual preferences of guests. Furthermore, a lack of CRM can stall in response to complaints or feedback on the part of the guest. The dissatisfaction grows that soon leads to negative word of mouth that leads to the damage of the hotel’s reputation if the customer issues are not solved in time. Such failures in a competitive hospitality market could be the reason to sell guests to rival hotels that provide more responsive and personalised services.
In contrast, Suharto and Yuliansyah, (2023), an ineffective CRM impacts loyalty programs and targeted promotions. If Ibis Stratford is unable to bring back the loyalty of the customers through the personalised offers and rewards, the brand can in the worst case lose the customers. Proper management of data can also ensure a proper quality service, reduce charging errors, and also reduce occasions when the guests become frustrated. Finally, an unsuccessful CRM system adversely influences the guest experience, as it results in loss of occupancy rates and thus profitability. Ibis Hotel Stratford must invest in a strong CRM strategy in order to keep satisfied customers and long run success (Ali et al. 2021).
[bookmark: _Toc191926167]2.6 Strategies to Ibis hotel to make better its customer relationship management to engage customers.
Ibis Hotel Stratford should adopt a personalized guest experience approach to improve CRM and customer engagement. The study shows Limo et al. (2021), the hotel can tailor its service offerings such as room preference, special offers and loyalty rewards by leverage on customer data. A good CRM integrated well can record guest’s history, and when they come back, it will greet them with personalized greetings and exclusive deals to make them feel valued. The second important strategy is to continue to improve the digital communication channels. Ibis should make its website and mobile app consistent and functional for quick checkout, live support and automatic updates. Cutting down on customer frustration might be done by implementing AI-powered chatbots and 24/7 customer service through social media.
On the other hand, Salem, (2021), Targeted marketing, loyalty programs are also critical. Exclusive discounts, membership perks, and engagement strategies based on reward should be introduced by Ibis Stratford to motivate repeat stays. Email campaigns and SMS notifications can be personalized, and targeted offers can be sent to guests. Staff are also trained and empowered. Employees need to be trained to take care of guest concerns professionally and proactively inquire about the solution. An enhancement in satisfaction will be from a guest feedback system that allows reviews and complaints to be resolved instantaneously. 
[bookmark: _Toc191926168]2.7 Literature Gap
The research around customer relationship management (CRM) and consumers’ satisfaction is well developed but limited in the context of the hospitality industry widely, including budget hotels such as Ibis Hotel Stratford. The unique challenges faced by budget accommodations in providing customer satisfaction are most studies overlooked, focusing on luxury hotels. Furthermore, although the effectiveness of such CRM strategies as personalization, digital engagement and loyalty programs has been explored, little is yet known about their impact in a budget hotel setting. The second gap is in how ineffective CRM practices affect guest retention and reputation management for mid-range hotels. 
[bookmark: _Toc191926169]2.8 Research Summary
This paper looks into the effect of customer relationship management (CRM) on consumer satisfaction by using Ibis Hotel Stratford as a case. The report looks into how utilizing effective CRM practices like personalized service, digital engagement, and loyalty programs positively impact on the guest experience. It also analyzes the negative effects of bad CRM, which include guest’s anger and low retention rates. The study finds gaps in the research of the existing literature regarding the approach of the hotel budget in terms of CRM strategy. 


[bookmark: _Toc191926170]3. Methods 
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For this research case study, Ibis Hotel Stratford’s customer relationship management (CRM) strategy and the impact on consumers’ satisfaction can be examined in a thorough manner using the case study method. This method uses a deductive approach and positivist philosophy to set up an appropriate theoretical framework by analyzing qualitative data that has been collected (Onassis and Utama, 2024). CRM practices have easier patterns to pattern because of a positivist research philosophy, the one that ensures objectivity of a research. This choice for mono methods improves quality of data related to customer experiences and hence deepens the understanding of customer experiences. The study entails primary qualitative research which captures real time information by thematic analysis of the interviews. This provides a reliable finding as the random sampling method ensures that a diverse participant pool is also presented (Guerola-Navarro et al. 2021). This helps with an understanding of CRM in terms of guest satisfaction while recommending Ibis Hotel Stratford actionably. Although there are time and budget constraints, the study of a case remains an empirically effective method in studying hotel operations.
[bookmark: _Toc191926172]3.2 Data Collection Methods

This study utilized primary qualitative methodology for gathering first-hand information while trying to explore how does customer relationship management (CRM) strategies influence the consumer satisfaction for Ibis Hotel Stratford (Renjith et al. 2021). They carried out in detail interviews with random customers to know their experience, their perception about the assistance that the hotel was giving through its CRM Practices Thematic analysis was performed to draw trends, patterns and findings for overall insight of CRM effectiveness. It provides real time information which helps in making sure that the research findings are accurate and are authentic. In addition, this study investigated customer engagement and satisfaction based on qualitative data (Muzari et al. 2022). On the one hand, though, this method generates rich and detailed data at the court and inconvenience of being time consuming and possibly biased.
[bookmark: _Toc191926173]3.3 Netnography
In this study, the qualitative research method of Netnography was used to analyse online customer interactions and feedback regarding Ibis Hotel Stratford. In this approach, social media platforms, online forums as well as customer review sites like TripAdvisor, Google Reviews and Booking.com are examined to find out how they understand the hotel’s Customer Relationship Management (CRM) strategies (Eltahir et al. 2021). Researchers used social media analysis to uncover common themes in guest experiences, or service quality, responsiveness, or overall guest satisfaction. The online reviews gave overly honest, warts and all feedback but also roles of recurring issues and customer expectations. Researchers can observe customer sentiments in real time without direct interaction, and it is a good tool in explaining service effectiveness (Wang, 2023). 
[bookmark: _Toc191926174]3.4 Limitations
Several limitations could have contributed to the findings in this research. As the study is qualitative, results are subject and cannot be generalized to a larger population. Also, interviews and netnography can innocently build in biases as participants may give their responses and online reviews based on personal experiences or the emotions they feel. In addition to this, the first step in collecting the primary data through interviews was tedious and could only provide insights for a small set of samples. 


[bookmark: _Toc191926175]4. Case Study Hotel Overview and Findings 
[bookmark: _Toc191926176]4.1 Hotel Profile
Ibis Hotels is owned and operated by Accor Group, with its 1974 beginning birth in the economy lodging sector. At present, as of April 2023, Ibis has 1,269 hotels around the world, providing budget and comfortable accommodations throughout several regions. Ibis, in fact, has a very wide international presence, with hotels in 68 countries (Ibis, 2025). Ibis has 651 hotels across the continent by 2015, but Europe hosts a large number of those hotels. The brand's geography also expands to the Middle East, Africa, Caribbean, Latin American and Asia-Pacific, reflecting its effort to travel globally and reach a broad spectrum of travellers. 
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Figure 4.1: Accor Group hotel portfolio in 2023
(Source: Statista, 2025)
In 2023, the most significant operating structure of the Accor Group's hotel portfolio was the managed and franchised hotels segment. In 2023, managed and franchised hotels made up 98 percent of Accor Group's hotel portfolio (Statista, 2025). Unlike Ibis Hotels individually, Ibis Hotels don’t publicly disclose specific financial detail, such as, annual turnover, as they are indeed part of a larger Accor Group. By consolidating earnings across its brands, it’s difficult to pull out how much Ibis is making.
Staffing
It is not easy to find exact numbers of staffing for Ibis Hotels, but the economy hotel sector characterizes efficient operations, as the brand manifests. The Accor Group, however, is responsible for a considerable number of its workforce to ensure that its different brands are consistent when it comes to providing its service quality (Wang, 2025). These Accor companies are Ibis. To sum it up, Ibis Hotels has set foot all over the globe reaching 1,200 hotels in 68 countries. Financial and staffing details specific to the brand cannot be made public, however, the brand name possesses enough weight to stand as one of the world's largest brands in an industry and its association with Accor Group hints at ways in which it could be associated with other brand names as well (Accor, 2025).
[bookmark: _Toc191926177]4.2 Geographical and Cultural Context
Ibis Stratford is ideally situated in a high activity area of East London, a highly spirited and culturally diverse special part of the city with rich history, modern developments and a vibrant buzz. Due to the fact that Stratford has hosted the 2012 London Olympics, Stratford has become internationally famous, with a much boost in development of infrastructure such as the Queen Elizabeth Olympic Park, and Westfield Stratford City, famous shopping center in Europe (Sikó, 2024). The hotel’s location is also strategically located with regard to the public transport facilities such as Stratford Station that links travelers to central London and other parts of the city.
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Figure 4.2: Number of Accor hotels worldwide from 2015 to 2023
(Source: Statista, 2025)
From 2015 to 2023, Accor hotels worldwide saw a growth trend. It has 5,584 Accor hotels around the world as of December 2023 (compared to 5,445 as of the previous year) (Statista, 2025). Stratford is a melting pot in terms of its cultural identities that are represented by its varied cuisines, local markets, and theatres such as Theatre Royal Stratford East. It draws in a mixture of the business travelers, the tourists and the sports people who come to the nearby London Stadium for an event. Universities and creative hubs further enrich the social and economic scene (Giousmpasoglou and Marinakou, 2024).
A deeper understanding of the area’s significance could be had with a visual representation, including maps and images of Ibis Stratford’s location, surrounding landmarks and cultural hotspots. Key attractions and transport links could be mapped, and images of the skyline and historic sites, as well as images of street life, would show Stratford’s enriching character (Indasari et al. 2023). The positioning of Ibis Stratford in this dynamic context reveals how cultural as well as geographical factors determine the hotel’s customer base and associated business strategy.
[bookmark: _Toc191926178]4.3 SWOT Analysis
	Strengths
	Weakness

	· Affordable Pricing: Competitive room rates attract budget-conscious travelers (Alina, 2023).
· Prime Location: Situated in Stratford, close to major transport hubs, shopping centers, and tourist attractions.
· Strong Brand Recognition: Part of the Accor Hotels group, benefiting from global marketing and loyalty programs (Susilo and Santos, 2023).
· Eco-Friendly Initiatives: Sustainable practices, including energy-efficient operations and waste reduction.
	· Limited Luxury Amenities: Lacks high-end facilities compared to upscale competitors.
· Small Room Sizes: Compact rooms may not appeal to luxury travelers (Sadhale and Sathe, 2021).
· Limited Customization: Standardized services may not fully cater to personalized guest preferences.
· Customer Service Variability: Service quality may fluctuate due to high staff turnover (Anabila et al. 2022).

	Opportunities
	Threats

	· Growing Tourism in London: Increasing visitor numbers provide potential for higher occupancy rates.
· Digital Transformation: Enhanced CRM strategies and AI-driven personalization can improve customer experience (Deep and Zanke, 2024).
· Strategic Partnerships: Collaborations with local attractions and event organizers can boost guest engagement (Cerveny et al. 2022).
	· High Competition: Presence of numerous budget and mid-range hotels in the Stratford area (Oluwabiyi et al. 2022).
· Economic Uncertainty: Inflation and economic downturns may reduce travel demand.
· Negative Online Reviews: Poor feedback on platforms like TripAdvisor or Google can impact bookings (Filieri et al. 2021).



Table 1: SWOT Analysis
(Source: Self-Created)
[bookmark: _Toc191926179]4.4 PEST Analysis
PEST Analysis of Ibis Stratford
Political Factors
Ibis Stratford’s operations are greatly influenced by political stability in the UK. The tourism, hospitality and employment laws also affect the hotel's work force and service delivery (Papadopoulos and Ioannou, 2023). For that reason, Brexit has changed the immigration policies and reduced the supply of skilled labor in the hospitality sector. The UK's Travel & Tourism market is being taxed by over US$42.11bn in revenue (2025) Presents an annual growth rate (CAGR 2025-2029) of 2.61%, which also constitutes the expected market volume (US$ 46.68bn by 2029) (Statista, 2025). For instance, promotion of tourism in London by the local government through VisitBritain campaigns is likely to be beneficial to the hotel. However, there are strict health and safety regulations that include food safety and fire safety laws which have to be complied throughout. Such room pricing and profitability are also affected by any changes in taxation, for example, VAT adjustments in hospitality services.
Economic Factors
The economic conditions directly affect customer demand and pricing strategies. The cost of living and inflation in the UK is big on consumer spending and so the question on hotel choice is one of affordability (Haggar et al. 2023). Occupancy rates could be dampened by business to travelers and tourists cutting back on spending. In Q4 2024, the inflation rate for UK restaurants and hotels amounted to 3.9 percent, higher than the overall inflation rate of the country for that quarter (Statista, 2025). On the other hand, however, London continues to be a global business and popular tourist destination, so a constant flow of visitors cannot be avoided. A weaker pound also allows Ibis Stratford to attract more international tourists. Also, wage laws, such as the National Minimum Wage, contribute to the operational costs, which has a direct say on profitability, therefore the financial planning becomes necessary (Clemens, 2021).
Social Factors
The offerings of the hotel are affected by changing consumer preferences and demographic shifts. Ibis Stratford finds itself wanting to encourage green initiatives, there is a growing demand for sustainable and eco-friendly accommodations (Yamashita, 2021). Opportunity for less affordable stays and better co working spaces due to more popularity of budget client friendly stays among younger travelers and digital nomads. The United Kingdom’s hotel marketplace spans from world-famous 5-star and high-end hotels to large national economy brands. In 2023, the market size of the hotel industry in the United Kingdom was estimated at approximately 24.7 billion British pounds, after having been 16.42 billion British pounds the year before. This industry had a predicted market size of 9.22 billion British pounds in 2024, a slight decrease of about 400 million British pounds (Statista, 2025). 
Technological Factors
Ibis Stratford needs to adjust to changing technologies that are redefining the hospitality sector. Having the customer relationship management (CRM) software integrated in the system increases personalized services and guest engagements (Iyelolu et al. 2024). Mobile check in, room key cards and AI chatbots make operations and guest convenience easy. Booking visibility increases when these online travel agencies (OTAs) such as Booking.com and Expedia pop up but come with commission costs. The size of the global online travel industry market rose significantly in 2023 compared with the previous year. The global revenue of the online travel market rebounded in 2022 and increased to over 600 billion U.S. dollars in 2023 after the market slumped to 226 billion U.S. dollars at the start of COVID-19 pandemic (Statista, 2025). Cybersecurity threats also have risks to customer data, and therefore it is vitally important to have a strong digital security. While such technologies as automated temperature control and voice activated assistants can improve the guest experience, they also hold the potential to save on operation costs (Saeed et al. 2023). Ibis Stratford can refine its strategies in addressing these PEST factors to tackle challenges and opportunities occurring in the dynamic hospitality market.
[bookmark: _Toc191926180]4.5 Competitor Analysis
	Feature
	Ibis Stratford
	Premier Inn
	Travelodge
	Holiday Inn Express

	Pricing
	£70–£120
	£75–£130
	£60–£110
	£80–£140

	Service Quality
	Functional, 24-hour snack bar, free Wi-Fi (Ibis, 2025)
	Comfortable rooms, full-service restaurant (Premierinn, 2025)
	Basic amenities, budget-friendly (Travelodge, 2025)
	Business-friendly, free breakfast, modern rooms (Ihg, 2025)

	Brand Positioning
	Budget-conscious travelers, affordability with quality
	Families & business travelers, reliability
	Price-sensitive guests, no-frills stay
	Affordable yet business-friendly, free breakfast


Table 2: Competitor Analysis
(Source: Self-Created)
Ibis Stratford is a budget hotel in London where it competes against brands including Premier Inn, Travelodge, Holiday Inn express. Each of the competitors has different price, service quality and brand positioning strategies. Also, in terms of pricing Ibis Stratford offers very fair rates ranging from £70 – £120 per night for live periods. Travelodge is usually cheaper (£60–£110 per night) than Premier Inn, which has a similar pricing (Travelodge, 2025). Being a bit more affordable than a Holiday Inn, the budget of £80–£140 per night includes breakfast and more business-friendly amenities. Regarding service quality, Ibis Stratford delivers affordability with modern and functional rooms, free Wi-Fi and 24-hour snack bar (Ihg, 2025). 
Being a budget brand, there are more basic services, and less amenities offered by Travelodge. Ibis Stratford is also aimed to accommodate budget-oriented travellers seeking comfort and convenience in brand positioning (Hashem, 2021). Premier Inn is for families and business travelers and it focuses on comfort and reliability. Traditionally, Travelodge offers budget rooms targeting price sensitive customers; Holiday Inn Express offers a combination of value and business amenities for a price that’s competitive.
[bookmark: _Toc191926181]4.6 Netnography Findings
	Question
	Customer 1 Response
	Customer 2 Response
	Customer 3 Response
	Customer 4 Response

	1. How would you rate your overall experience at Ibis Stratford?
	"It was decent for a budget stay. The location is great, but the rooms are small."
	"Good experience! Staff was friendly, but check-in was slow."
	"Comfortable stay, but I expected better soundproofing."
	"Not bad, but I had issues with the Wi-Fi and customer service."

	2. How satisfied are you with the customer service provided?
	"Staff were polite but not very proactive in addressing issues."
	"Check-in took longer than expected, but the staff was helpful overall."
	"Housekeeping was great, but reception was not very welcoming."
	"Customer service could improve; I had to wait a long time for assistance."

	3. What improvements would you suggest for a better customer experience?
	"Faster check-in and better communication from staff."
	"More dining options within the hotel would be great."
	"Better noise control and soundproofing for a peaceful stay."
	"Stronger Wi-Fi and improved staff training on handling guest concerns."

	4. Would you recommend Ibis Stratford to others? Why or why not?
	"Yes, for a budget-friendly option, but with some service limitations."
	"Yes, especially for business travelers who just need a comfortable stay."
	"Maybe, but I would warn them about the noise issues."
	"Not sure, I think there are better options in the same price range."


Table 3: Netnography Findings
(Source: Self-Created)
The study of Ibis Stratford using netnography, which is the analysis of online consumer feedback, will yield valuable information on how they perceive it. Key most influential trends of hotel’s reputation can be evaluated through reviewing reviews from the platforms like TripAdvisor, Google Reviews, and Booking.com (Arasli et al. 2023). Location and accessibility are a major positive, and many guests mention the ease of access to Stratford Station, Westfield Shopping Centre, and you name it, all public transport links that surround Ibis Stratford. It becomes an attractive option for tourists as well as business travelers. Cleanliness and comfort are also a well-reviewed aspect concerning which travelers often praise the hotel’s room and comfort given, bed, and modern design (Mihiretu, 2023). Furthermore, a regularly occurring value for money is the affordability of Ibis Stratford Hotel as opposed to other London hotels, which is appreciated by its visitors as a budgetary hotel with core facilities. 
Nevertheless, the hotel’s reputation faces challenges in supporting negative trends. There are a few customer service issues, from multiple reviews all stating how long until check in time, no waiters checking the guests in, and at times the staff not even turning around to attend to a guest need. Other common issues discussed include room size and noise and several people state that the rooms are cramped and noise from the surrounding area interferes with sleep (Wilson and Fijalkow, 2024). In addition, Ibis Stratford is less than other competitors like Premier Inn and Holiday Inn Express in that it has fewer amenities. Others have some disappointments in not having a full-service restaurant and limited choices for breakfast.
[bookmark: _Toc191926182]4.7 Personal Observations
I gained hands-on experience in hotel operations and customer service management during my position at Ibis Stratford. An observation I made during my stay was: efficiency in front-line operations at the front desk. I observed a long queue building up at check-in during peak hours, which made some guests quite unhappy. The staff-maintained professionalism but could have been in the process of making it quite smooth with some technological improvement or increased staffing during peak periods (Sani et al. 2023).
I did observe that interaction with guests tends to have a noticeable effect in terms of online reviews. I learned there the need for continuous service quality. Budget hotels must maintain a fine line between being inexpensive and still meet guest expectations (Luo et al. 2021). Ibis Stratford does offer a good deal, yet some guests felt cheated compared with surrounding competitors, given available amenities. This taught me the value of guest perception and brand positioning in the hospitality industry.
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[bookmark: _Toc191926184]5.1 Interpretation of Findings
1. The Impact of CRM on Customer Satisfaction
The results have indicated that CRM does have a very vital role in increasing customer satisfaction within Ibis Stratford through personalized service and communication. Better execution of CRM strategies leads to enhanced guest loyalty and satisfaction. At Ibis Stratford, CRM initiatives, such as tracking guest preferences and offering loyalty programs, do lead to positive experiences (Rane et al. 2023). However, some customers experience discrepancies, as several guests complained of slow check-ins and non-responsiveness, thus lowering overall satisfaction. This suggests that there are some weaknesses in the implementation of CRM. CRM effectiveness relies not only on its strategy but also on the relationship between the frontline staff involved. Employees may include poorly trained ones or ineffective processes that can undermine the proposed benefits of CRM programs (Udeh, 2024). Well-trained staff and technology-factor CRM implementation, such as self-check-ins or personalized guest interactions, shall support better service delivery. This, in turn, will eliminate inconsistencies in customer experience, thus building brand reputation and retaining guests.
2. Service Quality and Competitive Positioning
Service quality is significant for competitive strategic positioning in this industry. The findings suggest some of the strengths and shortcomings for Ibis, Stratford. Guests commended this hotel's cleanliness, comfort, and affordability in accordance which identify reliability, responsiveness, and assurance as the research variables of service quality (Iyelolu et al. 2024). The location of the hotel close to transport hubs and shopping centers adds to its attractiveness as ideal for the budget traveler. But there is variance in customer service, such as room size and noise disturbance; these adversely affect overall guest experience. Some reviews report instances where delays with check-in and unhelpful staff have created an unsatisfactory experience, marking an area for improvement in delivering satisfactory service. 
The Ibis Stratford hotel is seen as a low-budget option relative to Premier Inn and Holiday Inn Express, but the offered services fall short of premium features and smooth service experience. The quality of service directly affects the market positioning of a hotel and customer retention is supported here. Service delivery delays, improvement of soundproofing, and responsiveness could, however, cater to the competitive elevators of Ibis Stratford (Sutarjo et al. 2024). Enhancing operational efficiency using customer feedback for service is an ameliorative platform not only for the guests but also for regaining an esteemed place in mid-scale hotels.
3. The Role of Online Reputation in Brand Perception
In the hospitality industry, the online image of the customer plays a vital role in deciding hotel selection, whereby online ratings are consumer-generated content influencing customer behavior (Hu et al. 2022). The findings show that a combination of positive and negative guest experiences shape Ibis Stratford's online reputation. Some key strengths include its location, cleanliness, and cost-effectiveness. The online review, as eWOM, is an important tool for influencing customer expectations and brand image. Most travelers base their evaluations on the quality of hotels on platforms such as TripAdvisor, Google Reviews, and Booking.com, which have ensured a strong location reputation for Ibis Stratford. However, inconsistent services, limited amenities, and loud noise give rise to negative reviews, which affect its overall rating (Wen et al. 2021).
Negative reviews criticize slow check-ins, poor staff attention, and dissatisfaction with room sizes that negative eWOM has a stronger impact compared to positive reviews. Potential guests may associate recurring complaints with fundamental operational flaws and therefore may hesitate to book their stays. Furthermore, Ibis Stratford is compared to a competitor like Premier Inn and Holiday Inn Express-never failing to receive praise on the quality of their customer service and amenities (Han et al. 2021). Ibis Stratford must navigate around this by applying some online reputation marketing techniques. There has to be an active glory management for the brand reputation management enhancement. Active engagement with the online reviews and comments by the hotels, so as to respond to complaints speedily and with customer care feedback into service codifies improvement. Ibis Stratford would have been better poised to respond to guests through an organized approach; recognition of guests' complaints would sign an assurance to work toward service improvement and help underline a guest's good experience (Li et al. 2024). Besides, the hotel could acquire a good message through social media and digital marketing campaigns that foreground the improvement. 
	Aspect
	Similarities
	Differences

	CRM and Service Quality
	Both contribute to customer satisfaction and retention. Effective CRM enhances service quality by personalizing guest interactions (Rane, 2023).
	CRM focuses on customer relationships and data management, while service quality is about operational execution and guest experience.

	Online Reputation and Service Quality
	Both impact brand perception and competitive positioning. High service quality leads to positive online reviews, strengthening reputation.
	Online reputation is based on customer feedback and external perception, while service quality is an internal factor influenced by hotel operations (Roy et al. 2021).


Table 4: Similarities and Differences 
(Source: Self-Created)
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Implications: Impact on Hotel Operations and Customer Service Strategies
1. Enhancing CRM Strategies for Improved Customer Satisfaction
The findings highlighted that Customer Relationship Management (CRM) is essential at Ibis Stratford for improving guest satisfaction and customer loyalty in the long run. However, consistent service through streamlined communication creates good experiences for guests, whereas lack of service delivery consistency and slow responses in some cases indicate gaps in the execution of the CRM in speedy service (Cavaliere et al. 2021). Success in CRM is reliant upon both strategy and engagement of the dealer level staff. To address all of these issues, Ibis Stratford must invest in staff training to ensure that employees appreciate the need for CRM in guest handling. Staff that receives the proper training may promptly handle requests, solve claims, and foresee guests' preferences, thus enhancing satisfaction. Besides, technology-driven CRM solutions like AI chatbots, automatic check-ins and digital feedback interfaces could help in one way or another in streamlining communication and efficiency (Nur, 2021).
The other strategy for a robust CRM involves maintaining guest data so as to provide personalized services. The hotel would be able to do this by tracking client preferences-such as room selection, meal choices, or other particular requests-and, in turn, enhance guest experience to make them more likely to rebook. Moreover, strengthening post-stay communication with follow-up emails, loyalty programs, and personalized offers can aid customer retention (Malki et al. 2024). This combination of CRM strategies at Ibis Stratford should allow for more customer-centricity, which results in improved satisfaction and brand loyalty in the long term.
2. Improving Service Quality to Strengthen Market Positioning
Service quality has long been accepted to determine the market positioning of a hotel, closely related to guest satisfaction and competitive advantage. The research findings indicate that, though it excels regarding cleanliness, comfort, and affordability, Ibis Stratford is susceptible to service inconsistencies, small room sizes, and noise disturbances-well highlighted by the impact on the guest experience (Supriyanto et al. 2021). All these are corrosive factors to the dimensionality of service quality as laid down in the SERVQUAL model. The hotel Ibis Stratford should strengthen its position in the market by making employee responsiveness and efficiency very important. Addressing such service delays through training can serve to professionalize employees so that guests experience quick and pleasant service. Improved communication between departments can also eliminate delays by speeding up the entire process.
Another aspect that can benefit from improvement is the quality and comfort of the rooms. Developing noise control measures will help address complaints about noise and improve the sleep quality and satisfaction of customers (Dam and Dam, 2021). Obtaining more space in response to feedback could enhance the guest experience and make for a more comfortable room. Ibis Stratford should also consider stepping up the range of amenities offered-the considerable breakfast, high-end bedding-like mattresses, or some wellness spa establishment. Such upgrades will elevate the hotel higher than its competition with the likes of Premier Inn and Holiday Inn Express (Bardukova, 2023). By improving service consistency, operational efficiency, and guest comfort, Ibis Stratford will improve its public image, entice repeat guests, and enhance its market presence in the midscale hotel category.
3. Leveraging Online Reputation for Brand Enhancement
In today's digital world, online reputation is one of the key determinants to be perceived by customers and decide to book. The findings indicate that while Ibis Stratford has good reviews regarding location, cleanliness, and affordability, negative feedback regarding service inconsistencies, room size, and noise level affects the overall brand image. This concurs with Rust et al. (2021) who carried out research that discussed the fact that online reviews develop consumer trust and perception of brand in hotels.
To improve its online reputation, Ibis Stratford must actively respond to customer ratings and feedback on TripAdvisor, Google Reviews, and Booking.com. Whether the review is positive or negative, the hotel should acknowledge the feedback on time and in a professional tone. Responding helps in the establishment of a customer-centric approach, demonstrating the attentiveness of the property to customer feedback (Mariani and Nambisan, 2021). This will, in turn, make the review process look more honest and credible and support guest appeal towards Ibis Stratford rather than any competitor.
In addition, using social media to generate user content can be an efficient way of improving engagement and visibility of the brand. Digital word-of-mouth has a very significant influence during the decision process of booking a hotel. Proactive reputation management through research and Web-based big data analytics will allow Ibis Stratford to recognize service gaps through customer complaints and adopt operational strategies to improve (Kemp et al. 2021). By following trends of reviews, they will be able to work on creating effective measures towards the front desk and soundproofing issues. In offering active engagement, social media marketing, and analysis with data, Ibis Stratford can change online feedback into growth, building brand perception and continuing to be one step ahead in the competition in midscale hospitality.
[bookmark: _Toc191926186]5.3 Limitations of the Study
Although this research contributes to the service qualities related to Customer Relationship Management (CRM) and customer satisfaction at Ibis Stratford, some limitations still prevail. One key limitation is the restricted access to the data: this study mainly relies on online reviews and a limited number of interviews. However, more enriched findings would have developed had there been access to internal hotel reports, guest feedback surveys, and employee opinions, providing for a more balanced scope of CRM effectiveness.
The sample size is another weakness-one that will not fairly represent the varying customer experiences at Ibis Stratford. Additionally, lower sample sizes will India-like- lessen the generalizability of results, seeing that a larger sample would enable for more solid conclusions to be drawn. There are also concerns for selection bias because some of the participants, who agreed to be part of the interview, might well have had particularly strong views-either poorly or well.
Another problem was that sometimes the data born by online reviews do not always mirror an objective reality. Reactions are skewed because more customers who have such extreme experiences were those who wrote their reviews. The focus on a solitary Ibis location certainly did offer a limitation on the applicability of this study to other branches or indeed other ionic sectors of operation, thereby calling for further studies across other inns across a broader geographical scope in the years to come.
Second, the sample size is another limitation, as it may not adequately represent the diverse customer base of Ibis Stratford. Though qualitative insights were gathered through interviews, the small number of participants could influence the extent to which findings can be generalized for Ibis Stratford. Had the sample included a larger number of respondents with varied demographic and length of stay backgrounds, this study would have likely been strengthened in its conclusions.
[bookmark: _Toc191926187]5.4 Future Research Directions
Future research in the hospitality sector can expand on the more general aspects of Customer Relationship Management (CRM) across hotel brands and geographical locations to expand the generalizability. In-depth comparisons of budget, midscale and luxury hotels explore the differences in CRM strategies across market segments (Ansari et al. 2023). Finally, future research should examine further the sustainability of hotel online reputation management on hotel performance respectively customer retention, revenue generation as well as competitive positioning. Research focusing on how artificial intelligence and automation could improve personalized guest experience may provide insight into technology trends in CRM.


[bookmark: _Toc191926188]6. Conclusion and Recommendations 
[bookmark: _Toc191926189]6.1 Conclusion
The study demonstrates how CRM, service quality, and online reputation affect customer satisfaction and first-mover advantage at Ibis Stratford. The hotel has an ideal location, being close to Stratford station, the Westfield shopping mall and other transport links, so perfect for tourists and business travellers alike. What better values can shape it into such a valuable position than cleanliness, affordability, modern interior design wrapped with the importance of choice on the part of Ibis Stratford to balance these aspects as the best priced budget accommodation.
However, the study suggests are significant challenges packed into yet, the one that delivers best customer practice can be perceived this way. Lackadaisical service, in particular slow check-in times, with attendant staff indifferent to the guest experience; tiny room sizes greatly suffer on accommodation thanks to disturbances wrought by the outside environment or other guests. Impressions shaped on review platforms like TripAdvisor and Google Reviews help keep up with the service reputation of any given hotel, thus massively affecting the decision-making processes of any incoming ones.
[bookmark: _Toc191926190]6.2 Recommendation
	Recommendation
	Implementation Strategy
	Expected Outcome

	Strengthening CRM Strategies
	· Implement personalized communication and AI-driven customer engagement tools.
· Develop loyalty programs to encourage repeat visits.
· Train staff in proactive problem-solving and service recovery (Vasilev, 2024).
	· Improved guest experiences and retention.
· Increased customer loyalty and positive reviews.

	Enhancing Service Quality
	· Invest in soundproofing and room upgrades.
· Optimize check-in and housekeeping processes for efficiency.
· Regularly collect and analyze customer feedback.
	· Higher service standards and guest satisfaction.
· Reduced complaints about room comfort and noise (Tong and Kang, 2021).

	Leveraging Online Reputation Management
	· Actively monitor and respond to online reviews to address concerns.
· Engage with customers on social media and digital marketing platforms.
	· Strengthened brand image and visibility.
· Increased bookings and positive online presence (Amin et al. 2021).


Table 5: Recommendation
(Source: Self-Created)


[bookmark: _Toc191926191]7. Recommendations and Practical Strategies
1. Strengthening Customer Relationship Management (CRM) for Personalized Engagement
The Ibis Stratford should really amp up their customer relationship management strategy to return some engagement and loyalty. Among others, AI-supported CRM tools allow the tracking of guests' preferences, thus permitting personalized talking. A steady loyalty program offering discounts and special treats to returning guests should increase retention. Proactive customer service training should help staff in speedy issue resolution and, hence, higher satisfaction for the guest (Vasilev, 2024). Guest-relating experience should extend to complementary surveys and targeted post-stay offers. A strong CRM system will provide a necessary feeling of being valued amongst guests, a point which eventually leads to free marketing through word of mouth, bringing in further bookings.
2. Enhancing Service Quality for Better Guest Experiences
Service quality is a key determinant of guest satisfaction and establishment's competitiveness. To address issues related to noise complaints and enhance sleep quality, Ibis Stratford must invest in soundproofing solutions. Upgrading room amenities, improving housekeeping efficiency, and optimizing check-in processes can enhance the overall guest experience (Sampurna and Miranti, 2022). Staff training programs that include hospitality etiquette and provide for personalized service will be invaluable. Regular feedback collection and analysis helps to know what areas need more attention. By moving to a consistently higher level of service, the hotel can differentiate itself from the competitor bubbles and develop a loyal customer base, all to boost revenues and brand equity.
3. Leveraging Online Reputation Management for Brand Strengthening
Online reputation is vital in guiding consumer choices. Ibis Stratford should watch for the reviews that travelers leave on sites such as TripAdvisor and Google Reviews and professionally respond to any complaints as quickly as possible (Medjani and Barnes, 2021). Satisfied guests should be encouraged to leave a good review, as it is one of the best ways to establish credibility for the hotel. Engaging in social media with market-driven elements like promotions, behind-the-scenes footage, and guest testimonials enhances brand exposure.
4. Implementing Technological Innovations for Seamless Operations
Technology improves efficiency in operations and enhances customer satisfaction. Ibis Stratford should adopt mobile check-in and check-out to reduce wait times and thus improve convenience. Keyless entry through their smartphones and smart controls in their rooms can elevate the guest experience through added customization (Rane et al. 2023). AI-initiated chatbots can help guests with inquiries and even provide 24/7 support. The centralized data system can help the staff track the guest preferences and custom tailor their services to each guest. With the inroads of innovation through technology, the hotel will streamline service delivery, lessen the burdens of their staff, and afford technological-savvy guests an appealing, relevant experience.
5. Expanding Value-Added Services for Competitive Advantage
In order to build on its market positioning, Ibis Stratford ought to consider introducing additional services which cater to guest needs. All things considered, the flexible check-in/check-out times; co-working spaces for business people; and wellness amenities, such as a small gym or spa, can add great value to a guest's experience; partnership deals with local attractions can allow guests to get exclusive discounts and/or the option for city tours (Sampurna and Miranti, 2022). Breakfast variety and dining services can also make a difference for guest satisfaction. It is this offer of unique, value-added services that will set the hotel apart and increase loyalty amongst its customers.
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