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Customer Relationship Management (CRM) strategies have become critical tools for establishing strong 

industry, particularly in Bhopal, where the focus is on customer satisfaction and loyalty.  The objective of 

Methodology: The present research was conducted in Bhopal City, 
the capital of Madhya Pradesh, focusing on star category hotels. Data was collected from travelers above 18 years of 
age who had visited these hotels, using a convenience sampling technique. Data was gathered through a structured 
questionnaire developed on Google Forms and circulated via social media and emails. The survey included questions 

analysis is done based on 140 responses. Data collection was carried out in July and August 2024 and descriptive 
analysis, including weighted mean and percentage methods, was used to interpret the results. The study 
revealed that personalization of services, with the highest weighted mean of 3.53, is the most impactful CRM strategy 

on customer satisfaction. In conclusion, both objectives highlight the crucial role of personalized CRM 

communication are key to enhancing satisfaction, while personalized communication, loyalty programs and attention 

diverse customer needs.

Keywords: CRM strategies, hotel industry, customer satisfaction, customer loyalty, Bhopal

In the very competitive hotel sector, a hotel’s ability to 
retain and satisfy its patrons is crucial. CRM methods have 
become essential tools for building strong client relationships, 
improving the customer experience overall and guaranteeing 

renowned for its burgeoning tourism sector and rich cultural 
legacy. Over the past few years, Bhopal’s hospitality industry 

has experienced tremendous expansion, driven by a surge 
in both domestic and foreign travelers. But as the industry 

In the hotel sector, the term “CRM” refers to a collection of 
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procedures used to handle correspondence with both present 

technology-enhanced service delivery are some examples of 
these activities. CRM aims to establish enduring relationships 
with clients in addition to handling transactions (Mohammed 
& Rashid, 2022).

The use of CRM tactics varies greatly in Bhopal, where 
the hospitality business is made up of a combination of high-
end, mid-range and low-cost hotels. The diversity in how 

studying how well they might increase client satisfaction 
and loyalty. In the hotel business, a number of variables 

hotel environment, location, cost and service quality (Ali 
et al., 2021). Nonetheless, CRM tactics are essential in 
determining how the customer experience is shaped overall. 

and immediately addressing problems, hotels can improve 

Bhopal serves a extensive range of customers, from tourists 
to business explorers, therefore hotels’ capacity to provide 

standards of client satisfaction. Conversely, customer loyalty 

and recommendations are quite valuable in the hospitality 

clients greatly because they tend to spend more and are less 

Customer satisfaction, loyalty and CRM strategies have 
a complicated and multidimensional relationship (Santouridis 

(CRM) strategies aim to improve customer satisfaction, their 

as the customer’s overall experience, the perceived worth 
of the services provided and the customer’s emotional bond 
with the hotel brand (Chaudhary & Sharma, 2023). In order 
to improve client retention rates and enhance their CRM 
strategy, hotels in Bhopal must have a thorough understanding 
of these dynamics. The application of CRM methods in the 
hotel sector is greatly aided by technology (Bahri-Ammari 

volumes of client data by using sophisticated CRM software, 

by the integration of CRM systems, as hotels there are rapidly 

of these systems hinges on how well they are put into place 
and how well hotel employees are able to use the insights 
that come from consumer data. CRM strategies have 

application. Budgetary, personnel-training and technology-

to implement CRM methods successfully (Patel & Sharma, 
2022). In addition, Bhopal’s unique cultural environment, 
which is a blend of modern and traditional, has its own 
challenges with respect to addressing client expectations and 
delivering quality service. 

: CRM (customer relationship 
management) methods are an extensive strategy meant to 

goal of CRM methods is to enhance customer satisfaction 
and loyalty through the use of data-driven insights to improve 
every touchpoint in the customer experience (Rane et al., 

customer data, handle relationships and forecast desires, 

application of CRM platforms to segment their base, automate 

and behaviors (Dixit, 2022). Moreover, CRM strategies help 
companies to establish a customer-centric culture that promotes 
meaningful and sustained engagement, enhances retention 
levels and eventually leads to long-term success (Ahmed & 
Omarein, 2024). Successful CRM strategies should also be 
constantly monitored and adjusted to accommodate shifting 

that the company remains competitive and responsive within a 

CRM 
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(Angamuthu, 2015). By employing CRM systems to 
collect and evaluate vast amounts of visitor data, including 

(Piccoli, 2008). Furthermore, CRM strategies often integrate 
with other technological platforms, such loyalty schemes and 
mobile applications, providing guests with convenient means 

strategies (Sanders, 2014). The core objective of CRM tactics 
in the hotel industry is to establish and maintain strong 
relationships with guests, as this boosts customer satisfaction 
and fosters long-term success.

The 
degree to which a product or service meets or surpasses a 
customer’s expectations is referred to as customer satisfaction 

clients, impacting both their present and future encounters 
with the brand. Customer satisfaction has several facets and 

Suhartanto, 2000). It includes a number of factors, such as 
the level of service, the hotel’s physical setting, the value that 
guests see in the brand and the emotional bond they form 

industry, the hotel business puts a lot of focus on providing 

that these experiences have a direct impact on customer 
satisfaction levels (Hsieh & Chuang, 2020). In a business that 
largely depends on word-of-mouth and reputation, happier 
customers are more apt to write positive reviews, recommend 

of the employees, the quality of services, the warmth and 
cleanliness of the rooms and the overall environment of 
the hotel, all contribute to guest satisfaction when dealing 
with hotels (Ali et al., 2023). Customer satisfaction is also 

2015). Customer expectations have changed as a result of 
the growth of digital platforms and hotels now need to not 
only meet but also surpass these expectations by providing 

experiences throughout all touchpoints (Abdalla, 2024). In 

order to improve service delivery, hotels must constantly 

of their visitors. To this end, they can leverage data analytics, 

Customer 
loyalty, which is frequently shown through recurring business 
and positive word-of-mouth, is the term used to describe a 

the client’s contentment with the services rendered by the 
company, which may pave the way for a long-term partnership 
advantageous to both the client and the company. In the hotel 

2013). Recurrence behavior indicates a visitor’s propensity 
to select the same hotel or hotel chain for their visits, based 
on factors such as perceived value, overall experience and 

the reputation of the brand and the uniformity of the visitor 

customer loyalty (Lee, 2021). Because loyal guests are more 

because they will also have a competitive advantage in the 

a relationship with customers that extends beyond a single 
transaction and turning happy customers into devoted brand 

sector.

In the cutthroat hospitality 

on patron happiness and loyalty (Ojo, 2024). With the use 
of CRM systems, hotels may collect and evaluate customer 
data to provide tailored experiences that either match or 
surpass visitors’ expectations (Moro et al., 2017). By helping 
visitors feel appreciated and understood, this degree of 

others. By using CRM, for example, hotels can remember 

return, creating a feeling of familiarity and consideration 

complaints, this proactive approach to problem-solving 
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improves the rapport between the hotel and its visitors. CRM 
solutions can also automate communication, guaranteeing 
that visitors receive pertinent information in a timely 

experience and pleasure (Ayalew, 2020).

(CRM) practices on customer satisfaction and loyalty 
in Bhopal’s star category hotels. Customer relationship 

hospitality sector of today. The research helps to identify best 
CRM practices that enhance the guest experience, establish 
trust and result in repeat visits. Through an examination of 
the impact of these strategies on customers’ attitudes and 

and customer-focused services. The study also contributes 
to the body of CRM literature within the hospitality sector, 

engagement, foster brand loyalty and sustain business growth 
within Bhopal’s burgeoning hotel industry. The aim of this 

Bhopal in implementing CRM practices and to recommend 
how to circumvent these issues. In summary, with the growing 
hospitality industry in Bhopal, studies on the impact of CRM 
strategies on customer satisfaction and loyalty in hotels are 

strategies impact the customer experience and loyalty in the 

this research will contribute to the body of literature already 
existing on CRM in the hotel sector and will present practical 
recommendations for enhancing the happiness and loyalty of 
guests in hotels.

• To examine the impact of hotels CRM strategies on 
customer satisfaction.

• To examine the impact of hotels CRM strategies on 
customer loyalty.

Methodology
 The present study has adopted a descriptive 

and quantitative research methodology to investigate the 
impact of hotel Customer Relationship Management (CRM) 

initiatives on customer loyalty and satisfaction in the star-
category hotels of Bhopal. 

 The location of the current study was Bhopal City 
which is the capital city of Indian state of Madhya Pradesh. 
The study is predominantly concentrating on Bhopal City’s 
star category hotels.

 The research used a non-probability 
convenience sampling design, where customers who had 
visited star-category hotels in Bhopal were targeted. The 
respondents were chosen depending on their accessibility and 
willingness to respond to the survey. 200 questionnaires were 
sent online using Google Forms, out of which 148 returns 
were achieved and 140 were discovered suitable for analysis. 
Respondents were above 18 years of age.

Questionnaire was designed on 
the basis of prior study of articles and questions to the 

CRM strategies. Questionnaire was designed using online 
tool Google Form and distributed to respondents through 
social media platforms and e-mail ids. Impact of hotels CRM 
strategies on customers satisfaction was measured on Five-

ranging from strongly disagree to strongly agree. Data was 
collected in the month of July and August, 2024.

 Descriptive analysis 
is applied for the accomplishment of the objectives where 
central tendency method, weighted mean and percentage 
method was applied.

Table 1 

category hotels of Bhopal city. The gender split indicated 
that 72.9% of the respondents were males and 25.7% of 
the respondents were female. 88.4% of the respondents 
belonged to the age group of 18-30 years, 11.4% belong to 
the age group. 74.3% of the population under survey were 
single while 24.3% of the respondents are married 37.1% 
respondents are intermediate followed by 31.4% graduates. 
18.5% respondents were students, 35.4% respondents are 
having government job, 24.7% having private job, 12.5 
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% respondents are pursuing their own business and 8.9% 
respondents are having other occupation. 21.8% respondents 

of a yearly income, 24.7% respondents are earning a yearly 

Table 1: Demographic Characteristics of Respondents

Parameter Variable Frequency 
(N=140) Percentage

Gender Male 102 72.90

 Female 36 25.70

 Preferred not to 
say 2 1.40

Age 18-30 years 123 88.40

 31-40 years 16 11.40

 41-50 years 6 4.30

 51-60 years 2 1.40

 Above 60 years 2 1.40
Marital Status Single 104 74.30

 Married 34 24.30

 Preferred not to 
say 2 1.40

Educational Intermediate 52 37.10

 Graduate 44 31.40

 Postgraduate 24 17.10

 Doctorate 6 4.30

 Others 14 10

Occupation Students 26 18.50

 Government Job 49 35.40
 Private Job 35 24.70

 Business 17 12.50

 Others 12 8.90

Annual Income Not earning 30 21.80

 55 39.10

 35 24.70

 11 8

 More than 10 9 6.30

44.3% of the participants stated that they 
stay at Bhopal hotels once a year, 40% 2-4 times. 38.6% 
respondents have said they stay in Bhopal’s hotels for the 
leisure purpose, 14.3% of respondents come into hotels of 
Bhopal for the business purpose, 17.1% of the respondents 
visit Bhopal for both the leisure & business purpose. 44.3% 

online travel agents.

Table 2:
Visit in Bhopal City

Parameter Variables Frequency 
(N=140) Percentage

Frequency of 
Stay

Rarely (Once a 
year) 62 44.30

 Occasionally (2-4 
times a year) 56 40

 Frequently (5-8 
times a year) 14 10

 
Very Frequently 

(More than 8 
times a year)

8 5.70

Purpose of Stay Leisure 54 38.60

 Business 20 14.30

 Both Leisure and 
Business 24 17.10

 Others 42 30

Preferred Hotel 
Type Budget Hotel 62 44.30

 Mid-Range Hotel 48 34.30

 Luxury 30 21.40

 Boutique Hotel 0 0

Method
Directly Through 

Hotel 52 37.10

 Online Travel 
Agencies 72 51.40

 Travel Agents 6 4.30

 -
ings 0 0

 Others 10 7.10

Table 3 is indicating impact of hotels CRM 

the highest weighted mean of 3.53. This shows that 

(weighted mean= 3.49), thereby showing the need for 
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mean= 3.37). This is followed by information provided on 
th; mean of 3.34), which indicates 

that customers appreciate relevant and accurate information 

3.24, stands at 9th place which shows that customers prefer 

decisive as some of the other tactics. Overall experience 
with CRM Services shares the same weighted mean and 

in terms of CRM but lessened focus as against some of 
the more direct service-related strategies. Follow-up after 

interactions after a stay are valued, they are not as important 
as the strategies focused on the actual customer experience 

and responsiveness.

strategies adopted by star-category hotels in Bhopal, 

helpfulness and responsiveness to requests. This highlights the 

by Sigala (2005), which highlighted that customer loyalty and 
satisfaction were greatly increased in the hospitality sector by 

and Suhartanto (2000), who discovered that customer loyalty 

of satisfaction. Conversely, follow-up after stay and loyalty 

on customer satisfaction, which is in contrast to the arguments 

of Bhopal hotels, face-to-face service quality might be more 
important than post-stay communication and loyalty rewards.

Table 3: Impact of Hotels CRM Strategies on Customer 
Satisfaction

Parameter

Highly 
Dissat-

(1)

Dissat-

(2)

Neu-
tral 
(3)

Sat-

(4)

Highly 
Sat-

(5)

Weight-
ed 

Total

Weight-
ed 

Mean

-
ing Process

26(18) 18(13) 21(15) 50(36) 25(18) 446 3.23 10

Speed of 
18(13) 26(18) 20(14) 44(31) 32(23) 466 3.33 6

Accuracy of 
Reservation

22(16) 10(7) 34(24) 50(36) 24(17) 464 3.31 7

Personal-

Services
18(13) 14(10) 20(14) 52(37) 36(26) 494 3.53 1

Respon-
siveness to 
Requests

18(13) 18(13) 28(20) 30(21) 46(33) 488 3.49 3

Quality of 
Communi-
cation

18(13) 22(16) 28(20) 34(24) 38(27) 472 3.37 4

Loyalty 
Program 16(11) 28(20) 24(17) 44(31) 28(20) 460 3.29 8

Problem 
Resolution 26(18) 18(13) 24(17) 40(29) 32(23) 454 3.24 9

-
liness and 
Helpfulness

18(13) 22(16) 10(7) 50(36) 40(29) 492 3.51 2

Information 
Provided on 
Local Attrac-
tions

22(16) 20(14) 20(14) 44(31) 34(24) 468 3.34 5

Follow-up 
after Stay

20(14) 26(18) 28(20) 48(34) 18(13) 438 3.13 11

Overall 
Experience 
with CRM 
Services

24(17) 18(13) 26(18) 44(31) 28(20) 454 3.24 9

Table 4 indicates the impact of hotels CRM strategies on 

27.1% strongly agree and 30% agree This indicates that 
the hotels that are customer-centric in their communication 
with individual guests will have a higher probability of 
building customer loyalty, as the customers feel valued and 

repeat business, 30% of the respondents, which agreed and 
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programs enhance the chances of returning visits. This means 

deals, are an important factor in building customer loyalty, 
especially for frequent travelers. 22.9% strongly agree, 28.6% 

enhances their overall satisfaction. Thus, these strategies, 

up emails and surveys 41.4% agree 15.7% strongly agree that 

brand. These activities ensure continuous interaction with 

the brand, which demonstrates the commitment of the brand 
to customer satisfaction. 27.1 percent strongly agreed and 
24.3 percent, agreed with the statement, that communication 
that is both consistent and relevant increases one’s trust with 
the hotel regarding customer loyalty; this is referring to 
how well a hotel can relate relevant information promptly 
in order to instill reliance and trust. Attentive response of 

24.3% strongly agree, customers seem to appreciate hotels 

individual basis. Last, with regards to why the hotel stands 
out over and above other competing hotels due to CRM best 
practice implementation 32.9% agreed that it was strong or 
correct and 28.6% indicated an agreement to the statement 
“CRM strategies contribute to your preferential choice to this 
hotel compared to other competitors.” Such an outstanding 

for the purpose of brand loyalty. However, 12.9% strongly 
disagree and 14.3% disagree, which means that though CRM 
strategies are necessary for most customers, they may not be 

suggest that hotels which consider customer relationship 

their customers and enjoy long run loyalty.

Table 4: Impact of Hotels CRM Strategies on Customer 
Loyalty

Parameters
Strongly 
Disagree 

(1)

Disagree 
(2)

Neutral 
(3)

Agree  
(4)

Strongly 
Agree 

(5)

The hotel’s personal-

as a customer.

21.4(30) 10.0(14) 11.4(16) 30.0(42) 27.1(38)

to return to this 
hotel because of 

programs.

10.0(14) 24.3(34) 14.3(20) 30.0(42) 21.4(30)

The hotel’s CRM 
strategies (e.g., 

enhance my overall 
satisfaction.

12.9(18) 12.9(18) 22.9(32) 28.6(40) 22.9(32)

The hotel’s CRM 
initiatives (e.g., 
follow-up emails, 

feel more connected 
to the brand.

12.9(18) 17.1(24) 12.9(18) 41.4(58) 15.7(22)

I trust this hotel more 
because of their con-
sistent and relevant 
communication.

12.9(18) 11.4(16) 24.3(34) 24.3(34) 27.1(38)

The hotel’s attention 
to my preferences 

-
es my loyalty to the 
brand.

14.3(20) 15.7(22) 15.7(22) 30.0(42) 24.3(34)

I prefer this hotel 
over others because 

customer relationship 
management prac-
tices.

12.9(18) 14.3(20) 11.4(16) 28.6(40) 32.9(46)

The research reveals that CRM initiatives by hotels—

tastes and regular follow-ups—are positively contributing 

communication enhances the feelings of the consumers 
as being important and noticed and plays an important 
role in loyalty. This is supported by earlier studies, where 

communication fosters trust and interaction, leading to 

same vein, Dorotic et al. (2012) cited that successful loyalty 
programs encourage consumer engagement and return visits, 

Sharp and Sharp (1997) suggested that loyalty programs 
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driven by inducement as opposed to underlying emotional 
commitment. This would echo the section of the study’s 

and loyalty aligns with a study by Peppers and Rogers 

on individual customer choices can contribute to higher 

and emails reinforce customers’ bond with the hotel brand, 

who posited that post-stay interaction through follow-up 
communication strengthens a customer’s relationship with a 

that some of the participants did not consider follow-ups 

et al. (2015), who posited that too frequent communications 
could result in customer fatigue or be seen as intrusive. 
Research by Palmatier et al. (2006) also indicates that 
appropriate and timely communication enhances relational 
ties. Nonetheless, certain customers in the research were 

a feeling reiterated by Malthouse et al. (2013), who cautioned 
that unwanted or too much communication has the potential 

the results of Gustafsson et al. (2005), who showed that a 
company’s listening and responding capabilities to customer 

that CRM strategies distinguish a hotel from competitors is 
supported by research from Choi and Chu (2001), who noted 
that excellent service and relationship management practices 
result in better customer loyalty and competitive positioning. 
But the group of respondents who did not agree shows that 

aspects other than CRM—location, price and amenities—can 

strategies increase customer loyalty in the hotel sector. Yet 
they too report similar conclusions of other contradictory 

might depend upon customers’ expectations, perceptions 
of what is relevant to them, as well as general competitive 
contexts. Thus, hotels need to repeatedly adjust their CRM 
programs in anticipation of changing customers’ requirements 
and tastes if long-term loyalty has to be achieved.

that hotel CRM strategies are pointedly related to customer 
satisfaction and there is a clear preference for strategies that 

role of tailored service and human interactions in creating 

on the list as it shows immediate experiences during a stay, that 

strategies have a noteworthy impact on customer loyalty. 

of being valued among guests, encouraging repeat visits, 

such loyalty programs do not seem important for many of 

among most but not all of the guests. The follow-up activities 
such as the survey and the email improved relationships with 

customer. Trust, established through regular communication 
and preference sensitivity also added to loyalty. However, 
there are some customers who would not give up other 
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