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1. INTRODUCTION 

This research focuses on the benefits of using Customer Relationship Management (CRM) in 

hotel industry and what factors are important in CRM implementation. The research is based 

on selected hotels in order to investigate and access CRM in hotel industry. The following 

chapter will present the background of the research to provide a fundamental understanding 

for the reader. 

1.1 Background 

The keys of success in today’s competitive marketing environment lie in managing the 

relationship with customers and delivering high quality services that can result in increasing 

the level of customer’s satisfaction (Shemwell et al, 1998; Armstrong & Kotler, 2010, p28). 

The satisfied customers in return become the key of the matter, when it comes to the survival 

of the company in competitions and thereby to develop the marketing strategy. Especially in 

the hotel sector, “which has increased competition and high customer turnover, competitiveness 

is significantly dependent on the hotels’ ability to effectively satisfy their customers” (Sigala, 

2005). The hotel industry, as one of the most profitable, and dynamic industry in the world 

(Gilmore, 2003, p70), “customer satisfactions are key factors in the battle to obtain competitive 

advantage in the hotel industry” (Dominici and Guzzo, 2010). Customers in the hotel as guests 

have different backgrounds and personal experience. That means guests in the hotel have 

different expectations and perceptions. Also customer expectations always change and grow, 

once customers are satisfied does not mean they will be satisfied in the next time. Therefore, in 

order to satisfy customers, the first and possibly the critical step is to understand and keep 

fulfilling customers’ expectations. If companies do not know what customers want, whereas 

other companies meet the customers’ expectations, it means the customers are lost. (Wilson et 

al, 2012, p.51) 

 

In hotel industry, hotels must know what their customers want and ensure to improve their 

services to satisfy customers continuously. In order to identify what customers want and provide 

customers expected services, hotels need to use the right methods to collect and integrate 

customer information. In addition, “service organizations for their intrinsic characteristics of 

the production and consumption are inseparable elements necessary to build relationships with 

customers” (Gronroos, 2004; Mohammed and Rashid, 2012). Moreover, compares to other 

industries, the hotel industry is more customer information-intensive and requires customized 

services (Piccoli et al, 2003). According to Mohammed and Rashid, CRM is an ideally suitable 

method to the hotel industry. Due to uncertain markets, brand loyalty, the growing customer 

acquisition cost, increasing customer expectations, price-sensitive and more complex 

customers are key factors which lead hotels to focus on CRM as useful strategy. (Mohammed 

and Rashid, 2012) A recent study shows CRM is currently used in 92% hotels around the world, 
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and it still remains the first place as the most common used system and strategic management 

tool in the hotel industry. (Senturk, 2012) 

 

Customer Relationship Management is defined as “the process of carefully managing detailed 

information about individual customers and all customers “touch points” to maximize loyalty” 

(Kotler and Keller, 2011, p135). These touch points mean every interaction between customers 

and companies. As a key competitive strategy, companies need to implement customer focused 

business strategy throughout the whole organization, which means companies need to focus on 

the needs of the customers. (Becker, 2009) A successful CRM is one of most effective ways to 

facilitate building relationship with customers, improving service quality and expanding 

expand the customer base. In turn, it will assist in enhancing profitability and customer loyalty. 

(Mohammed and Rashid, 2012) In hotel industry, the impact of CRM can help hotels to stay 

competitive.  

 

In Västerås city, there are 18 different hotels in the market competition including local hotels 

and international chain hotels (Visita.se, 2013). Therefore hotels need to make efforts to attract 

and retain guests in the market. CRM as suitable tools can help the hotels to fulfill customer 

satisfaction, build relationships and transfer customers to loyal customers. Our study compares 

two hotels, which are Scandic Västerås hotel, and Clarion Collection Hotel Etage based on the 

Västerås hotel market. In the following, these two hotels’ names will shorten as Scandic and 

Clarion.  

1.2  Introduction of Hotel industry in Sweden 

Nowadays, the flow of visitors increases every year in Sweden, it gives a positive impact in the 

Swedish economy. In the last ten years, the hospitality industry sales had increased 70% and 

the employment capacity had increased 25%. Only few industries can show the similar increase. 

Therefore the official website of the Swedish hospitality industry organization stated that 

hospitality industry becomes Sweden future primary industry. (Visita, 2011) Also a report from 

the Research and Development Fund of the Swedish Hospitality Industry (BFUF) presented 

hospitality industry becomes one of the most attractive industries in Sweden (BFUF, 2013). In 

2013, there were 2088 hotels in Sweden and the lodge revenue was 18, 386 billion Swedish 

Kroner. (Visita, 2013) 

1.3  Introduction of Selected Västerås hotels 

As a part and particle of the whole horizontal network, the hotel industry in Västerås has 

common characteristics. The common market and the standards of the hotels are among the 

common domains. According to the Swedish hospitality industry organization report (Visita.se, 

2013), in 2013 Västerås hotel industry stays as 16th in the Sweden City hotel rank. The total 

lodge revenue is 161 million Swedish Kronor with 1.4% increase compared with 2012. In 2013, 

the total number of hotels in Västeräs was 18. Target group in Västerås hotel industry can be 
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classified as individual customer and business customer, with the percentage of 34% and 66%. 

(Visita.se, 2013)  

1.3.1 Clarion Collection Hotel Etage  

Clarion collection hotel is operated by Nordic choice hotels and founded 

in 1990 in Norway. Nordic choice hotels have six hotel chains, which 

are Comfort hotel, Quality hotel, Quality Resort, Clarion hotel, Clarion 

Collection and Nordic Hotel & Resorts. (Nordic choice hotel, 2014) Nowadays, it has expanded 

in 5 countries, which are Sweden, Norway, Denmark, Latvia and Lituania. It includes 170 hotels 

and 12,250 employees. In Clarion Collection hotel chain, Clarion wants their guests feel at 

home, it always provides every guest evening buffet and several unique services. (Nordic 

choice annual report, 2014) Västerås Clarion Collection Hotel Etage locates in one of Västerås’ 

most iconic and functionalism-inspired building from the 1930s. The hotel is in the heart of 

Västerås city with 93 rooms, 3 business-meeting rooms, a restaurant and a library. Guests can 

easily find ABB, Mälardalen University, Lake Mälaren, train station short distance from the 

hotel. Also while guests step out on the street, they can find the entire shops in the city. (About 

hotel Etage, 2014) 

1.3.2 Scandic Västerås hotel 

Scandic hotel established in Sweden in 1963. It is a big chain hotel 

company with 223 hotels and 13,000 employees. Scandic describes itself as “the Nordic 

region’s most sustainable hotel chain, we want everyone to be happy, from the eco-minded to 

the business-minded”. Nowadays it has expended its business in seven other countries that are 

Denmark, Finland, Norway, Germany, Netherland, Belgium and Poland. In every Scandic hotel, 

Scandic want “guests to really relax and feel like they are among friends”. (About Scandic, 

2014) Västerås Scandic hotel is located 4 km from Västerås Airport and around 1 km away 

from the city center, motorway and local scenic spots. It has 175 rooms, 12 business-meeting 

rooms and a relaxation center that includes heated indoor pool, sauna and gym. Also there are 

“köksbaren” as restaurant and bar at Scandic, the food and beverages attract not only hotel 

guests but also local Västerås people. (Scandic Västerås, 2014) 

1.4  Problem discussion  

The principle of CRM is to systematically research and analyze the customers’ needs. However, 

different industries have different customer interaction principles, thus different industries have 

different understandings, requirements, and ways to implement CRM. Therefore, there is no 

fixed CRM system that can be used for every industry. (Goodhue et al, 2002) Hotel industry 

needs to consider its own principle and implement CRM in a suitable way.  

 

An effective CRM can bring lots of benefits to companies. However, “If everyone implements 

CRM, how can it be a competitive advantage?” (Hahn Training, 2008). Mandic (2010) reported 

that about 55-77% of CRM implementations failed because of several factors such as 
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misunderstanding CRM system, lack of management commitment, technological, employee 

motivation as well as information about their customers etc. (Mandic, 2010; Hahn Training, 

2008) Emanating from the lack of considering important factors in the process of implementing 

the CRM as a system, often companies failed to reap the benefits that can be gained from it. 

According to Krigsman (2009), over 50% of companies in 2009 indicate the benefits of CRM 

did not meet their expectations. In addition, Xu et al (2002) mentioned an effective CRM can 

improve and increase communication between companies and their customers with the 

condition of the entire business cycle and internal organization is customer-centric. Thus, once 

a company implements the CRM, the whole organization and strategies will be influenced and 

changed. (Xu et al, 2002)  

 

Therefore, CRM as the most commonly used system and tool in hotel industry (Senturk, 2012), 

in order to achieve the expectation of using CRM, it is important for hotels to understand CRM 

and implement it with deep consideration of important factors.  

1.5 Purpose 

The main purpose of this thesis is to identify the factors that influence the CRM implementation 

in hotel industry. Additionally this thesis aims to find out the benefits of using CRM from the 

hotels’ perspective. At last, based on the findings and analysis, the researchers aims to give 

short recommendations for selected hotels. 

1.6 Research questions 

The research will focus on the following research questions: 

What are major factors that influence CRM implementation in hotel industry?  

 

What are the benefits of implementing CRM in hotel industry? 

1.6 Limitation  

The limitation of this thesis is the content focused on comparing 2 hotels in Västerås. Because 

of Christmas holiday weeks and shortage of time, authors didn’t get opportunities to wide our 

scope of the research. Due to this limited scope of both geographically and quantity wise, the 

conclusion that we have drawn is more suitable to Västerås hotel industry. Also, another 

limitation of this thesis can be focusing only on the positive influence of CRM in hotels and 

ignoring the negative side.  

1.7 Outline of study 

This research is divided into seven chapters:  

Chapter 1: Provides background information of this research. Discuss the importance 

of satisfying customers in hotel industry and the importance of 

understanding customers. By what source can achieve it. Moreover the 

problem specification, research questions and purpose are stated. 
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Chapter 2: Illustrates the theoretical framework regarding CRM definition, CRM in 

hotel, CRM implementation and CRM Benefits. 

Chapter 3: This chapter gives a short information about the methodology, and detailed 

explanation of the methods we choice. 

Chapter 4: Presents an empirical data through interviews and other relevant resources 

Chapter 5: Presents comparative analysis empirical data in association with the 

theories which present in chapter 2 

Chapter 6: Ends with the conclusion of the general finding and a final discussion of 

the research question. 

Chapter 7: Provides recommendations for both hotels and future studies 
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2. THEORETICAL FRAMEWORK 

This chapter contains the specific theories and concepts that are relevant to this study. It gives 

a description of CRM, CRM implementation, CRM Benefits and their relationships. In the end, 

authors build the conceptual framework of this research.  

2.1 CRM Definition  

CRM originally was put forward as “the contact management” in United States in the 1980s, it 

mainly responsible for gathering the data of the relationship between customers and enterprises 

(Wu, 2002, p25-36). In 1999, Gartner Group put forward the concept of CRM. They defined 

that CRM is an enterprise’s management strategy to enhance enterprises’ competitive and 

profitability through marketing to measure toward customers (Gartner Group, 2001, p1-3). 

CRM is a series of process and technology for multi-channel management of the existing 

potential customer within the scope of the marketing, sales and service business. (Romano J. 

2003) 

 

The current understanding of CRM in general sets the CRM as a new concept to promote the 

relationship between enterprises and their customers. The goal of CRM is to minimize the links 

of sales, reduce the cost of sales, improve customer satisfaction and loyalty, and create more 

value for customers through managing relations customers. (Feng, 2008) 

 

The definition of CRM can be understood through these three perspectives: 

(1) CRM is a management concept. CRM combines various management ideas, establishes and 

maintains good relationships with customers by the means of meet the personalized needs of 

customers. The link between enterprise and customer become more closely, enterprises can 

obtain more profits, customers get better service, finally build a win-win situation for the 

enterprises and customers by the implementation of CRM. (Wu, 2002, p25-36 & Gartner Group, 

2001, p1-3) 

 

(2) CRM is a new management tool. By updating and analysis the sales data, CRM helps 

enterprise managers to understand the customer information. Therefore, the enterprises are easy 

to provide customers with personalized service, not only reduce the management cost, but also 

enhance the profitability of enterprises. (Romano J. 2003) 

 

(3) CRM is a management software and technology, it transfer the customer information to the 

support when making the decisions. With the help of all kinds of analysis technology, find out 

the valuable hidden information form the database. CRM helps the enterprises transfer from 

information storage into information analyze. (Feng, 2008) 
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2.2 CRM in the hotel industry 

Under the background of information development, the hotels’ room hardware and 

advertisement is almost the same, but the hotel’s unique customer service is not easily copied. 

The hotel industry is highly competitive. Customer oriented service has also played a central 

role in the hotel industry (Tajeddini, 1996). In this respect to provide a customer oriented 

service, hotels face challenges. The challenge as to define whether the products, services or 

employees meet the requirement of customers so as to retain and even to attract new ones is 

manly among others. A hotel as hospitable industry must realize the needs of its customer before 

it can wisely hold new business opportunities. CRM is a new management mechanism aimed 

at improving the business and customer relationships, strategically regarding the core hotel 

business customers as an important resource, meeting customer needs through the improvement 

of customer service and in-depth analysis of the customer, so that hotels can maximize customer 

satisfaction and loyalty, establish mutual long-term stable trust and close relationship, 

maximizing customer lifetime value. (Tao, 2014)  In order to get to know the customer as 

whom they are, what they like and how to provide exactly services and products to them, hotels 

need a comprehensive understanding of customer, satisfying them and make good relationship 

with them.  

 

Hotel can store large amounts of customer information, including customer registration 

information, the preferences of the room settings and the attitude about the service in the 

operating process. How to use customer information to provide support for hotel management 

when making decisions? How to use the vast amounts of customer information to meet 

customer needs, providing customers with personalized service? How does hotels promote 

understanding between hotels and customers, develop a stable customer source? Example 

questions as above mentioned all could be solved by the implementation of the CRM. (Zhu, 

2005) 

 

Thus CRM as a concept emphasize the idea that customer is an important resource. Hotels in a 

rational way strive for the long-term business success, this means that the stronger the 

relationship they have with customer the stronger they get in terms of the success. Customer is 

the focal point of hotel business. The very existence of business depends on customer 

satisfaction. Customer expects high quality services, even willing to pay premium for better 

services. From the customer perspective, good service quality leads to long-term customer 

relationships measured by re-patronage and cross-sale, also customers recommend the service 

to others. (Blattberg et al, 2010, 23-32)  

 

Therefore customer relationship management has become an important intangible asset for 

Hospitable industry .The fact that customer plays very important role, perhaps the mainly role 
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in a hotel’s fate as to became successful and the otherwise. Although most hotels make an effort 

to improve and to use CRM to satisfy their customer, few hotels implement an effective CRM 

and meet their original expectation of CRM (Wu and Li, 2011).  

 

As the result of the interrelated and integrated role of the CRM in the hospitable industry, in 

the customer oriented marketing era, CRM and hotel industry are hardly separable. Thus in 

maintaining relationship quality and enhancing to build long-term customer value, CRM plays 

an important role. 

2.3 CRM implementation 

Having pointed out about the process and the role of CRM in the organization, implementation 

issues are critical and deserving attention. “Data and technology processes and systems are 

critical for CRM activities, but without appropriate human interaction with these process and 

system, the returns to investments in these areas are at risk.”(Boulding et al, 2005). The 

implication of proper implementation of CRM, would lead to the company staff to gain an 

understanding the process. This means that the process will back up with training program that 

insures quality in providing the service. 

 

Many scholars have argued that an organization needs to take an evaluation process as to the 

CRM capability audit prior to implementation (Lindgreen and Crawford, 1999; Payne, 2006, 

p13). In order to implement CRM and gain positive impacts, there are various factors which 

need to be considered. In this research, the following four factors are described as the major 

factors that influence the CRM implementation. 

2.3.1 Organization support 

Relationship marketing is considered as paradigmatic shift in marketing approach wise (Hui, 

2006). The steady fast increase in relationship market approach that can be seen as one to one 

marketing trend indicates the potential for the shifting from a mass marketing to individual 

(Peppers and Rogers, 1997). According to this school of thought the relationship-oriented 

approaches have been increasingly advocated over recent years.  With potentially very huge 

customer, that an organization in order to acquire and retain the profitable customer requires 

efficient CRM.  

 

In order to have an effective CRM in an organization, a more comprehensive approach is 

needed for both the formulation and implementation of CRM. In this respect the process for 

having comprehensive and more integrated CRM, required the company to have careful process 

and strategy as to how to implement it.  

 

Webster (2002) argues that abilities and the organizational process can be a representative of 

linkage between customers and the organization. CRM requires a higher degree of involvement 
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not only by the marketing department, but the entire organization. This development leads to 

the requirement of cross-functional approach in the organization. The process of CRM requires 

a definite and integrated cross-functional approach (Ryals and Knox, 2001). Engagement and 

involvement of the entire company is crucial matter as to make the CRM, effective and efficient.  

 

However, organizations also have to undertake critical organizational and cultural change. The 

CRM program therefore requires a strategically and managerial change. Generally speaking, a 

successful CRM implementation has political project proponents, their positions are generally 

president, manager, partners and chairman of the board, their main task is to ensure that the 

company or the department can participate in the competition of the complex market effectively 

(Shao and Yu, 2004, p228). The ability of innovation concept, marketing reaction and analyzing 

the development tendency for leaders in an enterprise is very important. By the power of top 

leaders can make sure the strategic direction and the implementation of CRM. In addition the 

top position of these managers can ensure the organization structure change, so they can 

eliminate carriers to implement the CRM. (Yang, 2005, p186) 

2.3.2 Technology Support 

Technology is a catalyst for building one–to-one relationship thus it will enhance implementing 

CRM strategy. Therefore CRM in hotel industry has been more characterized as myriad of 

technology. However it has to be clear that CRM is not about technology but business issue 

that requires technological tools and functionality to assist in order to facilitate the relationship. 

(Fjermestad and Romand, 2006, p69-91) In this respect CRM should have to accompany by 

technology that lead to the company to be able efficiently to integrate with process, people 

(customer and employee) and business strategy.  

 

The infrastructure system works like a chain reaction (McKenna, 1991). According to Alford 

(2001) CRM explained as a system that can be built by the chain reaction of technology with 

business processes and service. The automated call center, customer data warehouse and data 

mining, customer content, advertising and targeted e-mail deliveries are typical examples that 

show the combination of technological tools and business process.  

 

Data warehouse and data mining are the most common and often used for facilitate the 

infrastructure to implement CRM. Data warehouse is refers to the customer data storage where 

information are found in a centralized form. On the other hand, data mining refers to as the 

process of analyzing the customer data from different perspective and summarized it in to 

information that can be useful for the purpose intended. (ibid) They are very crucial in 

determining customer demographics, customer buying behavior, market segment, contribution 

margins, and customer lifetime value etc. The technological infrastructure is also tool in 

gathering and categorizing customer information. Thus in order to create a one to one 
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interaction an effective technological infrastructure is required in order to disseminating and 

accessing information across the organization. (Sigala, 2005) 

 

The process of initiating, building and maintaining appropriate relationship with customer, play 

an important role influencing the organization to utilize technology. The advancement in 

technology and data mining system in the organization increases the effectiveness in CRM. 

Different companies use different forms of information technology and data warehouse 

technologies to improve the CRM. By using the variety methods and CRM tools, companies 

can target their customers more effectively. “Good customer relationship management means 

presenting a single image of the company across all the many channels a customer may use to 

interact with the firm, and keep a single image of the customer that is shared across the 

enterprise.” (Berry and Linoff, 2000, p14)  

 

Technology provides the facility by using the direct communication and interaction channels to 

gather data. Technology also enables to save the data in such a way that can be utilized across 

multiple channels and be used for strategic purpose as well (Boon et al, 2002). “Customer’s 

processes do not fit into traditional functional organizations so the process flexibility and data 

integration are most important issues while implementing CRM systems” (Buehrer and Mueller 

2002). 

2.3.3 Employees Support 

Employees play the most important role in the development and implementation of CRM. The 

engagement of the employee that back up with training and skill, contributes tremendously 

great part in the successful customer experience. The engagement of employee ensures 

customer driven service. The service driven employee give more focus on the customer, in this 

respect the organization would be able to implement and to develop well planned CRM. (Ryals 

and Payne, 2001) a committed employee with high zeal contributed to the success of the 

company.  

 

Hence trained and skilled employee would have a clear ideal picture of the company CRM 

strategy. Eventually in the implementation process plays very important role.  In this respect, 

it can be said that employee are the blocking building of CRM, (Chen and Popovich, 1997) 

even though the managerial as well as technical tools are important, In the process of 

implementation CRM the employees play an important role. In addition the employee 

awareness toward the goal of the organization creates a huge impact from the view of 

relationship with customer.        

2.3.4 Customer information management 

In order to implement CRM, companies need to collect and integrate relevant customer 

information into the database. Customer data is analyzed and utilized to help the companies to 

http://www.emeraldinsight.com/action/doSearch?ContribStored=Chen%2C+I+J
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understand customers and segment customers. Finally turn the analysis into actual activities 

that fit customers demand. (Xu et al, 2002) 

 

A necessary step to complete CRM is to gather customer data into the database. This is “the 

foundation for any customer relationship management activities”. (Winer, 2001) During every 

interaction with customers, companies can collect some information about customers. But does 

all information need to be recorded into CRM? Winer (2001) stated the customer database 

should contain the following information. 

 Transaction - Companies need to collect detailed customers’ purchasing information 

that includes purchase date, paid price etc. 

 Customer contacts - Companies need to record customer contacts from multiple 

channels and contexts. Like sales call and service requests. 

 Descriptive information - Customer buying habit, customer status, customer feedback, 

customer family and other information need to be collected.  

 Response to marketing stimuli - Companies need to record customers’ responds of 

marketing initiative, a sales contact, or any other direct contact. 

 

Buehrer and Mueller (2002) also mentioned to keep customer database updated is extremely 

important. Since, customers and market demands are changing frequently. Outdated 

information will lead companies failed in marketing activities. Companies need to ensure their 

“information intake and flow change with the changing market conditions”. (Buehrer and 

Mueller, 2002)  

 

Second step is to segment and analyze customer information. There are varieties of multivariate 

statistical methods to analysis customer data such as cluster analysis, discriminant analysis 

campaign management analysis, credit scoring and customer profiling etc. (Winer, 2001) These 

methods “enable the analysis of large quantities of data to discover meaningful patterns and 

relationships” (Payne and Frow, 2005). By these methods, firstly companies can group together 

customers with similar behavioral patterns and develop different product offering or market 

campaigns to different groups. Additionally companies can understand what profits each 

customer can bring to the company and then provide different product or service to different 

profitable customers or groups. Moreover, by knowing which customers are profitable, 

companies can also decide their main target customers. (Winer, 2001) 

 

After gathering and analysis the customer information the next step is to share the information. 

CRM helps to connect the sales, marketing and customer service through sharing customer 

information. Enterprises can transfer the relationship of customers with one department into the 

relationship with the entire enterprise by sharing customer information over the entire 

enterprise. (Stavros, 2000) 
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Customer information management is a process of information collection, storage, sharing and 

management within the enterprise. In CRM system, the system is designed to provide enterprise 

a fully understanding of its customers, as the result, customer knowledge management is in an 

important position in the system. (Shaw et al, 2001) 

2.4 Benefits of CRM 

CRM is a comprehensive system that manages the relationship between the enterprises and 

their customers. It helps enterprises to communicate with customers, understand customers’ 

needs and get customers’ assistance through information collection, sorting and analyzing. 

(Rygielski et al, 2002) The benefits of CRM can be classified in two categories: operational 

benefits and strategic benefits. (Love et al, 2008) According to theoretical findings, the 

following table shows the specific benefits of CRM in these two categories and the details 

explanations of each specific benefit will be presented in next section. 

Strategic benefits Operational benefits 

Customer segmentation Marketing strategy 

Customer value Service and customer service support 

Customer satisfaction Sales 

Customer loyalty and retention Work efficiency 

Table 1 CRM Benefits (own illustration) 

2.4.1 Strategic benefits 

Strategic benefits can be divided into following categories.  

2.4.1.1 Customer segmentation 

Customer segmentation is to classify the customers with same of similar information in 

categories. With the classification companies can provide the same category customers 

personalized service. Customer segmentation is one of the most important content in CRM. It 

helps companies allots service resources reasonably and formulates the corresponding service 

strategy in the process of implementing CRM. (Verhoef and Donkers, 2001) 

2.4.1.2 Customer Value 

Increasing product quality, product innovation and enterprise internal resources adjustment is 

not enough to gain competitive advantage of the enterprise. Produce higher customer value is 

the key to gain a competitive advantage. The intuitive understanding of the customer is the 

source of competitive advantage are: customers prefer to purchase and repeat purchase the 

product or service that let they perceive lower cost and higher benefits. At this point, enterprises 

can gain a competitive advantage by integrating its various advantage resources to produce 

products or services with higher customer value than rival enterprises. (Woodruff, 1997) 
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Not all customers can bring profits to the company. According to the Pareto 80/20 rule 

optimality 80% of the profits are created by 20% of the customers (Wilson et al, 2012, p149). 

Therefore the company should pay more attention to the customers that can bring great profits. 

Customer value analysis can help companies find the difference of profits that every customer 

contributes, further to improve the company’s profitability. 

2.4.1.3 Customer satisfaction 

The purpose of CRM implementation is to enhance customer satisfaction and the quality of 

service. (Po-An Hsieh et al, 2012) In CRM system, customer satisfaction is an evaluation index 

of customer feeling in psychological and mental to the products or services provided by 

enterprise. It is an intermediate variable used to reflect the interactive relationship between 

enterprise behavior and customer behavior. (Bettencourt, 1997) In the 1990s, scholars 

represented by Forrnell research suggest that high satisfaction of customers is the source of 

enterprise profit. They researched the variables such as customer satisfaction, customer repeat 

purchase, and word-of-mouth effect customer loyalty. They think that customer satisfaction 

influence the final sales of the enterprise through a series of transfer by thorough analysis. 

(Fornell, 1992) Therefore, customer satisfaction research has a great value in CRM theory and 

occupies an important position. 93% of CEOs believe customer relationship management 

(CRM) is an important factor for business success and stay competitive. Two-thirds of the 

customers leave the company because customer cares are not enough. A very satisfied 

customers’ purchase intention will be 6 times higher than the general customers. 5% of the 

increase in customer satisfaction will make the enterprise profit doubled. (Woodside and 

Trappey, 1996) 

 

Analyzing customer satisfaction can help companies to improve the hardware facilities and 

service quality (Cronin et al, 2000). Companies can build their evaluation system to find the 

factors that influence the customer satisfaction thus helps companies gain valuable information. 

2.4.1.4 Customer loyalty and customer retention 

Improve satisfaction can encourage customers loyal to the product or enterprise. Loyal 

customers will repeat purchase, recommend other customers as well as reduce the sensitivity 

of price. If customers have such acts that mean enterprises retain customers by improving the 

customer loyalty. (Hallowell, 1996) The improvement of customer value makes for the increase 

of customer satisfaction. Customer loyalty is a result of customer satisfaction. (Tournois, 2004) 

On the other hand, customer value is the key driver to customer loyalty. (Mazumdar, 1993) A 

small increase of customer retention can lead to impressive improvement on profit. Reichheld 

and Sasser (1990) did a research on nine industries in American. The data shows that a 5% 

increase in customer retention, average profit increase range is between 25% and 85%.  

Therefore, customer retention has a huge impact on enterprises’ profit. Companies should 

maintain good relationship with old customers, but also develop potential customers through 
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various marketing means, finally transfer potential customers into loyal customers. 

 

For an enterprise, the results of competitive advantage reflect in the long-term and short-term 

business performance. The customer satisfaction and loyalty can be measurements of enterprise 

long-term business performance. This is because the satisfied and loyal customers will repeat 

purchase products or services, has positive publicity to the enterprise brand, and may accept 

higher price of a product or service. Short-term business performance is generally measured by 

the current market share and profit. The competitive advantage of enterprises is ultimately 

generated by the value enterprises created for customers. (Anderson et al, 1994) 

2.4.2 Operational benefits 

Operational benefits can be divided into the following categories.  

2.4.2.1 Effective marketing strategy 

In the marketing perspective on CRM, it has potential ability to offer better customer service 

and also improve marketing effectiveness through better focus on specific customers. (Ryals 

and Knox, 2001) Xu et al (2002) also states CRM system is built on vast amounts of customer 

data, companies who have mastered these data can further analysis on customer characteristics, 

buying behavior and value orientation, in order to provide the right guidance for marketing 

strategy with clear goals. Detailed customer profiles can firstly help companies to discover 

potential market and develop suitable offers to it. Secondly help the companies to track the 

effectiveness of marketing programs and provide advices and changes for future planning. 

(Ryals and Knox, 2001) 

  

According to Mohammed (2012), once companies can retain their existing customer effectively, 

they can start focusing on looking for new customers and expanding the market. “The more 

companies know about their customers, the easier it is to identify new prospects and increase 

their customer base”. (Mohammed, 2012) Through CRM system knowing and analyzing 

customers’ needs, companies can innovate new services and products to effectively attract new 

customers and expend new market in order to capture a market before their competitors. (Xu et 

al, 2002) 

 

Ryals and Knox (2001) mentioned “customer data analysis and profiling enables a company to 

identify the customers it does not want to serve”. By implementing CRM, companies can 

identify which of your customers are profitable or unprofitable and identify customers’ needs 

more effectively by understanding customer requirements. Consequently, those lead to increase 

overall efficiency and reduce total cost of marketing and sales (Mohammed, 2012). 

2.4.2.2 Services and customer service support 

CRM helps companies to collect and analyze customer information. In the meantime, it helps 

companies to track customer service responses and feedbacks. These data are able to improve 
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product and service development process (Xu et al, 2002). In every contact with the customer, 

the CRM system will record the corresponding information. Through CRM system analysis, 

companies can know different customers demand. Therefore they are able to provide a more 

personal approach and improve products and services. These improvements can be prepared 

before customers request them. Customer problem and demand can be solved efficiently and 

satisfactorily through proactive customer service and support. In the end, companies are able 

to win more business in the future (Mohammed, 2012).  

 

Gray and Byun (2001) also stated “improve service without increasing cost of service”. By 

collecting customer information or feedback through CRM system, companies can easily find 

out what services or products that customers want. Eventually companies can improve their 

services or products without adding more cost on making specific market research.  

2.4.2.3 Increase sales efficiency 

In CRM system, all the current information of the company like competitor information, deal, 

product etc., are all stored in the CRM central database for salesforce retrieval. The customer’s 

sales process is also recording into the system. The employee who has access to the system can 

see each customer’s contact information and sales history. The system will summarize all the 

information and help the company to develop target-marketing campaigns. And also 

“salesforce productivity is greatly enhanced with the tools of e-mail, internet access, etc.” 

“Therefore salesforce automation greatly empowers sales professionals within the enterprise.” 

(Xu et al, 2002) 

 

When companies know which customers are profitable and which might become profitable in 

the future, they can see their potential profitable customers and it is very important because the 

key of successful business is to know and focus on those customers who can bring the most 

profit (Swift, 2001, p17). According to Mohammed (2012), through the analysis of different 

customer data, companies can segment customer values into several levels and fully understand 

each level’s customer demands. Therefore, company can improve profitability by focusing on 

the most profitable customers and deal with the unprofitable in more cost effective ways. 

 

Swift (2001, p28, p42) also mentioned by CRM system the relationship between companies 

and customers become more effective, therefore customer retention will increase. The existing 

customers will buy frequently and buy more. The existing customers are usually more 

responsive and the costs of sales will reduce by that. 

 

Using CRM system also increases cross-selling opportunities. “Cross-selling means to offer 

additional but relevant products to the existing customers. It allows the business to promote 

similar products that the customer may not be aware of, or offer a complimentary product that 
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the customer may be interested in as an impulse buy” (Kumar, 2012). CRM system will analyze 

and classify existing customer data. Company can find a variety of needs of existing customers 

and select cross-selling target customers. Thus more effectively expanding scope of customer 

buying and more accurate provides better services or products to customers. Therefore, avoid 

the blindness of cross-selling and improve the effectivity of it. (Li, 2009) 

 

According to Xu el at (2002), “sales efficiency is also increased due to the CRM benefit on 

business process. Implementing CRM improve telesales, field sales and sales management 

through real time information sharing among multiple employees”. Employees can collaborate 

with each other and share customer information through CRM system. It will help the company 

to increase the efficiency to identify customer and solve customer issues. “Territory 

management is improved with real time account information updates. The entire salesforce is 

improved by capturing, distributing and leveraging the success and expertise of your highest 

performers. By focusing on growing the best accounts, the revenue per call is also increased” 

(Xu et al, 2002). 

2.4.2.4 Improve work efficiency 

Scullin et al (2002) mentioned that CRM can “greater efficiency in customer service response”. 

Through different information channels of CRM system, companies can be real-time updating 

and accessing to customer information. Customer information retrieval time is greatly reduced. 

Companies can immediately identify customers, timely understand customer needs and make 

response to customer demand in time. To achieve customers satisfaction and gain good service 

impression to customers.  

 

At the same time, Scullin et al (2002) also stated by using CRM system to transfer and sharing 

information, the internal communication efficiency is also improved. Different departments can 

use CRM system to convey information. Hence there is a lot of sharing of information in CRM 

system, when the staffs need certain information; they do not need to ask other departments to 

provide this information. In the meantime, having such effective communication, companies 

can quickly assign efficient response workers to specific customers. Indeed the assignment of 

right personal could have also an advantage in the reducing workload to the company. (Xu et 

al, 2002) 

2.5 Conceptual Framework 

Conceptual framework is described as “A set of broad ideas and principles taken from relevant 

fields of enquiry”. Developing conceptual framework will help the researcher to illustrate their 

research purposes and questions. Also it will guide their empirical findings that linked to their 

research questions and purposes. (Smyth, 2004)  

 

According to the relevant literatures that have been presented in Chapter 2.1 to Chapter 2.6, 
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companies need to understand CRM and implementing CRM in a suitable way in order to get 

effective benefits from CRM. But there are several factors that influence implementing CRM, 

and these factors will lead direct and indirect benefits of using CRM. Therefore, the 

understanding of CRM and implementation of CRM is extraordinary important for companies 

in order to achieve effective CRM.  

 

Figure 1 Conceptual Framework (own illustration) 
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3. METHODOLOGY 

This chapter describes the methodology of this study, gives detailed description of research 

process, the methods that have been chosen and the reason for using them.  

3.1 Research Design 

Research design is a plan, structure and strategy of analyzing thoughts to get answers to 

research questions (Kumar, 2014, p121). According to Bryman and Bell (2011, p45-67), there 

are five main types of research designs commonly used: comparative design; longitudinal 

design; experimental design; case study design and cross-sectional design. 

 

The comparative research design is mainly used in this research. Comparative design is 

investigating and analyzing two or more contrasting cases according to certain standards, in 

order to find the similarities or differences. Comparative study is based on the identification of 

similarities and differences. With the deepening of research, the researcher needs to analyze the 

reason of the similarities or differences, understand what factors that cause for similarities or 

differences, and explain the theoretical concepts that involved. (Bryman and Bell, 2011, p62-

67)  

 

In this comparative study, authors compared and contrasted two cases, which are Clarion hotel 

and Scandic hotel. Authors organized the empirical findings into different categories based on 

the theoretical framework. During the data organizing, authors identified the similarities and 

the differences. Finally, authors analyzed the reasons that caused the similarities and the 

differences through the theoretical framework.   

3.2 Deductive approach 

Deductive and inductive researches stand for the two most common research approaches. In a 

deductive approach, it can be consider as testing theory, which starts with the theory and 

investigate if the theory works to a specific case. (Saunders et al, 2009, p124) On the other side, 

the inductive approach considers as building theory, which starts with investigate specific case, 

and find out a theory by analyzing the findings. (Saunders et al, 2009, p126) 

 

For this thesis, deductive approach was used. Authors chose relevant theories and models from 

different literatures and articles to build up the theoretical framework. Afterwards the 

theoretical framework used as a benchmark to guide authors to gather relevant empirical data 

and analyze the findings in well-defined and systematic way. Therefore, in order to build up 

the theoretical framework, authors used several databases and online search engines to discover 

relevant theories under key words of CRM in hotel industry, CRM implementation, CRM 

development and CRM impacts. Through the database such as the Diva, discovery, SAGE and 

Jstore, and online search engines such as Google and Google scholar, authors found relevant 
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books, academic articles and theses that enhance to broaden authors’ understanding in the area 

of CRM and guide us to build the theoretical framework of this research.  

3.3 Qualitative research 

According to Bryman and Bell (2011, p26) there are two different research strategies to use as 

quantitative and qualitative. Quantitative research takes the form of numbers. It is associated 

primarily with strategies of research such as surveys and experiments and with research method 

such as questionnaires and observation. (Denscombe, 2010, p232, p236) Qualitative research 

takes the form of words and visual images. Through a qualitative research one can gain deeper 

understanding of potential questions, solutions and also the relationship between them 

(Saunders et al, 2009, p524). 

 

Based on the characteristics of these two research strategies, a qualitative research was more 

applicable in this research since the purpose of this research is to find out the major factors that 

influence CRM implementation and also the benefits of using CRM in hotel industry. By 

considering the questions in qualitative research can be flexible and open ended. Authors could 

collect all useful and relevant information. Qualitative research allowed us to get-in depth 

understanding of both hotel CRM system operations.  

3.4 Data Collection 

Data collection may arise within the project proposal or may occur across a wider set of 

activities (Olsen, 2012, p37-47). The method of data collection that used to answer to the 

research question is both primary and secondary data collection method.  

3.4.1 Primary data collection 

According by Saunders et al (2009, p256), primary data refers to the data that authors collected 

for their own research purpose. Bryman and Bell (2011, p201) had mentioned the most common 

way to get the primary data is interview. The primary data that represent in this research would 

be then interviews with the hotel personals that might have an involvement in the area of CRM. 

 

Interviews can help researchers to gather valid and reliable detailed data that are relevant to 

their research purposes and questions (Saunders et al, 2009, p318). Saunders et al (2009, p320) 

mentioned the common types of interview methods are structured, semi-structured and 

unstructured interviews. In structure interviews, the interview questions are all fixed, and 

interviewees can follow the same pattern without interference by interviewers (ibid). By 

comparison, “semi-structure and unstructured interviews are non-standardized” (ibid). Semi-

structure interviewees have more freedom to talk and interviewers also freely to add extra 

relevant questions during the interview. Unstructured interviews are informal and more like 

conversations. Interviewers only need a clear idea about what to discuss and do not need 

predetermined list of questions to ask. (Saunders et al, 2009, p321) In semi-structure interviews, 

interviewers will have a list of questions to be covered, but the questions may also be changed 
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and added depending on the flow of the conversations. Semi-structure interviews provide 

researchers with basic structure of the interviews and also give researchers flexibility to re-

structure interviews depending on the particular conversation. (Saunders et al, 2009, p320) 

 

In this study, semi-structured interviews were centered used. Authors had designed the research 

interview in such a way to get a clear and comprehensive understanding about CRM system in 

the hotel. Authors created basic standard questions to both hotels, and during the interviews, 

authors also added extra questions due to interviewees’ unique answers. The several interviews 

authors held with these two hotel managers were via personal, telephone and e-mail. The 

interviewees that authors chose were the general manager of Clarion Hotel and Front-desk 

leader of Scandic Hotel in Västerås. Since this research purpose is to investigate factors in 

implementing CRM and its benefits in hotel industry, the managers would give us a full view 

of CRM processing system in their respective hotels. The first interviewee Helena Ansanius 

had been working in Clarion Hotel for 14 years. Since February this year, she became the 

general manager of Clarion Hotel, before that, she was the Front-desk duty manager. Therefore 

she deeply understood Clarion Hotel CRM strategy and had lots of experience and information 

about managing customer relationships. (Ansanius personal interview, Nov21, 2014) Due to 

the holiday season and business meetings, the general manager of Scandic hotel Lena Karlsson 

could not manage interviews with us. However by the understanding of the interview purpose, 

she recommended and arranged a suitable manager Magnus Hultman to help us. Magnus 

Hultman had been working in Scandic hotel since 2010. Right now, he is Front-desk leader for 

one year in Västerås Scandic hotel. Before that, he had several working experience in Front-

desk position in different Scandic hotels. (Magnus e-mail interview, Dec12, 2014) 

Company Data & Time Interviewee 

& Function 

Location 

& Interview way 

Clarion Hotel Nov 21, 2014  

10:00-11:40 

Helena Ansanius 

General Manager 

Clarion Hotel 

Personal interview 

Clarion Hotel Dec 8, 2014 

15:00-15:30 

Helena Ansanius 

General Manager 

Telephone interview 

Scandic Hotel Dec 12, 2014 Magnus Hultman 

Front-desk Leader 

E-mail interview 

Scandic Hotel Dec 14, 2014 Magnus Hultman 

Front-desk Leader 

E-mail interview 

Scandic Hotel Dec 15, 2014 Magnus Hultman 

Front-desk Leader 

E-mail interview 

Scandic Hotel Dec 16, 2014 Magnus Hultman 

Front-desk Leader 

E-mail interview 
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Table 2 Interview Process (Own illustration) 

To do research interviewing requires as much planning and organizing as any other form of 

interview. (Fisher, 2010) In this respect some questions were determined in advance before the 

meeting with personals. But not all questions were fixed, there were more flexible and 

explanatory questions that had been structured during the interviews. The questions were 

ordered according the importance with the conceptual framework. Priority had been given to 

the question that has great importance in answering the main purpose of the study. Authors 

could say that the interviews with manager were much a conversation type. Authors were 

exchanging their knowledge of CRM. The first interview with Helena Ansanius took place at 

Clarion Hotel lobby bar on the 21st of November. The Answers gave us lots of new ideas and 

led us to arrange an extra interview. Additional interview with Helena was a telephone 

interview on the 8th of December. The second interview with Magnus was based on several e-

mail interviews from 12th to 16th of December. During that period, authors exchanged ideas 

through several e-mails. As a result, he understood the interview questions well and answered 

them in detail. Moreover, some questions were related to other departments in Scandic hotel, 

Magnus helped us to ask them so that authors can get the detail answers.     

 

The interviews questions were sent to interviewees few days before the interview, in order to 

give interviewees time to read and prepare.  

3.4.2 Secondary data collection 

According to Saunders et al (2009, p256), Secondary data means the data that have already 

been collected by researchers for other purposes. It can provide suitable data and methods to 

support specific research. Besides, secondary data also can provide convenience and benefits 

such as saving money and time. Therefore, in this research authors used different online sources 

in order to fulfill the objective. Through the help of google as search engine, in the process of 

searching, authors searched the key words of this research include Sweden hospitality industry, 

Sweden hospitality industry annual report, and Sweden hospitality industry 2014. After this, 

authors found http://www.visita.se Swedish hospitality industry organization and http://bfuf.se 

the Research and Development Fund of the Swedish Hospitality Industry were useful and 

relevant websites for this research. They contained several news and reports of Sweden 

hospitality industry, and those information help us to understand the Sweden hotel industry 

background and Västerås hotel industry background. Furthermore, through both hotels’ own 

websites and Tripadvisors.se, authors found relevant information under different categories, 

such as hotel introduction, hotel rank, hotel annual report, training program and customer 

comments. Those online sources helped authors to collect relevant data to this research.  

3.5 Operationalization 

Operationalization is the process by which a researcher explains how the selected theories and 

concepts are measured and observed in a particular study. This process translates the theoretical 
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concepts into specific operations. (Baumeister and Vohs, 2007, p636) “It is the process that 

permits us to compare our conceptual definitions to reality.” (Martin et al, 2013) Thus in this 

research, it is important to correctly translate the theoretical concepts to specific understandable 

interview questions. 

 

The operationalization table (Table 3) shows the theories translated into which specific 

questions. Some questions related in several concepts.  

Table 3: Operationalization Table (Own illustration) 

 

3.6 Validity and reliability 

Validity and reliability are two central concepts when considering the credibility of scientific 

researches (Silverman, 2006, p.281). Researchers need to concern about validity and reliability 

while designing the study, analyzing the results and evaluating the study (Patton, 2001). 

 

Validity means truthful which refers to the connection between construct and data (Neuman, 

2003, p.185). Two keys criteria to evaluate validity in qualitative study are credibility and 

transferability. Credibility means whether the results are trustworthiness and transferability 

means whether the results can be applied by other contexts (Guba and Lincoln, 1994). Authors 

made efforts to obtain high quality data in order to make sure the credibility of this research. It 

Concepts Indicators Question nr. 

Hotel Hotel information and personal information 1.2. 

CRM in hotel CRM system,  Hotel CRM strategy, 

relationship with customers, CRM challenge  

3.4.5.7.8.9.23.24

.31.37.38.43. 

Organization support Organizational structure, manage motivation, 

internal cooperation  

6.15.16.17.36.38

. 

Technology support Database system, internal and external 

communication methods 

11.12.17.35. 

39.41. 

Employee support Train, Education, Motivation, Benefits, 

Bonuses 

10.19. 

Customer Information  Information collected, analyze information, 

Sharing information 

13.14.18.20. 

21.22.40.41. 

Strategic benefits Customer segmentation, 

Customer value, Customer satisfaction, 

Customer retention, customer loyal 

29.30.31.32. 

42.44.45.46. 

Operational benefits Market strategy, service improvement, 

customer service support, sales,  

working efficiency 

23.25.26.27. 

28.31.33.34. 

36. 47. 48.49 
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can be manifested that authors collect the data from the credible source with the merit of getting 

answers for all the interview questions that authors provide to the hotel managers. To achieve 

this purpose, authors chose to do the semi structure interviews with the managers in both hotels 

who are most relevant to the work process and the hotel situation. Besides, the interview 

questions were translated from theories to the practice to make sure the interviewees can easily 

understand. Additionally, authors had different types of interviews with extra information to 

make sure t data were comprehensive. Authors carefully collected and recorded by audio to get 

the data as precise as it could be. Other aspect worth to consider is that the transferability in 

which the findings applied in other context by someone. The assumptions authors held and the 

central quest of the research that authors rely up on would hardly imaginable to judge right on 

the spot as to whether to transfer. Yet authors assume that the finding can be used by other 

context. Qualitative research can obtain higher validity, since the data are related to the research 

question as well as the reality, and researchers held different opinion and views further 

development of the data is possible (Lemnek, 1988, p154).  

 

Reliability is about the relation between the measurements and concepts, within the content of 

a qualitative research; the main thing is to guarantee a measurable concept (Bryman, 2008, 

p.31). Since the conceptual framework were designed to be consistence with the interview 

questions to both hotels, it can be seen clearly the relation between the concept and the 

interview questions so as to guarantee a measurable concept.  
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4. EMPIRICAL DATA 

This chapter presents the data collected from both primary data and secondary data of selected 

hotels  

4.1 Scandic hotel and Clarion hotel 

This part presents background information of both hotels by the primary data that collected 

from interviews and secondary data from their websites.  

4.1.1 Clarion hotel Background 

Clarion collection hotel is operated by Nordic choice hotel. It was established in Norway 1990 

as Choice Hotels Scandinavia. During the past 24 years, Nordic choice hotel is marketed under 

six chains: Comfort hotel, Quality hotel, Quality Resort, Clarion hotel, Clarion Collection and 

Nordic Hotels & Resorts. (Nordic choice hotel, 2014) Nowadays, it has expanded to 4 other 

countries which are Sweden, Denmark, Latvia and Lituania. It includes 170 hotels and 12,250 

employees. (Nordic choice annual report, 2014) 

 

Västerås Clarion Hotel locates in one of Västerås’ most iconic and functionalism-inspired 

buildings from the 1930s. The hotel is in the center of Västerås with 93 rooms, 3 business-

meeting rooms, a restaurant and a library. Guests can easily find ABB, Mälardalen University, 

Lake Mälaren, train station from the hotel. Also while guests step out on the street, they can 

find the all kinds of shops in the city. (About hotel Etage, 2014) They currently employ 15 

fulltime employees, and 10 part-time employees. They have around 25,000 customers every 

year. (Helena, personal interview, Nov 21, 2014) 

 

Helena (personal interview, Nov 21, 2014) mentioned Clarion hotel is more customer oriented 

in the way that it gives priority to customer satisfaction. The concept of Clarion hotel is to bring 

the customers home feeling with genuine service. The actions they do to meet their ideal 

concept are: they offer their customers gym, extra coffee, bowling, hokey games, free dinner, 

guest night, beer tasting, cinema, activities in ABB arena etc. Moreover, for some specific 

customers, Clarion also offers them customized services. The core service concept described 

as “ÄKTA”, which refer as genuine service can be said, the crux character of the hotel. Thus 

Clarion strives to meet the goal of the concept through such offerings. (Helena, personal 

interview, Nov 21, 2014) 

4.1.2 Scandic hotel Background 

With 50 years history Scandic Hotel has developed to become one of the biggest hotel chain in 

the Nordic region. Scandic Hotel has 13,000 employees. The main concept of Scandic when 

serve the customers is “We want you to have a good time when you stay with us. Almost like 

visiting friends - relaxed and simple. You should know what to expect, no matter which Scandic 

hotel you visit”. (About Scandic, 2014) According to the 2013 annual report Scandic has 
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acquired and added 74 Rica Hotel in 2014 so that guests can choose among 230 Scandic hotels 

in the Nordic region. (Scandic annual report, 2013)  

 

Scandic Västerås locates 4 km from Västerås Airport, 90 km from Stockholm Arlanda Airport, 

1 km from Västerås Art Museum and close to the city center (Scandic Västerås, 2014). Scandic 

Västerås currently has about 40 employees including extra. Scandic Västerås is a newly 

renovated in 2014. Every year they sold about 20,000 rooms and had almost 9,000 guests there 

to attend the meetings. They targeted on both business and leisure guests, and they also focus a 

lot on conferences and meetings. Scandic Västerås offers 175 rooms, 8 large meeting rooms 

hold up to 120 people and 4 small group rooms. (Magnus, e-mail interview, Dec 12, 2014) 

 

They also have single-sex saunas, a heated indoor pool, mini golf, and well-equipped gym. 

They offer guests the mobile play module, soft chairs, film and video games to let the kids 

drawing, play computer games, watch movies, reading and crafts. Scandic Västerås has 150 

parking spots, and free for the customers. “Köksbaren” their restaurant serves customers a 

comfort environment and quality food. Thus interior and exterior part of the service concept 

supported by the different activities within the context of putting central focus to the customer.  

(Scandic Västerås, 2014 & Magnus, e-mail interview, Dec 12, 2014) 

4.2 CRM Implementation 

As earlier mentioned, there are four major factors that influence CRM implementation. The 

following parts will describe how both hotels consider and influenced by these four factors.  

4.2.1 Organization Support 

Following parts are respectively describing how organization supports the CRM 

implementation in both hotels. 

4.2.1.1 Clarion hotel 

Helena (Helena, personal interview, Nov 21, 2014) explained their organizational structure 

could be characterized as a cross-functional organization, which means the positions of their 

employees are not fixed. All stuffs need to participate in the service delivery even the managers. 

If the restaurant employees are very busy, Helena will go to restaurant and serve customers. 

And also when the front-desk agents have free time, they will help the housekeeping to clean 

and prepare the room for customer.  

 

Besides, this flexibility in management influences positively to the reaction of employee in the 

service. Employees with high zeal toward the customer relationship are always in striving to 

betterment of service. The implication of autonomies in employees, it fosters to get closer to 

the customer and to response in time. Every employee has possibilities to get familiar with 

customers, so that customers could have home feelings because of familiarly people. In order 

to let the customers feel as a home environment the employees in the hotel get along with each 
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other well moreover they made a family picture wall in the hotel lobby to show the informal 

photos of the employees. Therefore, the customer will have a feeling that this hotel is not a 

company, it is more like a family. (Helena, personal interview, Nov 21, 2014) 

4.2.1.2 Scandic hotel 

The head office of Scandic is in Stockholm, which performed the assignment for mangers in 

general. From the Scandic Västerås hotel point of view the organizational structure set up in 

such way that the general manger has three department subordinators. Front office manager is 

the one who in charge of the reception. The front desk manager gets the feedback via e-mail 

from the customer. Eventually the information about the customer is sent to the department 

manager in order to take some measurable action. The financial and budget manager is 

accountable for restaurant, seminar meeting arrangements and kitchen in the hotel. 

Housekeeping manager is in charge of setting maintenance and housekeeping stuff. Marketing 

and sales departments are in their head quarter office which locates in Stockholm. (Magnus, e-

mail interview, Dec 12, 2014) 

 

In the Scandic hotel, collaboration performed across different department lines. But this is a 

challenge since every department normally has a lot to do in their own department. They have 

some employees that have been trained and worked in several departments, which makes a lot 

easier to understand what needs to be done and help out when an extra hand is needed. They 

trained more employees to be able to do this, but it is hard to find time for it. They are well on 

their way, but not quite there yet. (Magnus, e-mail interview, Dec 15, 2014)   

 

Every department manager has a meeting every morning where they let each other know if 

there is something special will happen that day that they need help with. If it is a quiet day for 

example in the restaurant they can most certainly help another department this day. (ibid) 

4.2.2 Technology Support 

Following parts are respectively describing how technology supports the CRM implementation 

in both hotels. 

4.2.2.1 Clarion Hotel 

As the manger mentioned in the interview (Helena, personal interview, Nov 21, 2014), the CRM 

technology system is divided into two systems: CENEOM and LOOPON. With the usage of 

these two systems Clarion Hotel can storage, analysis and segment the customer information.  

 

CENEOM is deployed to register personal detailed information about the customers. The detail 

information includes customer personal information, preference, attitude and habit etc. After 

collecting, all information will be saved in Clarion Västerås customer database and customer 

basic information will automatically upload into Nordic Choice customer center database that 

located in the headquarters. (Helena, personal interview, Nov 21, 2014) 
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LOOPON is a system to collect customers’ feedbacks and complaints. Firstly, Clarion hotel use 

this system to record their customers’ feedbacks and complaints. Secondly, this system is 

connected with the customer database. When a customer check out from Clarion, LOOPON 

will automatically send an email to that customer, and ask if the customer satisfied with the 

staying. Moreover, the system will analyze customer feedback in different categories, such as 

guest idea, complaint and praise etc. (Helena, personal interview, Nov 21, 2014) 

 

In addition, Clarion also uses social media such as Facebook and Twitter to interact with 

customers and collect their feedbacks. Tripadvisor.se as supplementary form the preview of the 

customers is also used as one source of feedback from the customer. (Helena, personal interview, 

Nov 21, 2014) 

4.2.2.2 Scandic Hotel 

Scandic hotel deploys technological systems, consisting of Scandic guest survey (SGS) and 

Property management system Opera (PMS Opera) (Magnus, E-mail interview, Dec 12, 2014). 

PMS opera is the system that consists of customer information, reservation and preference. The 

system is connected with their Scandic customer database. Every hotel in there chain can easily 

check each customers profile and prepare relevant services through PMS Opera. (Magnus, e-

mail interview, Dec 15, 2014) 

 

SGS refers to a system that collects and analyzes customer feedbacks. Whenever the customers 

stay with the hotel, they receive an e-mail that concerned about their feedback. The feedback 

after receiving from the customer goes through the process of analyzing. The process of 

analyzing the feedback performed at the head office by the membership program group. 

Information that has been collected through SGS, by making statistics for every hotel and 

department, analyzed and sent every month to every hotel. As result the manger is able to give 

a feedback to the employees. In addition, SGS system is connected with their customer database, 

once customer leave suitable feedback or complaints, the system will transfer those feedbacks 

into specific customer data. Therefore, in the next time when this customer makes reservation 

in one of their hotels, that hotel can identify his/her last time staying complaints in PMS Opera 

system, and provide the customer expected services. (Magnus, e-mail interview, Dec 12, 2014) 

 

Scandic Västerås do have a facebook page, but this is mostly used to show what is happening 

in the hotel. The hotel wants the customer to be more active at facebook page and give them 

feedback and interact with them actively. However the reality is not up to the ideal expectation. 

Moreover, they also use Tripadviors.se as customer feedbacks resource. (Magnus, e-mail 

interview, Dec 12, 2014) 

4.2.3 Employee Support 
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Following parts are respectively describing how employee supports the CRM implementation 

in both hotels. 

4.2.3.1 Clarion Hotel 

Helena (Helena, personal interview, Nov 21, 2014) has mentioned there is no specific training 

program for new employees. New employees will be trained by manager to get familiars with 

CRM system and their works, and also there are departments meetings every month, to show 

and train employees what new findings they have. In addition customer feedbacks are one way 

to train their employees. Managers always let employees read customer feedbacks in order to 

have a customer driven service. As a result, employees gain understanding of customer-centric 

approach. Once customers have complaints, feedbacks or requirements, managers always ask 

employees to consider and try to solve them together.  

 

They also have the reward system for the employees. They offer the employees who were well 

performed in the past year to Stockholm and join Nordic Choice annual meeting. During the 

meeting the employees can stay in free suit rooms and meet the headquarters managers to share 

their opinions and exchange different experience. Helena also mentioned in next year, the 

employees training program would available in Clarion Västerås. Every year, the headquarter 

office will send trainer to Clarion for one week in order to motivate employees and improve 

their skills. (Helena, personal interview, Nov 21, 2014) 

4.2.3.2 Scandic Hotel 

Every year Scandic hotel has some sort of education and training programs that offered by 

Scandic Business School. The programs include online courses and the job training. The 

Scandic Business School offers the training to employees in order to motivate and increase the 

knowledge of the employees. It offers a chance for lifelong learning and an enjoyable path to 

new challenges. The manager Magnus mentioned all their employees training process is listed 

in their web-site, Västerås Scandic implement same as all their other hotels do. Therefore he 

haven’t mention so much, only send us relevant web-site to us. (Magnus, e-mail interview, Dec 

14, 2014) 

 

Scandic Business School provides customized courses for team members at all levels. “Here at 

Scandic, we are in no doubt that our business does best when our team members are enabled to 

develop to their full potential”. Get on Board is introduction to Scandic for new team members. 

These courses help employees to perform at their best in new role. Commercial is courses 

within Commercial relate to sales, marketing, revenue management, e-commerce, the loyalty 

program and finance. These courses improve employees business and commercial competences 

within the organization. (Scandic Business School, 2014) 

 

Leadership is also a course that focus on developing the leadership and management skills of 
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team members at various organizational levels of Scandic, including leadership programs for 

young talents and high-potentials within Scandic. Functional Courses are practical training for 

all the various roles, which focus on performance improvements, teaching concept routines and 

standard procedures, with the aim to strength the Scandic concept. Those courses have job-

specific exercises and general organizational and systematic training. Service course is the 

center course in Scandic. This training program aims to retain the high level of service and give 

team members the tools to help Scandic’s services and service culture forward – internally and 

externally. (Scandic Business School, 2014) 

4.2.4 Customer Information management 

Following parts are respectively describing how customer information management supports 

the CRM implementation in both hotels. 

4.2.4.1 Clarion Hotel 

Basically, Clarion hotel collects customer information through every interaction with customers. 

Firstly, when a customer makes reservation with Clarion hotel, the hotel will collect his/her 

basic personal information and requirements. During this period, this customer personal file 

will be created in their CRM customer database. Secondly, when the customer checks in to 

hotel, the front desk agent will ask for more detailed information. During his/her staying at 

Clarion, if this customer has specific needs or preferences and also feedbacks or complaints, 

the relevant employees will try their best to satisfy the customer and record this information in 

his/her personal file. When the customer checks out, the front desk agent will ask him/her if 

he/she enjoys staying with Clarion and the feedback. If the front desk agent forgets to ask, their 

system will automatically send an email with questionnaires to ask about his/her satisfaction 

with the staying. (Helena, personal interview, Nov 21, 2014)  

 

According to the manager (Helena, personal interview, Nov 21, 2014), due to incomplete CRM 

system, right now, they only could share customers’ basic information to Nordic Choice 

customer center database. Customers’ other behaviors and needs cannot update into center 

database. They are all saved in Västerås Clarion hotel CRM database. Therefore, when the 

customer who Västerås Clarion hotel familiar with, travel to Stockholm Clarion hotel, they 

cannot receive proactive customized service, they need to ask Stockholm Clarion hotel for 

special needs. Same happens in Västerås Clarion hotel, a new “loyal customer” first time arrive 

Västerås Clarion, he/she also cannot get proactive customized services.  

 

Helena (Helena, personal interview, Nov 21, 2014) also mentioned even their detailed 

customer information cannot update into Nordic Choice center database, but the area sales team 

have authority to assess to their CRM database, and collect individual customer and business 

customer information in order to analyze and create suitable market plan.   
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The Clarion hotel managers always analyze the customer information and feedbacks in order 

to discover the specific activities that they can offer to customers. If it is a large project, they 

must present to the headquarters and ask for authority. But if it is a small project, they will 

discuss with their employees and implement it. The headquarters gives them empowerment for 

suitable project. (Helena, personal interview, Nov 21, 2014)  

 

In order to inform the customers the new offerings and show consideration, Clarion Hotel will 

send emails to customers over a period of time. (Helena, personal interview, Dec 8, 2014) 

4.2.4.2 Scandic Hotel 

Every time, when the customers make reservations through online, call center or directly walk-

in hotel, Scandic hotel will ask for their customer personal information. Also there are numbers 

of questions regarding the customers’ required extra services e.g. specific room, specific floor, 

bringing pets and extra pillows etc. This information will be recorded into the customer 

database and presented in PMS Opera system. If the customers are members of Scandic loyal 

program- Scandic Friends, they can add customer preference information by themselves into 

their profile. Such as where in the hotels they like to stay, always want pet rooms, rooms for 

disabled, bath tub or shower etc. On the other hand, customer reservation requests also saved 

in their customer database as another sources of customer personal information. Once a loyal 

customer makes a reservation and request specific services, those information will automatic 

update into his/her personal profile in Scandic database. So that in the future, if this customer 

makes another reservation and hasn’t request specific services, the reserved hotel will contact 

that customer by telephone and email in order to confirm whether this customer want to have 

specific services. Besides, if those requested specific services are customer personal 

preferences, the hotel employees will mark those information as customer preferences. During 

the staying with Scandic, if hotel employees notice a pattern of specific customers, they will 

also add into that customer profile. But in Scandic, they seldom do it because they believe most 

customers have specific requests on specific hotels, they cannot guarantee the reliability of 

those information. Therefore, most of their customer preference profiles are wrote by customers 

themselves and also verified by Scandic employees. Thus every Scandic hotel can identify and 

prepare specific services for their customers. (Magnus, e-mail interview, Dec 14, 2014) 

 

Magnus (Magnus, e-mail interview, Dec 12, 2014) also mentioned they try to listen to their 

guests when they bring suggestions or feedbacks on how to improve the stay as much as 

possible. Through SGS system and also other customer feedback online resources, they collect 

customer feedbacks. After it, the managers in charge compile the information into a document 

for every team member to read. If it is not something major or something that is recurrent, they 

see this only as customer comments. But if there is something major or something that more 

than one customer has feedback about, the managers will come up with an action plan on how 
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to deal with this specific matter. Moreover, the feedbacks in SGS system will also be analyzed 

by their membership program group at Scandic head office in Stockholm. They analyze and 

make statistic for every hotel and every department regarding a number of things such as service, 

quality of room, quality of beds, and quality of breakfast. This statistic will send back to specific 

hotel managers every month and the managers will give feedback to the staff. Eventually, 

improve their services and products. (Magnus, e-mail interview, Dec 14, 2014) 

4.3 CRM Benefits 

As earlier mentioned, by using CRM companies can achieve several benefits. The following 

parts summarize the benefits that both hotels achieved through using CRM.  

4.3.1 Clarion Hotel 

In order to target right customers with suitable relevant services, the headquarters of Clarion 

hotel analyze all their customer information through CRM program. Eventually, they segment 

their customers into several categories, such as, cooperative business customer, individual 

luxury, group luxury etc. And their main target customers are cooperative business customers. 

So as to attract their main customers, they made local and central agreements with them. Local 

agreement refers to contact within Västerås city, and central agreement refers to contact that is 

engaged all over the Sweden. (Helena, personal interview, Dec 8, 2014) 

 

By sharing their CRM database to the area sales team, Clarion hotel implement several market 

campaigns. The area sales team makes local agreements with several companies such as ABB, 

Bombardier etc. Clarion offers those companies’ business travelers contract price and benefits. 

(Helena, personal interview, Nov 21, 2014)  

 

As pervious mentioned, their main target customers are cooperative business customers. In 

order to satisfy them, Clarion has collaborated with Västerås local entertainment companies 

such as BIO, ABB Arena, etc. By consideration of business customers need to work during the 

day, Clarion provides them leisure entertainment activities such as cinema, watch hokey game, 

play bowling and beer tasting etc. Moreover, Clarion also newly collaborated with Kokpunkten, 

offer cross-selling package to customers. Customers can live and enjoy the food in Clarion and 

also play in Kokpunkten. In addition, Clarion also collaborated with golf club, so that in the 

weekend, they take their guests to golf club and win their high satisfactions. Furthermore due 

to most customers travel a lot, Clarion hotel build up a library, the customers can borrow any 

book from one Clarion hotel, and return the book to any Clarion hotels when they finish 

reading. (Helena, personal interview, Nov 21, 2014)  

 

Helena (Helena, personal interview, Nov 21, 2014) mentioned lots of their customers have 

special habits or needs, for example the requirement of quilt, pillow, or the setting in the room. 

Clarion will prepare for these requirements before the customers’ arrival. Let the customers get 
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the feeling that the hotel is caring about them. There are several examples such as: there was a 

customer who is sensitive with their blanket, so the hotel specifically bought a new different 

one for her. And this information was recorded into their customer database. Thus, every time, 

when she made reservation with Clarion, the hotel room service will prepare an extra different 

blanket for her. In addition, when customer stays in their hotel during his/her birthday, they 

will prepare a Swedish birthday cake for him/her. If the customer is not staying in hotel while 

he/she is birthday, the hotel will send discount coupon by email to the customer. Moreover, for 

the customers who have allergic history, their allergic information will be highly marked in 

CRM system. So that room and restaurant can avoid causing customer allergic. 

 

For those loyal customers who always choose Clarion hotel as their first choice, Clarion also 

has their Nordic Choice Club as loyal program to provide maximum benefits for them. Loyal 

program segments their loyal customers into blue, silver, gold and platinum. With the 

segmentation of the loyal customer, Clarion Hotel can offers several extra services according 

to the level of the membership to ensure those most loyal customer can get maximum benefits 

form their hotel. For example, when they notice there is a gold or platinum customer reservation 

they will offer the customer the VIP check in. They will get prepared an envelope with room 

keys and check-in information after they get notice of the reservation so that the customer can 

go directly to the room when they arrive. (Helena, personal interview, Nov 21, 2014)  

 

According to Helena (personal interview, Nov 21, 2014) Clarion Hotel is a customer-oriented 

hotel. They consider customers as their priority. All the employees in Clarion Hotel think 

customers are the most important resource to them. They think customers not only let them get 

profits, but also participated in their development. Customer feedbacks help them to improve 

the quality of service. When talking about the employee training, to a certain extent, customers 

are trainers for them. (Helena, personal interview, Nov 21, 2014)  

 

When considering about customer satisfaction, Helena mentioned everything they are doing or 

trying to do is to satisfy the customers. The activities they had with customers, the relationship 

they are retaining with customers, the main concept they are keeping and the personalized 

service they are offering as above-mentioned all aim to bring satisfaction to customers. With 

the efforts they have done, Clarion Hotel was the No.1 hotel in Västerås chose by customers. 

(Tripadviors Västerås hotels, 2014)  

 

Authors did not get exact number loyal customer, customer satisfaction and customer retention 

rate due to the statistic is Clarion hotel’s confidential. Helena mentioned they keep staying at 

No.1 in Västerås in Tripadviors.se. From their LOOPON system, they receive mostly positive 

feedbacks. Their customers are satisfied and thankful with their customized services. In the 

meantime, Helena has also mentioned about the importance of customer satisfaction, loyalty 
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and retention means to them. The actions as above mentioned are all the efforts they have done 

to keep customers loyal and retain. (Helena, personal interview, Nov 21, 2014)  

4.3.2 Scandic Hotel 

Scandic collects and analyzes customer feedbacks and complaints through their CRM system. 

The system is connected with their head quarter that is located in Stockholm. (Magnus, e-mail 

interview, Dec 12, 2014) In 2010, after analyzing all the information they collected, the head 

quarter decided to renovate most of the hotels in their Scandic hotel chain. They put a big 

investment in renovations in order to provide more and better services to their customer and 

win their satisfaction. Västerås Scandic hotel is also in the renovation list. They started 

renovating in 2012. First of all, they renovated two of their five floors that include rooms, 

hallways and bathrooms etc. After this, in 2013, they renovated the restaurant and lobby. During 

2014, they renovated the rest of the hotel such as relax center and meeting rooms. (Magnus, e-

mail interview, Dec 15, 2014) 

 

According to Tripadvisor.se (Tripadviors about Scadic, 2014), before the renovation, they got 

lots of complaints about the facilities of the hotel. And the guests left 2 rating which the highest 

is 5. Magnus (Magnus, e-mail interview, Dec 15, 2014) also mention they received lots of 

customer complaints and feedbacks through SGS. That’s motiving them to start renovating the 

hotel and improving their services. After 2 years renovation, according to Magnus, they are 

getting much better. Also their rank in Tripadviors.se has increased to No.6 in Västerås 

(Tripadviors Västerås hotels, 2014). Customer satisfaction has positive increased by renovation. 

Customers satisfied with their new facilities and services. Especially their new restaurant, 

customers give high praises and recommendations. (Magnus, e-mail interview, Dec 15, 2014) 

 

Since Magnus mentioned Scandic is a hotel that has customers from all over the world. The 

food needs to fit the customers’ flavor the more the better. Therefore, at Stockholm head quarter, 

their Scandic F&B-team analyze customer food preference through their CRM database, and 

create the standard menu for every Scandic hotel in the chain. Every hotel can decide their 

dinner buffets according to the standard menu. Thus, Scandic Västerås analyze their previous 

customers purchasing behaviors and decide their personal buffets. From Monday to Wednesday 

evening, they sever at least one meat/chicken and one fish dish. Thursday they offer a seafood 

buffet, Friday a grill buffet with a lot of meat and Saturday Mediterranean buffet. But not all 

the buffets are fixed; they keep tracking customers’ feedbacks in order to provide suitable 

buffets. Besides, Scandic restaurant not only attract their staying customers, but also local 

Västerås people. Lots of Västerås people and local companies book dinner in their hotel. 

(Magnus, e-mail interview, Dec 14, 2014)   

 

The hotel staffs don’t work as much with segmenting the customers, their main task is to take 
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care of the guest, no matter who they are. Whereas the sales team, marketing team and etc. do 

segment customers into different groups. The marketing department and sales department 

located at the hotel chains head quarter in Stockholm. They work with the entire chains hotel 

and make marketing plans and sales campaigns that affect all of the hotels. Magnus informed 

us that basically their customer has been segmented into 3 groups- meeting, business and leisure. 

(Magnus, e-mail interview, Dec 14, 2014) 

 

Scandic try to attract both business and leisure customers. For business customers, if they are 

from Scandic cooperate companies, Scandic provide them contract price for the room. And also 

there are single-sex saunas, a heated indoor pool, mini golf, and well-equipped gym opening 

24/7 for all customers. Besides, Scandic have collaborated with all local golf clubs. Customers 

can get 20% discount on their rooms if they book their stay in Scandic and tell the hotel they 

are here to golf. Moreover, with newly opened Kokpunkten where Scandic also provide 20% 

off on their room if customers show they are here to visit Kokpunkten. (Magnus, e-mail 

interview, Dec 14, 2014) 

 

Scandic also focus on conferences and meetings. They use CRM system to keep contact with 

their company meeting customers and gather Västerås local activities such as conventions, 

meetings and tournaments etc., in order to attract these customers as early as possible. When a 

company books a meeting room, they can also book lunch or coffee breaks. They are very 

flexible about what customers need to make their meeting as good as possible and almost never 

say no to their customers. (Magnus, e-mail interview, Dec 12, 2014) 

 

Magnus mentioned at Scandic, the employees try to collect customers’ suggestions as much as 

possible. One example is the bucket and ladle of which customers use to pour water in the sauna. 

A customer contacted them about where they could find better ones than they had. They were 

aware that we had a bad ladle, but to this customer it was so important that he contacted them 

about it. They went out the same day and bought new buckets and ladles to have in the saunas. 

(Magnus, e-mail interview, Dec 14, 2014) 

 

Magnus (Magnus, e-mail interview, Dec 12, 2014) thought that the main reason for a guest to 

become loyal and want to come back is depends on whether customers like the product they 

offer and the service they provide. The products such as beds, coffee, and pool etc. in their hotel 

have reached a certain level. So the service is more important than the actual product. He 

thought that it can never be other way around with a great product but a terrible staff to keep 

the guest happy. Since Scandic had renovated the hotel completely for the last years, the look 

of the hotel shows better than before, they received better grades from customers. Their sales 

on all areas in Scandic also turned out to be better than before. These result seems to be the 

proof that they are retaining their guests better than before from their views.  
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Scandic has a loyal program called Scandic Friends. It divided their loyal customers into 4 

membership levels: 1st Floor, 2nd Floor, 3rd Floor and Top Floor. Once a customer becomes a 

member, the customers will get a membership card. Higher levels will get better benefits. The 

benefits for 1st and 2nd Floor customers are free daily newspaper, 20% weekend discount on 

food from their restaurant and shops, and special holiday rates. The benefits for 3rd Floor 

customers have book reward nights all day on the basis of the benefits of 1st and 2nd Floor. The 

Top Floor guests have benefits e.g. 48-hour room guarantee, stay 2 pay 1, gym access when 

customers don’t stay, in-room welcome treat, no fee for pet in room and as well as all the 1st, 

2nd 3rd Floor guests have. (Magnus, e-mail interview, Dec 12, 2014 & Scandic Friends, 2014)  

 

Authors did not get the exact numbers on Scandic customer satisfaction and retention rate 

because it has been up and down the last few years due to the renovation. But, since they had 

renovated the hotel completely for this years and it was looking better than ever. In SGS system, 

they were receiving better grades than ever, they were also selling well than before on all areas. 

Eventually, it is the ultimate proof that Scandic are retaining their guests better than before. 

(Magnus, e-mail interview, Dec 15, 2014) 
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5. ANALYSIS 

This chapter includes the comparative analysis of the empirical findings in association with the 

theoretical framework.  

5.1 CRM implementation  

After presenting the detail data of how each hotel manage their CRM implementation, this part 

mainly compares the similarities and differences of the factors that influence CRM 

implementation in both hotels.  

5.1.1 Comparison of organization support 

The process of CRM requires a definite and integrated cross-functional approach (Ryals and 

Knox, 2001). The organizational structure in both hotels can be characterized as the cross-

functional type. This can be seen clearly in Clarion hotel case, that the position of their 

employees is not fixed; all employees need participate in the service delivery process. A part 

from this liberal approach of management style, the manager plays an active part in service for 

customer. In Scandic hotel collaboration can perform across different department lines. They 

have some employees that have trained and worked in several departments, which make it a lot 

easier to understand what needs to be done and help out when an extra hand is needed.  

 

Managerial body plays an important role in ensuring the organization role; in eliminate 

obstacles to implement the CRM. (Yang, 2005, p186) The commitment in the management 

backed with close relationship with in the staff, encourages paving the way to meet the customer 

relationship management. Therefore the cross functional structure in both hotels that helps to 

more cooperation and collaboration with in the company, furnishes a good way in implementing 

an effective CRM.  

 

According (Ryals and Knox, 2001), engagement and involvement of the entire company is 

crucial matter as to make the CRM, effective and efficient. Within Clarion hotel, the relation 

between the employees can be said as a family relationship type. Such work environment 

encourages both managerial and employees to boast up their moral and work zealously. The 

effect of such behavioral pattern made directly positive impact on the relationship with 

customers. Thus such relation and structure in hotel, would lead the customer to feel home. 

  

On the other hand Scandic hotel in this respect can be said that they are well on their way, but 

not quite there yet. However, every department manager has a meeting every morning where 

they let each other know if there is something going to happen that they need help with.  

5.1.2 Comparison of technology support 

Although it has to be clearly that CRM is not about technology issue but business issue, it 

requires technological tools and functionality to assist in order to facilitate the relationship. 
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(Jerry and Nicholas, 2006) Clarion hotel uses CRM technology systems namely CENEOM and 

LOOPON. On the other hand Scandic hotel deploy the survey technological system called 

Scandic survey (SGS) and PMS Opera system (property management system). Both systems 

use as tool or infrastructure in order to facilitate good customer relationship management. 

 

According to (Alford, 2001) CRM explained as a system that can be built by the chain reaction 

of technology with business processes and service. The automated call center, customer data 

warehouse and data mining, customer content, advertising and targeted e-mail delivery are 

typical examples that shows the combination of technological tools and business process in 

both Clarion and Scandic hotel.  

 

The data warehouse and system that used to collect the customer information in Clarion, to 

reach on the proper understanding of the need and requirement of the customer, technical and 

functional tools are used. In this respect the hotel uses the CENEOM as a data base system. The 

front desk uses the LOOPON information system processer, to record any detail about the 

customer. Scandic hotel deploy the survey technological system called Scandic survey (SGS) 

and PMS Opera (Property management system). Whenever the customers stay with the hotel, 

they receive an e-mail that concerned about their feedback by SGS. And their employees can 

easier access to customer database through PMS Opera. 

 

Good customer relationship management means presenting a single image of the company 

across all the channels that customer may use to interact with the firm. (Berry and Linoff, 2000, 

p14) In this point of view, Clarion hotel uses social media such as Facebook and Twitter to 

interact with customers and collect their feedbacks. But they don’t use them frequently. 

Comparatively better, Scandic Västerås do have a Facebook page that mostly used to market 

and to inform events at the hotel. The Scandic hotel wants the customer to be more active at 

Facebook page and give them feedback and interact with them actively.  

5.1.3 Comparison of employee support 

The service driven employee gives more focus on the customer, according to Ryals and Payne 

(2001). “Here at Scandic, we are in no doubt that our business does best when our team 

members are enabled to develop to their full potential” (Scandic Business School, 2014). This 

manifestation supplemented by Scandic hotel, by providing some sort of education and training 

programs that offered by Scandic Business School. Scandic Business School provides 

customized courses for team members at all levels. These courses help employee to perform at 

their best in new role. 

 

The employee awareness toward the goal of the organization creates a huge impact from the 

angel view of relationship with customer (Chen and Popovich, 1997). The clarion hotel scenario 
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in this respect is less comprehensive comparing to the Scandic, there is no specific training 

program for new employees. Nevertheless new employees will be train by manager to get 

familiars with CRM system and their works, and also there are department meeting every month, 

to show and train employee what new findings they have. They also have the reward system 

for the employees. They offer the employees who were well performed in the past year to 

Stockholm and join Nordic Choice annual meeting. 

 

In the process of implementation CRM the employee plays a dispensable role (Chen and 

Popovich, 1997). Clarion hotel Managers always let employees to read customer feedbacks in 

order to have a customer driven service. Eventually employees gain understanding of customer-

centric. Once customers have complaints or feedbacks or requirements, managers always ask 

employees to consider and try to solve them together  

 

In this regard Service course is in the very heart of Scandic hotel, which can be said comparably 

effective. Their training program aims to retain high level of service and give their employees 

tools and knowledge to help improving Scandic’s services and service culture forward – 

internally and externally. 

5.1.4 Comparison of Customer information management 

According to Winer (2001), in order to implement CRM, companies need to collect relevant 

customers’ information and then save them in their customer database. Both Clarion and 

Scandic collect their customer information during every interaction with customers. Firstly, 

when customers make reservation to their hotels, they try to collect basic personal information 

and requirements. This information will direct save in their customer database and enable their 

employees to identify and prepare the services for customers. Secondly during customers 

staying, both hotels have different ways for collecting customer detail preferences. Clarion 

hotel try to collect detail preferences by hotel itself. So that when next time these customers 

stay with Clarion again, they can prepare those specific services and let customers have a family 

feeling that hotel remember them and know what they like. This purpose of collecting customer 

preferences meets their hotel concept. But Scandic prefer to let customer update their detail 

preferences by themselves. Because they cannot guarantee the reliability of customer 

preferences data they collected. Therefore, if customers update their preferences by themselves, 

they can provide correct and exactly customer expected services. The aim for both hotel 

collecting customer preferences is same, to well understand their customer and provide their 

expected services. This purpose meets the use of customer information as Xu et al (2002) 

mentioned. Moreover, when customers check out, both hotels use different system to collect 

customer feedbacks and complaints. In addition, both hotels save customer staying history, 

staying receipt etc. in their database. Both hotels’ customer databases contain the suitable 

customer information that same as Winer (2001) stated.  
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After collecting customer information, both hotels analyze this information into specific service 

actions. Winer (2001) mentioned several steps of analyzing customer information. These steps 

are similar to what both hotels have done. Firstly, both hotels and their headquarters segment 

their customer into different categories based on similar preferences and personal 

characteristics. Secondly, according to the statistic of different segment groups, they find their 

main target customers. Thirdly, both hotels make cooperate contract with their target customers 

and provide them extra services and benefits.  

 

Moreover, Stavros (2000) mentioned that companies need to share their database to every 

department. Especially in hotel industry, hotels do not only need to share among every 

department, but also every hotel in their chain. In this case, both Clarion and Scandic share 

their customer database among every hotel in their chain. But Scandic is one step ahead than 

Clarion. Scandic can share their customer database with basic information and also detail 

preferences. Every chain hotel of Scandic can search specific customer detail profile. In Clarion, 

they can only share basic customer information. The customer detail preferences are store only 

in Västerås Clarion hotel database. And other hotel cannot access to it, except area sales team.  

 

To sum up, all the actions of customer information management they did, meet the theoretical 

framework that we have mention above. There is same performance between Clarion and 

Scandic in customer information collecting and analyzing. But in customer information sharing, 

Scandic has a more complete system. Clarion hotel need to improve the system and close the 

gap between them.  

5.2 CRM benefits comparison 

After analyzing benefits of using CRM in both hotels, this part mainly compares those benefits 

under different categories, and explains the reason why hotels achieved those benefits. 

5.2.1 Customer Segmentation 

After using CRM system, hotels can classify similar preferences customers into categories. 

With the classifications, hotels can provide specific services and products to different categories. 

(Verhoef and Donkers, 2001) In this dimension the customer classification has done in such 

way that the headquarters of Clarion hotel after analyzing thoroughly the customer information, 

they segmented their customer into several categories, such as cooperative business customer, 

individual luxury and group luxury. In order to provide the service according to the specific 

need of different customers, clarion hotel made an agreement with the local and central 

corporative customers. Comparatively the Scandic hotel has three common customer segments 

such as group meeting, business and leisure. Customer segmentation helps hotels to allocate 

service resources reasonably and formulates the corresponding service strategy in the process 

of implementing CRM. (Verhoef and Donkers, 2001) Clarion hotel is comprehensiveness and 
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more subtleness in categorizing customers from the customer relationship management 

perspective, clearly remarkable than Scandic hotel.  

5.2.2 Marketing strategy  

With understanding customers and segment different customer, companies can create effective 

marketing strategy to attract specific customers (Xu et al, 2002). In Clarion, their head quarter 

sales team made segmentations in customers and found their main target customers as 

cooperative business customers. In order to attract those customers, Clarion makes cooperate 

contract with some local companies and offer them contract price. Besides, Clarion also offers 

free dinner for them. Moreover, by understanding customer needs, Clarion also provides several 

marketing activities to attract specific customers such as Kokpunkten campaigns, golf club, 

bowling night etc. Those marketing activities have successfully fulfilled their customer 

demands.  

 

In case of Scandic, with the same aim, they also make contract with local companies and give 

contract price for their business travelers. Moreover, Mohammed (2012) mentioned effective 

marketing could reduce total cost, expanding the market and attract new customers. Scandic 

restaurant as one of their most profitable areas, they create restaurant menu according to 

customers’ favorites and purchasing histories. Consequently, their restaurant gets popular in 

Västerås, and attracts many Västerås local people. In the meantime, they avoid serving 

customer disliked food and save their cost.  

 

Considering the above, both hotels have used CRM as an ability to affect their hotel in the 

marketing perspective. With understanding customer needs, they develop and improve their 

marketing effectiveness through better focus on specific customers. (Ryals and Knox, 2001) 

5.2.3 Service and customer service support 

CRM helps companies to collecting customer preferences and feedbacks. By analyzing these 

data, companies are able to improve their products and services. (Xu et al, 2002) Both hotels 

have achieved this benefit from CRM. In Clarion, they notice most of their business customer 

always bring books to read during staying. Hence they build up a library in every hotel in their 

chain; customer can borrow books with them and return in any hotels. In addition, during every 

interaction with customers, Clarion tries to discover and record their customer preferences. 

After that, they develop several services to satisfy their customers. Such as customized blanket, 

accompany with customer to see hokey game and library etc. By using CRM system, Clarion 

improves their services without adding extra cost on market research (Gray and Byun, 2001) 

In Scandic, their renovation is because of customers’ feedbacks and complaints. According to 

these feedbacks, Scandic renovated and developed their services and facilities into customer 

expected ones. Those changes and improvements gain positive impact to Scandic after their 

renovation. Scandic also collects customer preferences and provides customized services. But 
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compare with Clarion, they only improves and customized the services inside their hotel. 

Clarion discovered much more external services that customers prefer.  

 

Both hotels also provide proactive services to their customers like Mohammed (2012) 

mentioned. They have customer detail preferences and requirements in their database. 

Therefore, they are able to prepare customized services to specific customers before they arrive. 

But both they have inadequacy in this area. Clarion can only provide proactive services to the 

customer who has profile in their Västerås database. Scandic is only able to provide proactive 

services to the customers who are their club members.  

5.2.4 Sales 

Both hotels’ sales departments are located in Stockholm city. Therefore the empirical findings 

haven’t collected much detailed information about CRM functions in sales department. But 

both managers have mentioned their sales departments do use CRM system. Sales department 

developed customer segmentations and several marketing strategies that we have mentioned 

above. As Xu et al (2002) and Swift (2001, p17) mentioned, CRM help the sales department to 

understand customers better and find which customers are main profitable customers. Also 

according to customer preferences, develop target-marketing campaigns.   

 

CRM can also increase cross-selling opportunities (Kumar, 2012). Both hotels have different 

and similar cross-selling services and products. According to Li (2009), by understanding 

customers’ variety needs, companies can provide different cross-selling services to specific 

customers. In Clarion, hotel notice their business customers’ different preferences, so that they 

collaborates with some local entertainment companies, such as BIO, ABB arena, golf club and 

Kokpunkten. Eventually, Clarion can satisfy their customers with their interested services and 

also develop effective cross-selling. On the other hand Scandic hotel provides several similar 

cross-selling services and products like golf club and Kokpunkten. Besides collaborating with 

other companies, Scandic also developed cross-selling opportunity in their hotel. Scandic 

improved their restaurant according to their customer preferences. With customer interested 

food and drinks, Scandic also gain effective cross-selling of their restaurant.   

 

Emanating from the fact of their customer needs, both hotels have comparably similar cross-

selling activities. Due to this reason they engage in different corporative activities, such as those 

agreements they engage with. 

5.2.5 Working efficiency 

By using CRM system, hotels can easier find their customer information in database and reduce 

retrieval time. Hotel can directly identify customer needs and make response to customer 

demand in time. (Scullin et al, 2002) Both Clarion and Scandic have gained this benefit from 

CRM. Since their CENEOM and PMS Opera system are able to access to their customer 
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database immediately. Both hotels can identify their customer needs in the first place and reduce 

the time for asking customer what they need. Besides, these systems also increase the internal 

communication efficiency (ibid). When their sales department asks for customer information, 

they don’t need to call Scandic or Clarion. By using CRM system, they can easier access to 

each hotel’s database even they are in other city or country. But as 5.1.4 mentioned, due to the 

lack of information sharing in Clarion hotel, their other chain hotels are not able to access to 

their database. Therefore, if they need customer detail preferences, they still need to contact 

Västerås Clarion. This reduces the efficiency in their internal chain hotels communication.  

5.2.6 Customer value 

Not all customers can bring profits to the company. Therefore the company should pay more 

attention to the customers can bring great profits. According to Wilson et al (2012, p149), 20% 

of customers can produce 80% of sales or profits. Customer demand for the product has clearly 

showed the trend of diversification and individuation, the hotel manage ideas must be transfer 

from pursuit to satisfy all customers need to aim at part of the customer groups. Hotels need 

focus on the target customers consider their common needs, so that brings the biggest 

satisfaction to customers. The Clarion hotel target their main customers on cooperate customers, 

and the Scandic hotel try to attract both business and leisure customers. Both groups can bring 

profits in different area within their hotel. The concepts of both hotels are customer-oriented. 

They emphasized the customers and find out the target customers by analyzing the value of 

customers. Then focus more on their targeted customers and provide them customized services. 

As a result the improvement of customer value makes for the increase of customer satisfaction. 

Customer loyalty is a result of customer satisfaction (Laureng, Negocia, 2004, p13-23).  

5.2.7 Customer Satisfaction 

The purpose of CRM implementation is to enhance customer’s satisfaction and the quality of 

service (Po-An Hsieh et al, 2012). The CRM implementation process of Clarion hotel and 

Scandic hotel can be seen as: through marketing strategies draw the guests to the hotel, the 

hotel will be committed to create unforgettable consumption experience for customers. This 

will require a hotel improve the comfort of facilities, provide professional services with 

enthusiasm, create a personalized environment atmosphere, meet customer functional 

requirements and psychological requirements, beyond the expectations of the guests, and let a 

guest leave a good impression. The satisfied and loyal customers will repeat purchase products 

or services, has positive publicity to the enterprise brand, and may accept higher price of a 

product or service (Anderson et al, 1994). This can explain why the Scandic hotel spends a lot 

investment on renovation their hotel and Clarion hotel mange the activities with customers to 

beer tasting, blowing games etc. Moreover, both hotels treat customer feedbacks and 

complaints seriously, by changing according to customers feedbacks also is a way to bring 

satisfactions to customers. Both of the hotels know the customer satisfaction is the most 

important thing in their hotels. Customer satisfaction is the reason customer loyal and retain. 
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These two hotels have different activities or actions but the purpose is the same that is to make 

customers satisfied. As the result, both hotel have received positive comments and satisfaction 

from customer because of customer-oriented activities mentioned above.  

5.2.8 Customer loyal and retain 

Both hotels have their own loyal programs which are Nordic Choice Club and Scandic Friends. 

Both of them have divided their membership customers into several levels. The main purpose 

is to keep their customer loyal and retain, and provide maximum benefits for those customers. 

Since loyal customers will repeat purchase, recommend other customers as well as reduce the 

sensitivity of price (Hallowell, 1996, p27-42). The higher-level customer is, the better and more 

extra services they can receive. This also can be seen a way to encourage customers become 

higher level their membership. As a result the customers can become loyal customers and stay 

a fastness relationship with the hotel. 

 

A small increase of customer retention can lead to impressive improvement on profit (Reichheld 

and Sasser, 1990). The strategy of CRM mainly depends on maintaining existing customers, 

rather than fighting for new customers, reduce the enterprise cost by maintaining the customer 

to repeat purchasing products and services. Furthermore, hotels pay more attention to hotel-

targeted customers, as far as possible to satisfy their demand, personalized services with high 

added value to improve their loyalty of hotel. Regular customers are not the same as the loyal 

customers, in order to let the customer retain and become loyal, Clarion and Scandic aiming on 

improve customer satisfaction as much as possible. Both hotels offering all kinds of activities 

to enhance the relationship with customers, show a different way of life for the guest, create 

more value for customers, and let guests feel senses of belonging.  

5.3 Overall analysis of Clarion and Scandic 

The CRM in two hotels can be analyzed as a process shown in Figure 2. The process consists 

of different steps mainly start from collecting customer information then storing the customer 

information in database center. After analyzing the customer information the data filtering and 

sorting as well as integrating customer data follows. As result of such process the hotels can 

make decisions concerning to customer segmentation, marketing strategy and marketing 

campaigns.  

 

Through the managerial body using the analyzed and updated customer information can be 

created the loyalty program. This program enables the hotel to retain its customer and analyses 

their satisfaction. In order to be more effective in managing the customer relationship, 

employees get trained and continuous educated as to be service-center one.  

 

Thus through help of integrated and comprehensive customer relationship management CRM, 

hotels can improve the service and product they offer to their customers, and remain profitable 
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and competiveness.  

 

Figure 2 the process of CRM in both hotel (own illustration, inspirited by Liu, 2006) 
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6. CONCLUSION 

This chapter summaries the conclusion from the analysis and answer the research questions. 

 

Our conclusion of the research questions is drawn based on the empirical findings that we 

investigated and the analysis that we have reflected, in order to accomplish the purpose of the 

thesis. Hence from our research it becomes evident that customer relationship management 

(CRM) by strengthening the relationship between the hotel and their customers, to bring long-

term business success. Most hotels make an effort to improve and use CRM to satisfy their 

customer. 

6.1 What are major factors that influence CRM implementation in hotel industry? 

During the CRM implementation certain factors are necessary, in order to make sure the overall 

company can be benefited after implementing the system. Based on our research, we made a 

conclusion from the four major factors that influenced the hotel industry to implement CRM. 

Organization Support 

The cross-functional structure in both hotel influenced the way that managerial decision making 

process. As a result, the decision make process influenced the implementing of CRM. From the 

organization support point of view, CRM implementation demands a full involvement of the 

organization as entity. From this perspective the involvement of every department in decision-

making process are crucial in resolving obstacles in the process of CRM implementing.  

Technology Support 

The technological infrastructure helped both hotels to build the foundational system to collect, 

storage, analyze and share customer data. The use of appropriate technology is a strong pillar 

in CRM implementation.  

Employee Support 

The implementation process requires an active participation of employees. The implementation 

of CRM in the hotel followed easily in a comprehensive way if the employees are well trained 

and aware about the CRM system and strategy. Thus employees have ability in contributing 

their parts in creating positive image and foster the relationship with the customer in both hotels. 

Motivations, trainings, educations and harmonious work environment have created positive 

impact to the employees, in order to play the required role in effective customer relationship 

management CRM. 

Customer Information Management 

Customer information management is the foundation step for using CRM to develop services 

and strategies. Hotels need to collect relevant customer information and store them in their 

database. After that, elaborately analyzing customer information leads to hotels’ further 

activities development. By sharing customer information between every department and every 

chain hotels, they can timely identify specific customer need. In the result, customized services 
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can proactively provide to customers. In this respect hotels require to collect, analyze and share 

customer information in order to gain benefits from CRM. 

6.2 What are the benefits of implementing CRM in hotel industry? 

CRM system helps hotels to develop a better relationship with customers, understand customer 

needs and satisfy customers. Eventually hotels can gain competitive advantage in the market. 

From the analysis of both hotels, we find several benefits of using CRM. Those benefits can be 

categorized into operational benefits and strategic benefits. 

 

On the operational benefits side, CRM system can help hotels creating effective marketing 

strategies, developing services and products and increasing sales. In both cases, they created 

several marketing strategies by segmenting customers, developed their hotel services and 

facilities according to customer needs and identified several cross-selling opportunities. 

Moreover, the system can also improve operational efficiency. Every department and chain 

hotel can collaborate and sharing information with each other. The internal processes have been 

significantly reduced and are simple to use.  

 

On strategic benefits side, hotels can make a comprehensive analysis of customer information 

and data through the implementation of CRM system. As a result, hotels can have a more 

comprehensive understanding and knowledge of customer value distribution, customer 

satisfaction, and characteristics of different target groups. Thus hotels can be able to provide 

customers with more quality and personalized service to retain customers. In both cases, they 

received positive feedbacks and satisfaction from their customer because of those customized 

quality services. Hence, through continuous improvement of customer-oriented services and 

marketing strategies, hotels can receive customer satisfaction and finally lead to customer loyal 

and retain.  
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7. RECOMMENDATION 

Based on the conclusion of this research, this final chapter contains the recommendations for 

improvements of selected hotels and further research studies.  

7.1 Recommendations for Clarion and Scandic 

By the comparative study authors worked on Clarion hotel and Scandic hotel, authors would 

like to recommend Clarion hotel on the customer information sharing under the hotel chains, 

so that each hotel can knows their customer no matter which Clarion hotel they stay. And other 

recommendation for Clarion hotel is their training program. Employees need to be trained 

systematically, in order to get better understandings of their works. Clarion hotel is 

recommendable to create a complete training program for all the employees. 

 

In Scandic, the marketing department makes the customer segmentation whereas the Scandic 

hotel agents do not segment customers. In the meantime, the hotel agents are everyday 

interacting with customers. Therefore, they understand more detailed customer behaviors or 

preferences. If Scandic Västerås can make specific segmentation of their loyal customer that 

are different from their sales team did, they are able to provide more customized services to 

their loyal customers and keep retaining them.  

7.2 Recommendations for further research 

This thesis compared two hotels in Vasteras, further research on other or many hotels in the 

industry would be recommended. In addition, this study was conducted a short time period, and 

due to the Chrisman’s holiday the interviews and the responds were limited. Several factors of 

implementing an effective CRM was found e.g. organization, technological, employee support 

and customer information gathering and analyzing. A follow-up study of finding the other 

factors would be recommended. This thesis focuses on find the benefits of CRM in hotel in the 

perspective of hotels, the research in the customer’s perspective is also recommended.  
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Appendix I. Interview questions  

Interview Questions  

1. General question about interviewee’s information? Working experience in hotel etc. 

2. Basic hotel information about rooms, employees, yearly customers etc. 

3. Do you use CRM system? What kind, buy from others? Or Customized CRM system?  

4. Why you choose CRM? (Main reason for choose CRM) What result you want achieve? 

Did you achieve it?  

5. What is your hotel service concept? How it affects the implementation CRM?  

6. Does your hotel structure and culture affect or support the system? 

7. Did you have any challenges or problems before using implementing?  

8. What problems or challenges did you meet during implementing CRM? (both problems 

inside hotel and with customer) Did they solve? How?  

9. Do you right now have problems with CRM? Does CRM cause problems to you?  

10. Did employees get trained about CRM? 

11. How do your employees enter the customer data in CRM system? 

12. How to add data into CRM system? What procedures? How long it takes (maybe show us 

the picture or the details of the software) 

13. Who collect information and update the database? (like which department)  

14. Did you use other resources to collect customer information or feedback? (like 

traveladviser) 

15. How does each department collaborate with each other when entering customer data? 

16. How the manager leading and motivating the hotel department working together? 

17. Is there anyone checking the customer data that entered to the system? 

18. How and how often does your hotel contact your target customers to update information? 

19. Do your managers motivate your employees or themselves to make more contact with 

customers? 

20. Which kind data you collect? Which kinds of customers you collecting data? (Current? 

Loyal? Prospective customer?) 

21. After data collection, do you have any specific department to take care of this information? 

22. After analyzing your data, which kind of customers do you think is hotel’s main target? 

And did you provide special offers or customized offers to them?  

23. In which way your hotel takes care of the main customers and creating the relationship? 

24. Can you see more opportunities with using CRM? How high is the probability to achieve 

these opportunities?  

25. How the CRM affect the decision making process? 

26. Did you use the customer information that CRM collect to create marketing strategy? Sale 

plans? And how? 
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27. Has it positive impact for you sales, revenues and market share after well using CRM? 

How?  

28. Do you use the customer information that collected to improve/innovate your services, 

offerings and products? How? 

29. Do those new services or improved services or new marketing activities attract the different 

customers? 

30. Does CRM increase the customer value? How?  

31. What is the most important effect on the hotel after using CRM? (inside hotel and customer 

relationship) 

32. Does CRM help you to identify the customer’s need in the service process? How? 

33. How long does it take to solve the customer’s problems? Does CRM reduce the problem 

solving process? 

34. Did CRM improve your internal communication? In which way? Can every department 

share their information or planning to others? 

35. Which method your internal communications use? (Telephone? Mail? Some program?)  

36. Does CRM create collaboration between each department in marketing or other activities? 

How they coordinate with each other? What else does CRM improve and help to your 

organization? 

37. What do you think need to change or improve to this system in the future? 

38. Introduce your organizational structure. 

39. The name of the database system you currently in hotel 

40. How you control the information quality? (Contact customer to get update information? Or) 

41. What’s the quality of the information in your system? (update often? Detailed information? 

Etc.)  

42. How do you category your customers?  

43. Who are your target customers? 

44. Do you have any agreement with corporate customers such as ABB? 

45. Do you use CRM make customer segmentation? Why do it? (This question may come with 

following questions, like what benefits you can gain from pyramid loyalty program.) 

46. Does CRM contributed to your customer retention rate? And also customer satisfaction rate?  

Unique Questions for Clarion Hotel 

47. Why you made bowling night, bear tasting such services?  

 

Unique Questions for Scandic Hotel  

48. When you renovate your hotel? Why? What have you done? What impact you get from 

renovating? 

49. How you create your restaurant menu? Tell us something about your restaurant 

 


