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Abstract: Customer Relationship Management (CRM) has a growing popularity and is becoming one of the hottest 

academic and practical topics in the business field. In fact, due to the competitive environment, CRM is crucial and has 

become a niche for firm performance. CRM can bring many benefits to the hotel business, though there are some 

associated challenges. Such challenges often bring a significant risk of failure, and these risks become more significant 

in budget hotels. However, there is limited research that reveals the relationship between CRM dimensions and hotel 

performance. Therefore this review study is an attempt to provide a literature review that explains the factors of CRM 

towards performance and the theoretical linkages existing between CRM dimensions and hotel performance. This study 

serves not only to clarify the relationship between CRM dimensions and hotel performance, but also to explain role of 

marketing capabilities in this relationship.  
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I. INTRODUCTION 

 

Undoubtedly, CRM has recently become among the very contentious issues and a focal point at the business field [1, 2, 

& 3]. It's worth mentioning that CRM is principally predicated on the fact setting a more sustainable relationship with 

customers is the cornerstone for obtaining loyal customers that are much more profitable than non -loyal ones [4]. In 

this regard, the effective implementation of CRM strategy is going to be of excellent advantage to the organizations, 

embracing it, as such organizations may reap the benefits of increasing earnings through improved market 

segmentation, customizing products and services, receiving higher quality products, gaining use of information and 

employee satisfaction, and most importantly, ensuring long-lasting customer-retention and loyalty [5, 6, 7, & 8]. 

Furthermore, we have to keep in mind the recent studies around the CRM selectively focus on several service 

industries, such as banking and hospitality [9, 10, & 11], healthcare [12, 14]. Consequently, there is still a noticeable 

absence of research about CRM from the hospitality industry [13, 15]. Therefore, it is not a surprise to locate Vogt's 

highlighting this concept. He says, even though there's ever-increasing usage of CRM in the tourism sector, there 

continue to be limited researches investigating its variety of software from such significant industry [16]. Additional 

several researches refer to the value of making studies on CRM measurements in the hotel sector [17, 5]. As a result of 

the, it's sensible to lead in conclusion it is not only almost no attention has been given into the CRM measurements 

within the hotel industry, but there is also plenty of opportunity for expanding the literature around CRM dimensions 

and hotel performance, both theoretically and empirically. 

 

II. LITERATURE REVIEW 

 

a. Customer Relationship Management (CRM)  

It is worth noting that the Concept of CRM may be defined in different ways. It means things To various people in [10]. 

For that reason, there's no single correct definition of CRM [13] But to improve the literature in CRM, This study will 

define it as a tactical approach that empowers Organizations to make utilize of internal resources (i.e. Technology, 

people, and process) To deal with the relationship with customers for all of their lives cycles, As a way to develop a 

competitive advantage and enhance an organization's performance. 

 

b. CRM and Hotel Industry  

Inspite of the undeniable fact CRM brings lasting advantages to organizations, as a complete, a few of them benefit 

benefits from implementing it over many others; CRM brings benefits to those organizations which generate a whole 

good deal of advice regarding customers [15]. Service organizations to get their inherent characteristics of the creation 

and ingestion are inseparable elements essential to create relationships with customers [16]. CRM will probably likely 

be ideally suitable for this hotel business if implementing this taking that hotels are given a whole good deal of data on 

customers. Such data might be converted to useful knowledge regarding these [18, 19 & 20]. Suffice it to state hotel 
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business, for example every business sector must become highly competitive in order to succeed in the company 

environment, so it's of crucial significance in order for this to encourage behavioral patterns of continuous re purchase 

also to maintain customers continue longer. Thus, it’s clear that such ambitious goals can only be done through 

implementing CRM, that will result in establishing profitable relationship between organizations and their customers 

[21, 22]. It goes without mentioning that customer- acquisition prices, rising customer expectations travellers, even 

more customers market and brand loyalty are factors, that advocate hotels to concentrate being a more strategy that is 

beneficial. Needless to say CRM is widely thought of one among the best tactics to facilitate growing and enlarging 

your customers' base which, in turn, can help in improving endurance and guest loyalty [23, 25]. 

 

c. Hotel performance  

CRM measurements evaluation has been evaluated in lots of ways, for example customer satisfaction [21, 24] promote 

efficacy and fiscal performance [20], customer performance and fiscal performance [6], and customer retention and 

earnings increase [25]. The employment of different measurements of performance is equally effective since indicated 

by previous studies [24]. For that reason, this study uses the Balance score card (BSC) measurements to value the effect 

of how CRM measurements on hotel performance. The current study utilizes a Balance scorecard (BSC) measurement 

to appraise hotel performance because financial amounts can't offer the complete comprehension of CRM impact and 

result and so the entire performance outlook ought to be employed at the test of CRM results [25]. Additionally, 

existing literature shows that the utilization of balanced score card (BSC) to rate the effect of CRM on firm 

performance is crucial as it's a beneficial tool to offer an in-depth comprehension of firm’s overall functionality 

performance [24]. 

 

d. Marketing -planning capabilities  

In actuality, literature about organizational capabilities has signaled a positive relationship between capabilities in 

general, and business performance [26]. For that reason, it's not accidental that [25] defines marketing planning 

capacities as the firm's capability to anticipate and react to the changes in the market environment for the purpose of 

directing its resources actions to focus on the alignment of the company with the environment and the achievement of 

organizational financial targets. Hence, [26] find out that marketing -going capacities have a favorable influence on the 

firm's performance. In this aspect, [26], [27] say that developing marketing-capabilities will result in better 

organizational performance. In the same way, Kumar et al., [25] conclude that both technical and architectural 

marketing capabilities are affected by organizations business plans. Most of all, these kinds of marketing abilities and 

their integration are important drivers of market efficacy. Therefore, customer-centric strategies help determine the 

marketing capacities of these organizations and contributes to improved organizational performance. In addition, 

Cambra [28] argue that marketing -planning capabilities allow organizations to embrace a market orientation or 

customer orientation approaches and take proper actions so. In this regard, Colomo et al. [27], admits that market 

orientation is still operating in association with marketing abilities to generate economic profitability, and could 

possibly be considered as a source of competitive edge. Furthermore, the collaboration between the organization's 

customer orientation and its marketing abilities is positively linked to its business performance, since it leads to the 

creation of casual ambiguity, which makes it hard for competitors to ascertain the business's competitive advantage 

[30]. Moreover, many studies also have found that marketing planning capacities have a favorable influence on 

organizational performance [26]. 

 

III. DISCUSSION 

 

At the business ecosystem, hotels not merely have to determine the criteria of its target guests but also aim to excel at 

these whether it really would be to outperform its competitors and retain the attention of its existing and potential 

guests. Considering the challenges of implementing CRM projects with limited resources of budget hotels it can urge 

that budget hotels rather than devoting their product and services should concentrate for cash for guest's satisfactions 

and retention. Though it needs to be considered that the people (organizational culture changes) and process (Business 

Proses engineering) section of CRM application can facilitate the processes and guest requests, which is one of those 

customer satisfaction criteria. 

 

IV. CONCLUSION AND RECOMMENDATION 

 

This study has provided a review to reveal the business relationship between CRM measurements, marketing capacities 

and hotel performance. It leads into your human body of comprehension, because it gives a framework that's utilized 

for describing these four dimensions’ effects to hotel performance. It's a recognized fact that the concept of customer 

relationship management has been verified, nor assessed to ascertain the effectiveness of this relationship between 

measurements of customer-relationship management and hotel industry performance. What's more, this study 

effectively expands the body of knowledge from explaining the theoretical chances of this role of marketing capacities 
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(preparation and execution) from the relationship between CRM measurements and hotel performance. It's well worth 

mentioning that paper may raise awareness among hotel managers to invest focus on CRM measurements, marketing 

capabilities, and also assist them in improving hotel performance and validity. The simple fact remains that study has 

its own limits.  
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