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CHAPTER 1 -ABSTRACT

INTRODUCTION

In the evolving landscape of the global hospitality industry, the significance of Customer Relationship Management (CRM) cannot be overstated.
CRM has emerged as a strategic tool in luxury hotels, aimed at enhancing guest experience through personalized services, improved operational
efficiency, and sustained customer loyalty. This study, titled "A Study of CRM Practice in Relation to Service Quality in Taj Hotel Delhi," explores
how CRM is being utilized at one of India’s premier hospitality establishments—Taj Hotel Delhi—to influence service quality, guest satisfaction, and
loyalty.

The research utilizes a mixed-methods approach, incorporating quantitative survey data from 106 hotel guests and qualitative insights from hotel staff
interviews. The survey measured key variables such as personalization, responsiveness, assurance, empathy, and guest loyalty intentions using the
SERVQUAL framework. Correlation and regression analyses were used to examine the relationships between CRM practices and service quality
metrics. Additionally, thematic analysis of interviews with front-office and service staff provided operational insights into CRM system adoption,
challenges, and implementation gaps.

The findings indicate a strong positive relationship between CRM-driven personalization and perceived service quality. Guests who received tailored
experiences reported significantly higher satisfaction and demonstrated strong revisit and referral intentions. However, the study also highlights gaps in
system usage across departments, insufficient training, and inconsistent promotion of loyalty programs like Taj InnerCircle. While technology adoption
is present, its full potential is not yet realized due to human and strategic limitations.

This research contributes both academically—by applying CRM and SERVQUAL frameworks in an Indian luxury context—and practically, by
recommending CRM optimization strategies for IHCL hotels. It concludes with actionable insights for enhancing CRM execution through better staff
training, cross-departmental coordination, and emotionally intelligent service delivery.

Background of the Study

The hospitality industry is a service-centric domain where guest satisfaction is pivotal for success. With the advent of digital transformation, Customer
Relationship Management (CRM) has gained prominence as an essential enabler of personalized service and brand loyalty. CRM systems help hotels to
gather, analyze, and act upon guest information—ranging from visit history and service preferences to feedback and loyalty membership status. The
luxury segment, in particular, relies heavily on personalization to deliver memorable guest experiences.

In India, brands like Taj Hotels, operated by Indian Hotels Company Limited (IHCL), have led CRM implementation across their properties. Taj
Hotel Delhi serves as a flagship property

where CRM tools are integrated with service workflows. However, despite the availability of advanced CRM systems, the success of these tools
depends significantly on employee engagement, interdepartmental collaboration, and consistent execution.

This study delves into how CRM practices are applied at Taj Hotel Delhi, and whether they genuinely translate into improved service quality as
perceived by guests.

Statement of the Problem

Despite considerable investments in CRM infrastructure, luxury hotels often fail to deliver consistent personalized service across all guest touchpoints.
The gap between CRM data availability and its operational execution results in missed opportunities for enhancing guest satisfaction. At Taj Hotel
Delhi, while digital systems track guest history and loyalty status, there may be variation in usage across departments, lack of refresher training, and
ineffective integration of CRM insights into service delivery.

This study seeks to uncover whether CRM practices at Taj Hotel Delhi are effectively contributing to enhanced service quality, and what barriers may
be limiting their full impact.
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Need for the Study

With increased competition and digitally savvy guests, luxury hotels must go beyond physical comfort and offer personalized, data-driven experiences.
In India, limited academic research exists on CRM’s operational impact in the hospitality sector, particularly in luxury hotels. This study fulfills the
need to:

e  Evaluate CRM’s effect on service quality using empirical guest data.

e  Understand staff engagement with CRM systems.

e  Offer practical recommendations to optimize CRM in luxury hospitality.
1.1 Obijectives of the Study Primary

Objective:
e To evaluate the role of CRM practices in influencing service quality and customer satisfaction at Taj Hotel Delhi.

Secondary Objectives:
1. To examine how CRM-driven personalization affects guest perception.
2. To assess guest satisfaction across service quality dimensions (SERVQUAL).
3. To analyze loyalty behavior in relation to CRM experience.

4.  To identify staff-related operational barriers in CRM implementation.
5. To propose CRM optimization strategies for improved service delivery.

Scope of the Study

The scope of the study is limited to Taj Hotel Delhi, which is part of IHCL’s luxury hotel portfolio. The focus is on front-office CRM practices, loyalty
program engagement, and guest- service interactions. The guest survey data reflects customer experiences between January and April 2025. The staff
interviews represent insights from operational employees involved in direct CRM usage.

1.2 Significance of the Study For
Academicians:

e  Adds to CRM and service quality literature in Indian hospitality.
e Demonstrates SERVQUAL model application in CRM evaluation. For Hospitality Managers:

e |dentifies CRM execution gaps and training needs.
e Provides real-world guest feedback and expectations. For IHCL and Taj Hotels:

e  Offers recommendations to maximize CRM investment.
e  Supports strategic decisions on loyalty program engagement and system refinement. For Future Researchers:

e  Provides a foundation for longitudinal or comparative studies across chains.

CHAPTER 2 - INTRODUCTION AND RESEARCH FRAMEWORK

- LITERATURE REVIEW

Customer Relationship Management (CRM) has evolved as a strategic tool across industries, and in the hospitality sector, it is particularly crucial due
to the service-intensive nature of hotel operations. In luxury hotels, where competition is intense and service differentiation is key, CRM helps enhance
personalized guest experiences, drive loyalty, and maximize customer lifetime value. This chapter critically reviews the theoretical and empirical
foundations related to CRM, service quality measurement (with a focus on the SERVQUAL model), customer satisfaction, loyalty programs, and
operational implementation challenges. It also identifies research gaps that justify this study’s scope and objectives.

Concept and Evolution of CRM

2.1.1 Defining CRM
CRM can be defined as a business strategy that integrates internal processes and external customer-facing functions to create and sustain long-term,
profitable customer relationships (Buttle, 2009). It combines people, processes, and technology to understand customers better and serve them more
effectively.
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In the hospitality context, CRM enables hotels to:
. Record guest preferences and previous visit history
. Customize services and amenities
. Manage feedback and complaints
e  Drive upselling and cross-selling
e  Support loyalty programs and offers

2.1.2 Strategic Importance in Hospitality
In luxury hotels, where guests expect not just comfort but recognition and exclusivity, CRM helps in transforming one-time guests into repeat loyalists.
By enabling personalized service— such as remembering preferred room temperature, favorite cuisines, or anniversaries—CRM becomes a central
pillar of service delivery excellence.

Models of Service Quality in Hospitality
2.1.3 The SERVQUAL Framework

One of the most widely adopted models for measuring service quality is the SERVQUAL model by Parasuraman, Zeithaml, and Berry (1985). This
model assesses perceived service quality through five dimensions:

Dimension Description

Tangibility Physical appearance, ambiance, cleanliness
Reliability Accuracy and dependability of service
Responsiveness Speed and willingness to help guests
Assurance Staff’s competence, courtesy, and confidence
Empathy Personalized attention and care

The SERVQUAL model is suitable for hospitality studies because it aligns well with what guests naturally expect from luxury service experiences. It
also allows for comparing expectation vs. perception, which is crucial when evaluating CRM effectiveness.

CRM and Personalization in Hospitality

2.1.4 Role of Personalization
CRM enables personalization by capturing guest data and applying it at multiple service touchpoints. Sigala (2005) found that hotels implementing
CRM-based personalization reported increased guest satisfaction and stronger emotional connection. Examples include:
e  Greeting returning guests by name
e  Customizing room or menu preferences
e  Sending tailored post-checkout offers
Such experiences turn services from transactional into relational.

2.1.5 Emotional Satisfaction
Studies (Kandampully et al., 2015) show that personalization leads to emotional satisfaction, which is a stronger predictor of loyalty than functional
satisfaction. In the luxury segment, emotional engagement is not a “bonus”—it is a basic guest expectation.

CRM and Guest Loyalty

2.1.6 Nature of Loyalty in Hotels
Guest loyalty is defined as the behavioral and attitudinal commitment to a hotel brand. CRM supports this by:
e  Tracking repeat visits
. Offering reward points and upgrades
. Sending pre-arrival or follow-up messages
. Managing surprise elements (e.g., gift cards, elite greetings)
A study by Chathoth and Olsen (2003) concluded that CRM use increases brand affinity, especially when supported by consistent service quality.

2.1.7 Taj InnerCircle — A Loyalty Example
The Taj InnerCircle is THCL’s loyalty program that allows guests to accumulate points, access exclusive benefits, and unlock status tiers. CRM systems
are responsible for tracking, updating, and alerting staff about guest tier and eligibility, yet many guests are unaware of or underutilize these features—
indicating a gap in CRM execution, not design.

Operational Implementation of CRM in Hotels

2.1.8 Technology vs. Human Execution
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Although most luxury hotels adopt modern CRM platforms like Oracle Hospitality, Salesforce, or in-house solutions, the real challenge lies in
operationalizing CRM across departments. A study by Rahimi & Gunlu (2016) emphasized that CRM success depends more on internal culture and
employee behavior than software capabilities.

2.1.9 Common Barriers in Execution

Barrier Impact

Lack of CRM training Inconsistent guest data usage
Departmental silos Fragmented experience across touchpoints
Resistance to change Low adoption rates

Over-automation Loss of emotional touch

2.1.10 Cross-Departmental CRM Use

CRM in hotels is most effective when it is used not only by front-desk staff, but also:
e By housekeeping (to prep rooms based on past preferences)
e By F&B teams (to personalize dining options)
e By concierge (to remember guest activities and assist accordingly)

Post-COVID Transformation of CRM
The COVID-19 pandemic forced hotels to digitize operations rapidly. CRM systems were restructured to:

e  Enable contactless check-ins

e Automate pre-arrival health communications

e  Gather feedback through app-based forms
According to HospitalityNet (2022), CRM after COVID must focus on both efficiency and emotional warmth—what the study calls “empathy-
driven automation.”

Empirical Studies on CRM in Indian Hospitality

e Gupta & Chaturvedi (2020): CRM adoption in Delhi-NCR luxury hotels resulted in better review scores and guest
retention.
e  Singh & Bansal (2021): CRM tools were underutilized in Indian hotels due to a lack of CRM champions and process
standardization.
e Rahimi & Kozak (2017): Found that Indian staff viewed CRM as a tech tool rather than a guest relationship strategy,
weakening its potential.
These findings reinforce the importance of staff training, cultural alignment, and leadership advocacy for CRM success.

Research Gap lIdentified

From this review, the following research gaps are evident:
1. Limited India-focused CRM studies in the context of luxury hotels using real guest data.

Most studies analyze CRM as a technology, not as an interpersonal service enhancer.

2
3. There is little research evaluating CRM using both guest and staff perspectives.
4.  Loyalty program execution effectiveness is rarely measured in operational terms. This study aims to address these gaps

by:

e Using mixed-method data from guests and staff
e Applying the SERVQUAL model to assess service quality
e  Evaluating CRM’s role in emotional and behavioral loyalty

Summary of Literature Reviewed

Theme Key Insight
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CRM as a Strategy

Combines data and emotional intelligence

SERVQUAL Framework

Useful for assessing perceived service quality

CRM & Personalization

Strong driver of satisfaction

Loyalty Program Integration

Often under-promoted

Operational CRM Challenges

Training and cultural adoption are key

Post-COVID CRM Transformation

Digital + Human balance essential

The insights from this chapter provide the theoretical and empirical foundation for the research framework developed in the next chapter.

CHAPTER 3 - RESEARCH FRAMEWORK & HYPOTHESES

Introduction

This chapter outlines the theoretical and conceptual foundation of the study by presenting a detailed research framework, which connects the literature
review (Chapter 2) with the data analysis (Chapter 5). The framework visually and logically links CRM practices, service personalization, perceived
service quality, guest satisfaction, and loyalty. Additionally, this chapter defines key variables, explains underlying logic, formulates hypotheses, and
discusses moderating factors such as staff training and cross-departmental CRM coordination.

3.1 Theoretical Basis for the Framework The conceptual

framework is rooted in:

e  The SERVQUAL model (Parasuraman et al., 1985), which measures perceived service quality across five dimensions.

e CRM theories that treat CRM not merely as a tool but as a strategic philosophy that enables long-term guest

relationships (Buttle, 2009; Rahimi & Kozak, 2017).
e  The concept of customer satisfaction and loyalty as outcomes of service personalization and quality (Kandampully et al., 2015).

This integrated approach is essential because CRM influences both operational processes and emotional perceptions, which are critical in

the luxury hospitality experience.

Conceptual Framework Model

3.1.1 Diagrammatic Representation

Conceptual Framework: CRM and Service Quality

Perceived Service Quality
CRM Practice [Service Personalization] , | (SERVQUA [Guest Satisfaction & Loyalty |

Moderators:

« Staff Training

» CRM Access

« Dept Coordination

CRM PRACTICES

(Guest profiles, loyalty data, personalization tools)

l

SERVICE PERSONALIZATION
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(Room preferences, messaging, amenities, greetings)
!
PERCEIVED SERVICE QUALITY (SERVQUAL)

(Tangibility, Reliability, Responsiveness, Assurance, Empathy)

GUEST SATISFACTION & LOYALTY

(Revisit intent, recommendation, InnerCircle use)

Moderating Variables:
\ Staff Training & Engagement

\ Departmental CRM Coordination
Explanation of Key Variables

3.1.2  Independent Variable: CRM Practices

CRM includes digital systems used to collect and manage guest data, such as past visits, preferences, loyalty status, and service
interactions. At Taj Hotel Delhi, these systems enable:

Tailored check-in experiences

Loyalty program benefit application
Automated messaging (birthday wishes, offers)
Centralized guest service tracking

CRM s the starting point of the service chain and is central to how guests perceive service quality.

3.1.3 Mediating Variable: Service Personalization

Personalization refers to customizing services based on individual preferences. CRM makes personalization possible by:

e Automatically suggesting guest preferences to staff
e  Enabling personalized menus, room settings, and greetings
e  Delivering unique value propositions to frequent or high-value guests

In this study, service personalization is the core operational bridge between CRM and perceived service quality.

3.1.4 Dependent Variables:
A. Perceived Service Quality

Measured using the SERVQUAL framework’s five dimensions:
e  Tangibility (ambience, visuals, digital touchpoints)
e  Reliability (accuracy of CRM-based service)
e Responsiveness (speed of service delivery)
e  Assurance (staff knowledge of CRM tools)
e Empathy (sensitivity to guest needs)
B. Guest Satisfaction & Loyalty

Satisfaction is measured through responses related to:
e  Feeling valued
e Overall happiness with the stay
e  Loyalty is reflected in:
o Willingness to return
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o  Likelihood of recommendation
o  Engagement with Taj InnerCircle

3.1.5 Moderating Variables
Staff training and interdepartmental coordination affect how effectively CRM is implemented. Even the best technology fails without:

e  Consistent staff engagement
e  Cross-department data sharing
e  Clear understanding of guest-centric CRM

These moderators are not directly measured but are explored through staff interviews.
Research Questions

The research seeks to answer the following:
1. How are CRM practices used to personalize guest experiences at Taj Hotel Delhi?

2. What is the impact of CRM-driven personalization on perceived service quality?
3. How does service quality influence guest satisfaction and loyalty?

4. What challenges do hotel staff face in implementing CRM consistently?

5. What role does staff training and system integration play in CRM effectiveness?

Hypotheses Formulated

Based on literature and the proposed framework, the following testable hypotheses are developed:

Code | Hypothesis
There is a significant positive relationship between CRM practices and service personalization.

H1

H2 Service personalization has a positive effect on perceived service quality.

H3 Higher perceived service quality leads to greater guest satisfaction.
Guest satisfaction positively influences loyalty behavior (revisit, recommend, join loyalty programs).

H4

Staff training and departmental CRM access moderate the effectiveness of CRM implementation.

H5
These hypotheses will be tested using both quantitative (survey) and qualitative (interviews) data.

Justification for the Framework

3.1.6 Why CRM?

CRM is the central tool through which hotels gather and use guest data. It is not merely a tech system—it represents how hotels
understand, predict, and fulfill guest expectations.

3.1.7 Why SERVQUAL?

The SERVQUAL model is widely validated in service sectors. It allows measurement of quality in a guest-centric manner and connects
service features (reliability, empathy, etc.) with satisfaction outcomes.

3.1.8 Why a Mediating Framework?

The step-by-step flow—from CRM to personalization to service quality to loyalty—mirrors real hotel operations and is supported by
literature (Sigala, 2005; Rahimi & Kozak, 2017).

3.1.9 Why Moderators?

Staff training and system access are contextual real-world barriers. Hotels often have the tools but not the execution culture. Thus,
moderators are essential to studying variability in CRM impact.
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Operationalization of the Framework

Variable Type Measurement Tool Example ltems
“The hotel used my previous data”
CRM Practices Independent Guest Survey
Personalization Mediator Guest Survey “I received customized service”
SERVQUAL Scale (5-point Likert)
Service Quality Dependent “Staff was responsive”
Satisfaction Dependent Guest Survey “I felt valued”
Loyalty Dependent Guest Survey “I plan to return”
“Have you received CRM
Moderators Qualitative Staff Interviews training?”
Summary

This chapter established a logically structured framework connecting CRM practices to service quality, guest satisfaction, and loyalty outcomes. It
includes clearly defined variables, testable hypotheses, and operational strategies for measurement. The next chapter will explain the research

methodology adopted to validate this framework using both quantitative and qualitative tools.

CHAPTER 4 - RESEARCH METHODOLOGY

Introduction

This chapter outlines the design, strategy, tools, and techniques used to carry out the study. It provides a systematic plan to test the hypotheses
established in Chapter 3 and gather valid, reliable, and actionable data. The study utilizes a mixed-methods approach, combining quantitative data from
guest surveys and qualitative insights from hotel staff interviews, offering a comprehensive understanding of how CRM practices influence service
quality in a luxury hospitality context.

Research Philosophy

The research follows a pragmatic philosophy, which supports both positivist (quantitative) and interpretivist (qualitative) elements. This is

suitable because:

e  Quantitative survey data provides measurable guest responses on CRM, service quality, satisfaction, and loyalty.

e Qualitative interviews offer context, explanation, and real-life barriers or practices that cannot be captured through numbers

alone.

Pragmatism allows for “what works” — a real-world application of theory to practice.

Research Approach

This study adopts a deductive approach, where theory precedes data collection:
e  Theories of CRM, SERVQUAL, and guest satisfaction were reviewed.
e  Hypotheses were formulated.
e  Data was collected and analyzed to validate or reject these hypotheses.

Deduction is appropriate as the research aims to test known theories in a new context (i.e., Indian luxury hospitality).
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Research Design

The study uses a mixed-method research design:

Method Type Tool Purpose
Descriptive & | Google Forms (106 | To evaluate perceptions of CRM, service quality,
Quantitative Analytical guests) and loyalty

Semi-structured interviews (10 |To identify CRM execution gaps, challenges, and
Qualitative Exploratory staff) training needs

This design ensures data triangulation, enhancing the credibility and robustness of findings.
Population and Sampling

4.1.1 Target Population
e  Guests: Individuals who stayed at Taj Hotel Delhi between January—April 2025.
e  Employees: Front-desk staff, guest experience managers, CRM handlers.

4.1.2 Sample Size
e 106 guest responses (from approximately 200 shared forms).
e 10 staff interviews (selected based on CRM system usage).

4.1.3 Sampling Technique
e  Guests: Stratified random sampling, ensuring diversity in age, gender, and visit purpose.
e Employees: Purposive sampling, selecting those directly using CRM systems.

4.1.4 Sample Profile (Guest Side)

Criteria Distribution

Gender Male — 61.3%, Female — 38.7%

Age Group Under 25 — 21.7%, 25-40 — 42.5%, 41-60 — 30.2%, 60+ — 5.6%
Purpose of Visit Leisure — 42.5%, Business — 15.1%, Other — 42.4%

Data Collection Methods
4.1.5 Guest Survey (Quantitative Tool)

e  Distributed using Google Forms.
e  Structured into four sections:
1. Demographics
2. CRM Experience (awareness, personalization, loyalty)
3. SERVQUAL-based quality ratings
4.  Satisfaction and revisit intentions
e  5-point Likert Scale used (1 = Strongly Disagree, 5 = Strongly Agree) Sample Questions:

e  “The hotel used my previous stay data to personalize my experience.”
e “Staff responded promptly and professionally to my needs.”
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e  “Iwould recommend Taj Hotel to others.”

4.1.6 Staff Interviews (Qualitative Tool)

e  Conducted in-person and via phone (as per staff availability).
e  Questions revolved around:

[¢]
[¢]
[¢]
[¢]

Questions:

e “How regularly do you update guest profiles using CRM tools?”
e  “What difficulties do you face in implementing CRM insights during service?” Responses were recorded,

CRM system usage

Departmental coordination

Training frequency

Suggestions for improvement Sample

transcribed, and analyzed using thematic analysis.

Fieldwork Plan

Pilot testing was done with 10 guest respondents to ensure question clarity and scale consistency.

Tools for Data Analysis

Phase Activity Timeline

Phase 1 | Survey Design & Pilot Testing Jan 1 - Jan 15, 2025
Phase 2 [ Data Collection (Guests) Feb 1 — Feb 25, 2025
Phase Activity Timeline

Phase 3 | Staff Interviews Mar 5 — Mar 10, 2025
Phase 4 | Data Cleaning & Coding Mar 15 — Mar 20, 2025
Phase 5 [ Analysis & Interpretation Apr 1 — Apr 10, 2025

Data Type Tool Techniques Used
Descriptive statistics, Pearson Linear
Quantitative SPSS v26 regression
Quantitative MS Excel Charts, cross-tabulation
Qualitative Manual Coding Thematic mapping, keyword grouping
Canva, Google
Support Tools Forms Diagram drawing, form design

Validity, Reliability, and Ethical Considerations

417 Validity

e  Survey questions based on established SERVQUAL model.
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e  Pilot testing ensured construct validity.

4.1.8 Reliability
e  Cronbach’s Alpha checked for internal consistency (>0.70).
e  Likert scale items standardized across constructs.

4.1.9 Ethical Standards

Informed consent obtained from all participants.

Data kept confidential and anonymized.

No sensitive information was collected.

Study approved by faculty guide as per university guidelines.

Limitations of the Methodology

1.  Self-reporting bias in survey responses (over/under-stating experiences).
2. Sample limited to one property (Taj Hotel Delhi), reducing generalizability.
3. Non-response bias from guests who ignored the survey.
4. Time constraints restricted number of staff interviews.
Summary

This chapter detailed the methodology for testing how CRM impacts service quality, satisfaction, and loyalty. Using a mixed-methods approach, the
study balances measurable guest data with human-centered operational insights from employees. The next chapter presents the analysis of this
data and interpretation of findings.

CHAPTER5-DATAANALYSIS & INTERPRETATION

Introduction
This chapter presents the quantitative and qualitative analysis of data collected through guest surveys and staff interviews at Taj Hotel Delhi. The
analysis is structured to answer the research questions and test the hypotheses developed earlier. The data is interpreted using descriptive statistics,

correlation, regression, and thematic analysis, providing insights into how CRM practices affect service quality, satisfaction, and loyalty.

Demographic Profile of Respondents (n = 106)

Demographic Variable Category % of Respondents
Gender Male 61.3%
Female 38.7%
Age Below 25 21.7%
25-40 42.5%
41-60 30.2%
60+ 5.6%
Visit Purpose Leisure 42.5%
Business 15.1%
Other (Events, Family) 42.4%

Interpretation: Most guests were aged 25-40 and visited for leisure or personal reasons. This demographic values personalized service, making them
ideal subjects for CRM impact analysis.

CRM Awareness and Engagement

CRM Element Yes (%) No (%)

Aware of Taj InnerCircle 68% 32%
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Received loyalty benefits 51% 49%
Hotel remembered past preferences 73% 27%
Received personalized communication 57% 43%

Interpretation:

e While CRM systems are in place, less than 60% of guests experienced personalization.
e  Loyalty program execution shows room for operational improvement.

Perceived Service Quality — SERVQUAL Dimensions

Guests rated service quality across 5 dimensions on a 5-point Likert scale.

SERVQUAL Dimension Mean Score (1-5)
Tangibility 44
Reliability 42
Responsiveness 41
Assurance 4.0
Empathy 3.7

Interpretation:
e  Tangibility (cleanliness, appearance, digital ease) scored highest.
e  Empathy, which reflects personal care, scored the lowest, indicating gaps in staff emotional engagement despite CRM
tools.

Guest Satisfaction and Loyalty Ratings

Statement Mean Score (1-5)
Felt valued as a guest 41
Likely to recommend Taj Hotel 43
Likely to revisit due to CRM personalization 40

Interpretation:
e  Satisfaction and loyalty intentions are generally strong, especially when personalization is evident.
5.2 Hypothesis Testing — Correlation Analysis Pearson’s

Correlation Coefficients

Variables Correlated Correlation Coefficient (r) Significance

CRM « Personalization 0.72 Strong
Personalization < Service Quality 0.68 Strong

Service Quality < Satisfaction 0.66 Moderate to strong
Satisfaction < Loyalty 0.61 Moderate

Interpretation:
e All correlations are statistically significant and positive, supporting Hypotheses H1 to H4.



International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025), Page — 5120-5138 5132

Regression Analysis
A multiple linear regression was conducted to determine how well CRM personalization and satisfaction predict guest loyalty.
Model Summary:

e R2=052
e  Adjusted Rz = 0.50

Coefficients:
Predictor B (Beta Coefficient) p-value
CRM Personalization 0.61 <001
Guest Satisfaction 043 <001

Interpretation:
e CRM personalization is the stronger predictor of loyalty.
e The model explains 52% of the variation in guest loyalty intentions.
e  This supports H4, confirming that CRM-driven satisfaction directly impacts repeat behavior.

Thematic Analysis — Staff Interviews (n = 10) Responses were grouped into key themes:

Theme Staff Feedback Examples Frequency

CRM Underuse “Only front desk uses it properly.” 7/10

Training Gaps “No refresher CRM training since induction.” 6/10

Inconsistent Updates “Guest data is outdated or manually noted.” 5/10

Positive CRM | “Repeat guests appreciate when we remember their preferences.”

Outcomes 8/10

Loyalty Program

Misuse “Guests are often unaware of their loyalty benefits.” 6/10
Interpretation:

e  Staff see value in CRM, but lack of training and departmental integration hinders effectiveness.
e This supports H5: the role of moderators (training, system access) in CRM success.

Summary of Hypothesis Testing

Hypothesis Statement Status

H1 CRM positively influences personalization Supported

H2 Personalization improves service quality Supported

H3 Service quality impacts satisfaction Supported

H4 Satisfaction leads to loyalty Supported

H5 Staff engagement moderates CRM impact Supported via interviews

Key Insights and Patterns

o CRM effectiveness is uneven — personalization exists, but it's not system-wide.

e  Guests associate tangibility and responsiveness with higher satisfaction, but emotional care (empathy) needs enhancement.
e  |oyalty communication is weak, reducing program engagement despite awareness.

e Regression model confirms CRM personalization has a direct influence on loyalty behavior.

5.3  Visual Summary (Suggested Charts) To be inserted

in your document:
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1. Pie Chart — Gender and Age Group Distribution

2. Bar Chart — CRM Experience vs. Loyalty Intent

3. Radar Chart — SERVQUAL Dimensions

4.  Scatter Plot — Personalization vs. Satisfaction (with regression line)
Conclusion

The findings from this chapter confirm that CRM practices at Taj Hotel Delhi, when properly implemented, significantly enhance service
quality and guest satisfaction, leading to increased loyalty. However, execution inconsistencies in staff behavior, system training, and
interdepartmental CRM usage dilute its overall impact. These findings form the basis for practical and academic recommendations in the
following chapter.

CHAPTER 6 — FINDINGS AND DISCUSSION

This chapter links the results of the data analysis to the research objectives, hypotheses, and existing literature reviewed earlier. It reflects on the
practical, operational, and academic meaning of the findings.

Introduction
This chapter synthesizes the quantitative and qualitative findings from Chapter 5 to provide a holistic understanding of the impact of CRM practices on
service quality, guest satisfaction, and loyalty at Taj Hotel Delhi. Each finding is discussed in relation to the original research objectives and

hypotheses, and is aligned with existing studies and frameworks such as SERVQUAL and CRM theory.

Summary of Key Findings Aligned with Objectives

Objective Key Finding Implication
To evaluate CRM’s role in 73% of guests experienced past preference CRM enables personalization but isn't used
personalization recall consistently

Physical service delivery is strong;

To . measure service | Tangibility rated highest (4.4), empathy emotional engagement lags

quality lowest (3.7)

To analyze satisfaction & loyalty | Satisfaction (4.1), revisit intent (4.0), CRM impacts both satisfaction and loyalty
recommendation (4.3)

To identify staff-side 60% of staff cited training issues; CRM CRM adoption is uneven and fragmented

CRM challenges underused beyond front desk

To test CRM’s  |CRM + satisfaction explained 52% of loyalty CRM is a direct driver of loyalty

predictive strength intent behavior

Discussion of Major Findings

6.1.1 CRM Personalization Enhances Service Quality
The results demonstrate a strong correlation between CRM usage and service personalization. When guests experienced tailored services—such
as preferred room settings, birthday

greetings, or personalized welcome messages—they rated overall service quality significantly higher.

This supports Hypothesis H1 and aligns with Sigala (2005) and Buttle (2009), who argued that CRM's primary strength lies in enabling businesses to
deliver customized experiences.

Insight: Taj Hotel Delhi can enhance service quality further by extending personalization beyond check-in, into F&B, housekeeping, and concierge
services.

6.1.2 Service Quality Leads to Guest Satisfaction and Loyalty
Guests who perceived the service as reliable, responsive, and tangible also reported higher satisfaction. These emotional experiences translated into
loyalty behaviors, such as the intent to return and to recommend the hotel.
This supports Hypotheses H2, H3, and H4, and is consistent with Kandampully et al. (2015), who stated that emotional satisfaction is a precursor to
loyalty in luxury services.
Gap Noted: The lowest SERVQUAL score was for empathy (3.7)—a crucial area where CRM implementation fails to deliver emotional engagement.

6.1.3 CRM Execution is Uneven Across Departments
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Staff interviews revealed that CRM tools are mostly used by front-desk teams, with minimal adoption in other departments. Most employees lack
refresher training and are unaware of CRM usage outside their roles.

This supports Hypothesis H5 and reflects CRM adoption challenges found in Rahimi & Gunlu (2016), who emphasized the role of organizational
culture and cross-functional training in CRM success.

Practical Gap: Without cross-departmental access and accountability, CRM data remains siloed and underutilized.

6.1.4 Loyalty Program Awareness # Engagement
Although 68% of guests were aware of the Taj InnerCircle program, only 51% reported using its benefits. Many guests were not reminded or
encouraged to engage with loyalty features during their stay.
This indicates a missed opportunity to convert satisfaction into measurable loyalty, particularly when CRM is not proactively used to promote these
benefits.

Link to Literature: This echoes Gupta & Chaturvedi (2020), who found that CRM systems in Indian hotels often lack integration with loyalty
marketing.

Implications of the Study

6.1.5 Academic Implications

e This study validates the use of the SERVQUAL model in CRM performance measurement within the Indian
luxury hospitality context.

e |t shows that CRM functions not only as a system but as a strategic enabler of service excellence.
e  The mixed-methods design (survey + interviews) contributes to CRM methodology development in hospitality research.

6.1.6 Managerial Implications
e CRM practices must be standardized across departments—not limited to the front office.
e  Employee training should focus on how to interpret CRM data into actionable personalization.
e CRM usage metrics should be tied to staff performance evaluations to incentivize adoption.

6.1.7 Operational Implications
e CRM dashboards should be made mobile-accessible for use by F&B, housekeeping, and concierge teams.
e  Loyalty program benefits should be clearly explained at check-in and reinforced at check-out.
e Automation should be balanced with human warmth—such as handwritten notes or verbal greetings.

Linking Findings with Literature

Theme Study Link
CRM — Personalization — Quality Sigala (2005); Rahimi & Kozak (2017)
Confirmed
Quality — Satisfaction — Loyalty
Kandampully et al. (2015) Confirmed
CRM requires staff buy-in Rahimi & Gunlu (2016) Confirmed
Theme Study Link
Loyalty programs are
underutilized Gupta & Chaturvedi (2020) Confirmed
SERVQUAL is valid in Supported by empirical
hospitality Parasuraman et al. (1985) guest data
Reflection on Hypothesis Testing
Hypothesis Result Comment
H1 Supported CRM improves personalization significantly
H2 Supported Personalized services increase perceived quality
H3 Supported Higher service quality improves satisfaction
H4 Supported Satisfaction drives revisit and referral behavior
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||H5 "Supported " Staff training and access are key moderators "

All five hypotheses were validated through statistical and thematic evidence.

Summary

The study confirms that CRM is a powerful strategic tool in luxury hospitality—but its full impact is realized only when it is consistently used across
departments, supported by trained staff, and integrated with loyalty strategy. While Taj Hotel Delhi has foundational CRM systems in place, the

execution needs refinement to unlock its full value in service personalization and guest loyalty.

CHAPTER 7 - LIMITATIONS OF THE STUDY

Introduction

While this research has produced valuable insights into the role of CRM practices in enhancing service quality at Taj Hotel Delhi, every study has its
limitations. Acknowledging these helps contextualize the results, ensures academic honesty, and guides future researchers in addressing unresolved
issues or methodological gaps.

Scope Limitations

7.1.1 Single-Location Focus
This study was confined to Taj Hotel Delhi, which may limit generalizability. Other Taj properties (e.g., Mumbai, Hyderabad, or Goa) may operate
under different cultural, demographic, or technological conditions.
Limitation: Findings cannot be universally applied across IHCL properties or other luxury brands without comparative studies.

7.1.2 Departmental Focus Bias
Although the survey captured guest experiences across the entire hotel, the staff interviews were mostly limited to front-desk and CRM-related roles.
Thus, the voice of other departments like housekeeping, F&B, or spa services may be underrepresented.

Methodological Limitations

7.1.3 Self-Reported Data

Guest feedback was based on self-perception and memory, which introduces possible:
e Recall bias (forgetting details)
e  Social desirability bias (overstating satisfaction)
e  Survey fatigue (rushed responses)

Implication: Some ratings may not fully reflect real-time behavior or satisfaction.
7.1.4 Sample Representativeness

While 106 guest responses were collected, they came from:

e Voluntary online submissions
e Post-stay guests (potentially those with strong positive or negative opinions) Limitation: Neutral or less

expressive guests may be missing from the dataset.

Analytical and Statistical Constraints

7.1.5 Correlation vs. Causation
This study primarily used correlation and regression analysis, which identify relationships but do not prove causality.
For instance:

e Astrong correlation between CRM and loyalty does not confirm that CRM alone caused loyalty—it could be influenced by
brand reputation, price, or other emotional factors.
7.1.6 Time-Bound Analysis
Data was collected between January and April 2025—a relatively short span. Service quality perceptions can shift over seasons, events (e.g.,
weddings, festivals), or economic trends.
Recommendation: Future studies could use a longitudinal design to track CRM impact over a year.
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Post-COVID Contextual Limitations

As the industry continues to adapt post-COVID-19, several temporary policies and digital tools (contactless check-in, health forms, limited amenities)
may have affected:

e How guests perceive service quality
e The degree to which CRM tools were used
e  Staffing levels and workload
Note: These conditions may not reflect “normal” CRM operations in long-term scenarios.

Operational Transparency Limitations

e Due to confidentiality policies, researchers were not allowed access to CRM system logs, training records, or
performance data of staff.
e  Staff interviews relied on personal feedback, which may contain subjectivity or hesitation to criticize internal
processes.
Future Scope: Partnering directly with IHCL for more transparent data access could improve reliability.

Researcher Bias Minimization

While every effort was made to remain neutral, interpretation of:
e  Thematic insights from interviews
e Survey design choices
e  Questionnaire language
...may contain inadvertent researcher bias, especially in coding qualitative themes or designing Likert-scale items.

Summary
Type of Limitation Key Issue
Scope Single property (Taj Delhi)
Methodology Self-reporting, sample imbalance
Analysis No causality confirmation
Timing Short data collection window
Context COVID impact on staff and service
Access Limited back-end CRM/system visibility

Despite these limitations, the study still provides strong, data-supported insights into CRM effectiveness in a luxury hotel environment. The next and
final analytical chapter will offer practical conclusions and strategic recommendations.

CHAPTER 8 — CONCLUSIONS AND RECOMMENDATIONS

Introduction

This chapter summarizes the major findings of the study and presents concrete recommendations for improving CRM practices at Taj Hotel Delhi. It
addresses both theoretical conclusions and practical applications, providing value for hotel management, academics, and future researchers. The
recommendations are drawn from the data interpretation, literature review, and CRM service delivery gaps identified in previous chapters.

Summary of the Study
The study investigated how Customer Relationship Management (CRM) impacts service quality, guest satisfaction, and loyalty at Taj Hotel Delhi.
Through a mixed-methods approach, it combined:

. Quantitative data from 106 guests

. Qualitative interviews with 10 operational staff

e Analysis using SERVQUAL framework, correlation, regression, and thematic coding

Major Conclusions

8.1.1 CRM Significantly Enhances Service Personalization
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CRM tools are successful in helping staff remember guest preferences, deliver custom greetings, and tailor service touchpoints. This finding strongly
supports Hypothesis H1 and confirms CRM as a value-creation mechanism in hospitality.
Conclusion: CRM, when used properly, elevates the guest experience through relevant, timely, and personalized services.

8.1.2 Perceived Service Quality is Strong — But Not Balanced
Guests rated tangibility and reliability highly, but empathy—the emotional engagement dimension—scored the lowest. This implies that CRM data is
used for automation but not yet fully for human connection.
Conclusion: Physical comfort is prioritized, but emotional warmth and attention need improvement to truly differentiate luxury service.

8.1.3 Satisfaction Directly Leads to Loyalty
Astrong link was observed between satisfaction and behavioral loyalty: guests who felt valued were more likely to return and recommend the hotel.
Conclusion: CRM-enhanced satisfaction builds long-term brand relationships.

8.1.4 Staff Usage of CRM is Inconsistent
CRM tools are mostly used at the front desk. Other departments, such as F&B and housekeeping, often lack access or training,
resulting in fragmented guest experiences.
Conclusion: CRM implementation is incomplete without cross-departmental integration and employee engagement.

8.1.5 Loyalty Programs are Underutilized
While 68% of guests knew about Taj InnerCircle, only half received or remembered benefits. Staff often failed to explain rewards or apply them
consistently.
Conclusion: CRM and loyalty programs are not being used as a unified retention strategy.

Recommendations

8.1.6 Strategic Recommendations for Taj Hotel Management

Area Action

CRM Standardization Develop and enforce CRM usage guidelines across all departments
Launch quarterly CRM refresher workshops, especially for new employees

Staff Training

Train staff to pitch Taj InnerCircle benefits proactively at check- infout
Loyalty Promotion

CRM Dashboard Provide real-time access to CRM insights for F&B, Housekeeping, and Spa
Access
Digital Touchpoints Add personalization to the hotel app, such as smart concierge alerts

8.1.7 Operational Enhancements
e  Use automated guest profiles to push service alerts (e.g., birthday notifications) to all team leads
e Introduce guest feedback loops where service experiences are stored and updated after every stay
e (Create a "CRM Ambassador Role" in each department responsible for keeping guest preferences updated
e  Integrate CRM data with loyalty tier mapping, enabling staff to view benefits at each interaction point

8.1.8 Human Touch + Digital Balance
While automation (e.g., emails, check-in reminders) is essential, luxury guests also expect empathy and warmth.
Recommendation: Blend data with emotion—combine CRM alerts with personal gestures (e.g., handwritten notes, surprise amenities).

Academic and Research Contributions

Validated SERVQUAL as a framework for CRM assessment in Indian luxury hotels
Offered a data-driven link between CRM, service quality, and loyalty
Demonstrated that staff engagement is a missing variable in CRM success models
Proposed an integrated view of personalization, satisfaction, and loyalty behavior

Implications for Future Research

e  Expand the scope to multiple hotels and cities for comparative insights
e Include longitudinal guest tracking to measure CRM effectiveness over time
e Incorporate CRM log data, performance dashboards, and deeper technical audit
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Explore CRM’s influence on post-COVID guest expectations in wellness and safety

Final Reflection

CRM is not just a system—it is a culture of recognizing, remembering, and responding to guests with empathy and intelligence. Taj Hotel Delhi has
laid the foundation for CRM-based service excellence, but it must now scale the impact across all touchpoints and departments. If properly
implemented, CRM can become a sustainable competitive advantage in the luxury hospitality sector.
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