
I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology 

                        International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 6, Issue 2, June 2026 

Copyright to IJARSCT DOI: 10.48175/568   1107 

www.ijarsct.co.in  

 
 
 

ISSN: 2581-9429 Impact Factor: 8.2 

Review of Customer Relationship Management on 

Customer Loyalty and Retention in Hotels of 

Tripura 
Sudip Deb1 and Dr. Sapna Rathore2 

1Research Scholar, Department of Management  
2Professor, Department of Management 

Vikrant University, Gwalior M.P 

 

Abstract: Customer Relationship Management has become an important strategic approach in the 

hospitality industry because hotels operate in a highly service-oriented and competitive environment 

where customer satisfaction, loyalty, and repeat visits strongly influence long-term performance. In the 

context of Tripura, the hotel industry has considerable potential due to the state’s natural attractions, 

cultural heritage, religious destinations, and growing tourism activities. Effective CRM enables hotels 

to understand customer expectations, maintain personalized communication, respond to complaints, 

provide customized services, and develop long-term relationships with guests. This review paper 

examines the relationship between CRM practices, customer loyalty, and customer retention in hotels 

of Tripura.  
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I. INTRODUCTION 

The hospitality industry is characterized by intense competition, rapidly changing customer expectations, and the 

increasing importance of service experiences. Unlike many tangible products, hotel services are highly dependent on 

interaction between customers and service employees. Consequently, establishing and maintaining strong relationships 

with guests is essential for achieving customer satisfaction and developing long-term loyalty.  

Customer Relationship Management provides hotels with a systematic approach for collecting, organizing, analyzing, 

and using customer information to improve service delivery and maintain continuous relationships. CRM is not limited 

to the use of technological systems; it also incorporates customer-oriented organizational culture, communication, 

service personalization, complaint management, employee involvement, and relationship-building activities. In the 

hotel sector, CRM can help organizations understand guest preferences regarding rooms, food, facilities, 

communication channels, special occasions, and previous service experiences. Such information can be used to provide 

personalized services and create positive experiences that encourage customers to return.  

Customer loyalty generally reflects a customer's willingness to continue purchasing services from a particular hotel, 

while customer retention refers to the organization's ability to maintain customers over a period of time. These 

outcomes are particularly important because retaining existing customers can support stable revenue, positive 

recommendations, and stronger market relationships. 

 In Tripura, the application of CRM has relevance because the state's hospitality sector operates within a tourism 

environment influenced by domestic tourists, business visitors, pilgrims, government-related travelers, and visitors 

attracted by the state's natural and cultural resources. Hotels therefore need to address diverse customer requirements 

while maintaining consistent service standards. A review of CRM in Tripura's hotels can provide an understanding of 

how relationship-oriented practices contribute to loyalty and retention and can also identify areas requiring managerial 

attention. 
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CONCEPT OF CUSTOMER RELATIONSHIP MANAGEMENT IN HOTELS 

Customer Relationship Management can be understood as an integrated managerial approach through which an 

organization develops, maintains, and strengthens relationships with its customers. In hotels, CRM involves identifying 

customer requirements, maintaining guest information, communicating effectively, providing personalized services, 

resolving complaints, collecting feedback, and developing mechanisms that encourage customers to maintain their 

relationship with the hotel.  

CRM can involve traditional activities such as direct communication and personal recognition as well as technology-

based practices such as online booking systems, customer databases, email communication, mobile applications, social-

media interaction, and automated feedback systems. The effectiveness of CRM depends on the extent to which hotels 

can convert customer information into meaningful service improvements. For example, information about a guest's 

previous room preference or food preference can help employees provide a more personalized experience during 

subsequent visits. Similarly, systematic recording of complaints can help management identify recurring service 

problems. 

 Thus, CRM connects customer information with organizational decision-making. In the hospitality context, CRM is 

also closely connected with employee behavior because customers often evaluate a hotel through direct interactions 

with receptionists, housekeeping staff, restaurant employees, managers, and other service personnel. A technologically 

advanced CRM system may not generate customer loyalty if employees fail to provide courteous, responsive, and 

reliable service. Therefore, successful CRM requires coordination between technology, employees, organizational 

processes, and customer-oriented policies. 

 

CRM AND CUSTOMER SATISFACTION 

Customer satisfaction is an important mechanism through which CRM can influence loyalty and retention. Customers 

generally develop satisfaction when the service received meets or exceeds their expectations. CRM allows hotels to 

understand customer needs more systematically and consequently design services according to specific customer 

expectations. Personalized greetings, flexible service, prompt responses to requests, effective complaint resolution, 

recognition of returning guests, and relevant promotional offers can enhance the customer's perception of value.  

When customers believe that a hotel understands and responds to their individual requirements, they may develop 

greater trust in the organization. Satisfaction can also be strengthened when hotels use feedback to correct service 

deficiencies. For example, repeated complaints about room cleanliness, delayed check-in, restaurant service, or internet 

connectivity can be analyzed through CRM systems and addressed through managerial interventions. In this way, CRM 

transforms customer feedback from an isolated complaint into useful information for continuous service improvement.  

For hotels in Tripura, this aspect is particularly significant because customer experiences may influence online reviews 

and recommendations to other travelers. A satisfied guest can contribute to positive word-of-mouth, while unresolved 

dissatisfaction can discourage repeat visits and influence prospective customers. Therefore, CRM should be considered 

not merely as a customer database system but as a continuous process of understanding expectations, delivering value, 

evaluating experiences, and improving services. 

 

CRM AND CUSTOMER LOYALTY 

Customer loyalty represents an important outcome of successful relationship management. A loyal hotel customer may 

demonstrate repeated purchasing behavior, preference for a particular hotel, willingness to recommend the hotel, and 

reduced tendency to switch to competitors. CRM can contribute to loyalty by developing emotional and functional 

connections between customers and hotels. Functional loyalty may arise from consistent service quality, convenient 

booking, reasonable value, loyalty benefits, and efficient complaint handling. Emotional loyalty can develop when 

guests feel recognized, respected, and personally valued. Personalized services are particularly important in this regard.  

A returning guest who is recognized by name, provided with preferred services, or offered relevant benefits may 

perceive a stronger relationship with the hotel than a customer receiving completely standardized treatment. Loyalty 
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programmes can further strengthen relationships by offering rewards, discounts, upgrades, special packages, or 

personalized benefits. However, loyalty programmes alone may not be sufficient to create genuine loyalty when basic 

service quality is poor. Hotels therefore need to integrate rewards with reliable service delivery and meaningful 

customer engagement. Digital communication also provides opportunities for maintaining relationships between visits. 

Hotels can use appropriate communication to share relevant offers, acknowledge special occasions, request feedback, 

and provide information about services. When such communication is relevant rather than excessive, it can help 

maintain customer relationships beyond the physical hotel stay. 

 

CRM AND CUSTOMER RETENTION 

Customer retention refers to the ability of an organization to maintain its existing customers and encourage them to 

continue using its services. In the hotel industry, retention is particularly important because a returning customer is 

already familiar with the hotel's services and may require fewer resources for initial customer acquisition. CRM can 

support retention by identifying customer preferences, monitoring satisfaction, recognizing declining engagement, and 

responding to service problems. A hotel that maintains accurate customer records can develop more targeted retention 

strategies. For example, previous customers can receive customized offers based on their earlier purchases or travel 

patterns.  

Hotels can also use customer feedback to identify dissatisfaction before it results in customer switching. Effective 

complaint management is therefore an important component of retention. A complaint that is handled promptly and 

respectfully can sometimes strengthen the customer relationship because it demonstrates that the organization values 

the customer's experience. Conversely, ignoring complaints may increase the likelihood of customer loss. In Tripura, 

where hotels may serve both repeat visitors and customers traveling for different purposes, retention strategies need to 

be flexible. Business travelers may value convenience and reliable internet services, families may prioritize cleanliness 

and safety, while leisure tourists may value local information and customized travel assistance. CRM enables hotels to 

distinguish these requirements and develop customer-specific service approaches. 

 

MAJOR CRM PRACTICES IN HOTELS 

The major CRM practices relevant to hotels can be grouped into customer data management, personalized services, 

communication, service quality, complaint management, feedback collection, loyalty programmes, and digital 

engagement. Customer data management involves systematically recording information about previous stays, 

preferences, requests, and feedback. Personalized service involves using this information to create experiences suited to 

individual guests. Communication involves maintaining meaningful interactions before, during, and after the hotel stay. 

Service quality ensures that the promises made through CRM activities are supported by actual service performance. 

 Complaint management provides an opportunity to recover dissatisfied customers and prevent recurring problems. 

Feedback mechanisms allow hotels to identify strengths and weaknesses from the customer's perspective. Loyalty 

programmes provide incentives for repeat purchases, while digital CRM uses websites, booking platforms, social 

media, email, mobile technologies, and online review systems to maintain customer engagement. The integration of 

these practices can create a continuous relationship cycle in which customer information supports better service, better 

service produces satisfaction, satisfaction contributes to loyalty, and loyalty supports retention and positive 

recommendations. 

 

REVIEW OF CRM, LOYALTY AND RETENTION 

CRM Dimension Major Practice in Hotels 
Expected Customer 

Outcome 

Contribution to 

Loyalty/Retention 

Customer Information 

Management 

Maintaining guest profiles and 

preferences 

Better understanding of 

customers 

Supports personalized 

repeat service 

Personalized Service Customized rooms, food, Higher perceived value Encourages repeat visits 
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communication and offers 

Communication 
Email, telephone, social media 

and direct interaction 

Better customer 

engagement 

Maintains long-term 

relationships 

Service Quality 
Reliable and consistent service 

delivery 
Customer satisfaction Strengthens loyalty 

Complaint Management 
Quick response and service 

recovery 

Trust and reduced 

dissatisfaction 

Helps prevent customer 

switching 

Customer Feedback 
Reviews, surveys and direct 

feedback 

Identification of service 

gaps 

Supports continuous 

improvement 

Loyalty Programmes 
Rewards, discounts and special 

benefits 

Increased perceived 

benefits 

Encourages repeat 

purchases 

Digital CRM 
Online booking, databases and 

digital communication 

Convenience and 

accessibility 
Strengthens engagement 

Employee Training 
Customer-oriented and responsive 

staff 

Positive service 

experience 
Builds relationship quality 

After-Stay Relationship Follow-up messages and offers 
Continued customer 

connection 
Supports retention 

 

CRM IN THE CONTEXT OF HOTELS IN TRIPURA 

The application of CRM in Tripura's hotel industry should be understood in relation to the state's tourism characteristics 

and emerging hospitality requirements. Tripura possesses cultural, historical, ecological, and religious attractions that 

can generate different categories of visitors. Hotels operating in Agartala and other tourism-oriented locations may 

therefore need to accommodate diverse customer segments. CRM can help hotels understand these segments and 

develop appropriate services. Local tourism information, transportation assistance, customized packages, food 

preferences, family-oriented facilities, and business amenities can be integrated into customer relationship strategies. 

 The development of digital tourism has also increased the importance of online reviews, booking platforms, social-

media communication, and electronic customer feedback. Hotels need to monitor these channels because prospective 

customers frequently use digital information when evaluating accommodation options. CRM can help connect online 

interactions with offline guest experiences. At the same time, smaller hotels may face challenges in adopting 

sophisticated CRM technologies because of financial constraints, limited technical expertise, and inadequate employee 

training.  

A practical CRM strategy for Tripura therefore does not necessarily require expensive software. Even a well-organized 

customer database, systematic feedback register, employee training programme, personalized communication process, 

and consistent complaint-resolution mechanism can contribute to relationship management. The key requirement is that 

customer information should be used systematically to improve service rather than simply being collected. 

 

CHALLENGES IN IMPLEMENTING CRM 

Despite its potential benefits, CRM implementation in hotels can encounter several challenges. One major challenge is 

the lack of appropriate technological infrastructure. Hotels that rely heavily on manual records may find it difficult to 

maintain accurate and updated customer information. Another challenge is employee training. CRM requires 

employees to understand both technological systems and customer-oriented service principles. Resistance to 

organizational change can also reduce the effectiveness of CRM implementation. Data privacy and security represent 

another important issue because hotels collect personal information from guests. Such information must be handled 

responsibly and protected against unauthorized access. Inconsistent service quality may also weaken CRM outcomes. If 

a hotel provides personalized communication but fails to deliver reliable basic services, customers may not develop 

long-term loyalty. Smaller hotels may additionally face resource limitations that restrict their ability to implement 
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advanced CRM systems. Therefore, CRM adoption should be gradual and aligned with organizational capacity. 

Management should identify the most important customer-contact points and improve these processes before investing 

in complex systems. 

Although CRM, customer satisfaction, loyalty, and retention have received considerable attention in hospitality 

research, there remains scope for more location-specific research focusing on hotels in Tripura. Much of the existing 

conceptual and empirical literature addresses large hotel chains, metropolitan tourism destinations, or broader 

hospitality markets. The organizational conditions, customer profiles, technological resources, and tourism 

characteristics of Tripura may differ from those settings. There is therefore a need to examine how local hotels use 

CRM practices and which dimensions are most strongly associated with customer loyalty and retention in the Tripura 

context. Future research can investigate differences between budget hotels, mid-range hotels, and higher-category 

properties, as well as differences between domestic and other visitor groups. Research can also examine the role of 

online reviews, digital booking platforms, social-media engagement, employee behavior, service recovery, and 

personalized communication in developing long-term customer relationships. Such studies can provide evidence for 

hotel managers and tourism stakeholders seeking to strengthen the competitiveness and sustainability of the hospitality 

sector in Tripura. 

 

II. CONCLUSION 

Customer Relationship Management represents an important strategic approach for improving customer loyalty and 

retention in the hotel industry. The review indicates that CRM operates through interconnected dimensions including 

customer information management, personalization, communication, service quality, complaint handling, feedback, 

loyalty programmes, employee involvement, and digital engagement. When these practices are implemented 

effectively, they can contribute to customer satisfaction, trust, positive experiences, repeat visits, and recommendations.  

For hotels in Tripura, CRM can be particularly useful for responding to diverse tourist requirements and developing 

stronger relationships with both local and visiting customers. However, effective CRM requires more than 

technological investment. It depends on customer-oriented employees, reliable service delivery, appropriate data 

management, systematic feedback, and continuous service improvement. Hotels in Tripura can strengthen customer 

retention by combining simple and affordable relationship-management practices with appropriate digital technologies. 

Future empirical research should measure the relationship between individual CRM dimensions, customer satisfaction, 

loyalty, and retention using data collected directly from hotel customers and employees in different parts of Tripura. 

Such evidence can contribute to the development of a more customer-focused and sustainable hospitality sector in the 

state. 
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