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Customer Relationships Management in Center Parcs: a Case Study

The main focus of Customer Relationships Management is customers and their relation-

ships with the company, as well as the influence of those relationships on the company's sales 

and revenue. CRM bases on three pillars: getting new customers, fixing the leaky bucket, and 

creating brand/organization advocates. All three pillars are interconnected. If Center Parcs can 

attract more new customers, it also has to address the leaky bucket (the leaving customers). In-

formation about and observation of attending and non-attending customers will help the com-

pany understand what issues have to be addressed immediately. At the same time, gathered feed-

back and improvements based on it can help the company gain new advocates, i.e., those cus-

tomers that will translate joy and positive emotions related to the brand (Nguyen & Mutum, 

2012). I believe that Center Parcs needs to focus on customer retention and loyalty because in-

creased customer loyalty is more likely to create advocates who will be able to attract more new 

customers.

CRM's primary focus is customers and customer perception of the brand or the company. 

The focus may shift depending on customers' needs. The main points that Center Parcs should 

consider are an increase in customer satisfaction and its market share. Both of these points will 

enhance customer perception of the product as a product of value. Increased customer satisfac-

tion will indicate that the company provides quality services, and increased market share can re-

duce the number of switching (or leaving) customers, thus fostering customer loyalty.

One can see that the company currently experiences difficulties in communication with 

its customers because it cannot adequately analyze customer groups and their value. Moreover, 

the organization seems to ignore the importance of communication, which results in changing 

customer flow. The second issue is honesty; with the lack of communication, there is little 
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chance that customers will have clear expectations of the services. According to Manesh et al. 

(2015), consumers' perception of a source's honesty can influence their trust in this source. 

Therefore, the company needs to work on its brand image to be associated with serious, honest 

operations and marketing to avoid discrepancies in customer expectations. Another issue that 

seems to remain unaddressed is company's online advertising and general brand image in social 

media. Customer feedback can be gathered via social media platforms, and customer perception 

of the company can also be analyzed with the same tools. Still, it appears that the company does 

not engage the Web and other digital sources in improving customer relationships and communi-

cation. To understand how Center Parcs can increase customers' expenditures, the company 

needs to maintain steady communication. However, this is rarely possible without being exten-

sively presented online. The company needs to increase its brand awareness and presence in all 

types of social media (Facebook, Twitter, Instagram, YouTube) to gather direct customer feed-

back. Company-related online community with a discussion forum is also an option. 

To address the identified issues and better manage customer relationships, Center Parcs 

can review the tourism industry or Disneyland's customer-oriented operations and services. As 

Tsang et al. (2012) point out, an organization must understand employees' participation in and 

influence the delivery of services and their relation to its image. Disneyland's CRM is not per-

fect, but a thorough analysis of its services can provide valuable information. Tsang et al. (2012) 

suggest that the staff's extensive long-term training will improve their ability to maintain service 

quality. The placement of employees is also important to facilitate customers' navigation. Dis-

neyland's experience can provide valuable lessons to the company's management.
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