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[bookmark: _Toc167887661]Introduction
Considering the changing landscape of business, consumers are now more inclined to have personalised services in order to meet their unique taste and preferences. This personalised service is the only way to address the unique needs and preferences of customer so that maximisation of satisfaction can be guaranteed. In hotel industry’s landscape, this is more crucial as consumers in this industry are more demanding towards having personalised services. This is because when consumers travel to a place they usually stay in a hotel and in this regard, to have a home-like feeling, it is crucial for personalised service for improving customer satisfaction. Providing personalised service enable hotels companies to take care of the needs of consumers in a more efficient way which ensure customer loyalty in the long term. This project will look at this aspect by analysing influence of personalised services on consumer satisfaction (Cetin and Walls, 2015a).
[bookmark: _Toc167887662]Research Aim, Objectives Questions
[bookmark: _Toc167887663]Research Aim 
The research aims to investigate how personalised service in luxury hotels improves the satisfaction of customers and creates a competitive advantage. 
[bookmark: _Toc167887664]Research Objectives 
Based on the research aim, there are three research objectives developed and these are listed below; 
· To examine the impact of personalised services in terms of fulfilling the specific needs and requirements for improving the contentment of customers within the context of the high-end hotel industry. 
· To investigate changes in customer perceptions of economic value by focusing on individual preferences and experiences, and the need to provide maximum value to fulfil guests’ wishes.
· To evaluate personalised service effects on luxury hotels' competitiveness in the hospitality industry of the UK. 


[bookmark: _Toc167887665]Research Questions 
Based on the research objectives stated above, the following research questions have been listed below; 
· How do personalised services in luxury hotels meet specific requirements and enhance customer satisfaction? 
· How do personalised services contribute to the competitive advantage of luxury hotels within the hospitality industry? 
· How do customised services experience in the context of design, human resources, hardware and software influence guests' experience and satisfaction in luxury hotel accommodation? 
[bookmark: _Toc167887666]Background Information
According to Brown and Labonté (2021) due to the increasing trend of globalization and the continuous booming of the tourism industry, the luxury hotels industry size has been increasing over the past few years (Allied Market Research, 2024). For this reason, in 2023, the size of the luxury hotels industry is now valued at USD 140.28 billion (Dinçer and Alrawadieh, 2017). This number is expected to grow further in the coming years. For instance, in the latest report published by Fortunate Business Insights, the luxury hotels industry will grow to USD 154.32 billion in 2024 and USD 369.36 billion in 2032 (Fortune Business Insights, 2021). Due to the growth of this sector, the expected CAGR is 11.5% within the forecast period of 2024 to 2032 (Fortune Business Insights, 2021). Some of the most renowned luxury hotels across the globe include Marriott International, Hyatt, Hilton, Premier Inn, Four Seasons, OYO Rooms etc. (Spherical Insights, 2024). 
The case study organisation for this research is Marriott UK, which is the UK branch of Marriott International hotel groups (IMARC, 2024). Marriott International is the world's largest luxury hotel chain in 2024 with 30 brands, 8691 hotels and 1.5 million rooms spanned across 139 countries across the globe. This is why, it is considered the largest hotel chain for the eighth consecutive year. This research project will look at Marriott’s international operations as well as UK operations by looking at the activities and overall business operations managed by Marriott UK. The excellent growth of this largest hotel chain is its dynamic business strategies focusing on the Asia-Pacific and the Caribbean as well as the Latin American region (Future Market Insights, 2024). Recently, the hotel chain also achieved a new milestone by partnering with MGM Resorts International, which allowed Marriott to add 37,000 rooms (Insights, 2023; Mordor Intelligence, 2024). This has strengthened Marriott’s hotel chain with the inclusion of already 5,73,000 planned rooms (Heyes and Lashley, 2017). In this company, there are approximately 148 thousand people working across the whole world (Heyes and Lashley, 2017). 
[bookmark: _Toc167887667]Scope and Organisation 
The essay project starts with outlining of research aim, objectives and questions followed by a literature review for conducting critical, analytical and systematic synthesis of data from multiple empirical literature. Then the methodology will be illustrated for undertaking the essay research project. In methodology, a case study will be conducted followed by a synthesis of findings from literature review and case study analysis. Finally, a conclusion and recommendation will be given, and a reflective account of the learning experience will be stated. 

[bookmark: _Toc167887668]Literature Review 
[bookmark: _Toc167887669]Impact of Personalised Services in Meeting Customer-Specific Needs and Preferences 
The luxury hotel industry is popular with consumers due to the availability of opportunities for customising any products and services for consumers (Linkedin, 2024). This allows consumers to get products and services at their preferred time. Min, Min and Joo (2019) reasoned that as majority of the consumers of luxury hotels are rich people who demand quality and never consider pricing but quality, and personalisation are key to attracting these guests to the hotels. Personalisation is the aspect of the service where guests will receive any form of service offerings at their own desired place and desired form. This is in line with the research of Heyes and Lashley (2017) who opined that personalisation is the single best strategy to enhance guest satisfaction by fulfilling customer-specific requirements. In line with the research of Shahid and Paul (2022), Victorino, Verma and Plaschka (2022) exemplified by mentioning personalised service in the context of the luxury hotel Industry. Ariffin (2019) mentioned different forms of personalised services such as providing tailored room settings to customised dining options. In another research, Ariffin (2019) also mentioned more personalised aspects of hotel amenities in the form of providing types of pillows and delivering guests with special dietary requirements. Goodsir (2019) resonates with the view by stating that this level of detail significantly influences guests’ stay within the luxury hotels. The more personalised the service, the more loyal guests the hotel will get which eventually results in repeated business and positive word-of-mouth marketing. This notion is supported by the theory of expectancy confirmation theory. 
[bookmark: _Toc167887670]Expectancy Confirmation Theory (ECT)
This theory provides great detail regarding the satisfaction of customers through targeted activities and how these activities can be leveraged to effectively frame of reference (Park, Cho and Kim, 2019). This is the core assumption of this theory. According to expectancy confirmation theory, a person’s expectations help to create a positive frame of reference. This can be applied to the hospitality as well as luxury sectors. This has been discussed in the study of Bhattacherjee (2017) where the researcher stated that based on the service outcomes in the hotel industry, two forms of contentment may result. For instance, based on the service quality to fulfil customer expectations, (positive disconfirmation) behaviour happen where customers rate above for the personalised service provided by the specific hotels. On the other hand, Chou et al. (2010) argued that failure to fulfil the specific needs of guests and not being able to provide tailored or customized services, negative disconfirmation behaviour is usually exerted by guests, where guests tend to rate below than usual rating. The theory also exerted that; guest’s level of satisfaction influences their future repurchase intentions (Ayanso, Herath and O’Brien, 2015). Li et al. (2018) show compliance with this line of reasoning and also postulated that this way luxury hotels are either able to create repeated guests by meeting the specific needs of the customers or create dissatisfied customers who will defect eventually. 
Another aspect of personalised service is discovered from the research of Jeong et al., (2019) who used this theory in the hospitality industry. Here the researcher found that hotels should provide personalised service for meeting specific demands of guests only out of responsibility, but also, they should provide it by expressing emotional service expectations. From the research results of Jeong et al., (2019) it was also found that when guests assumed that personalised services were only given due to the money given for service and not because of respect and true emotions towards them, then it will negatively influence guests future interactive with the luxury hotels. Hence, the research recommended that the luxury hotel industry should provide their employees with empathy and perspective-taking training to enable them with the expertise of showing true emotional concern for the personalised service of guests. 
[bookmark: _Toc167887671]Impact of Changing Customer Perception of Economic Value 
Due to the personalisation opportunities offered by various luxury hotels by keeping up with the economic prosperity and well-being of life, the perception of guests has significantly changed (Cetin and Walls, 2015). This has led to the formation of a new way of providing services to the guests when they come to receive personalised service from a particular luxury hotel. Today’s guests now equate value not only with any form of amenities which are tangible but also ask for emotional attachment which makes personalisation of services more meaningful to guests (Moreno et al., 2019). This change has also resulted in guests preferring unique and memorable events instead of providing only artificial and luxury suits. For this reason, many advocates in this industry suggested integrating as many unique experiences as possible so that guests can feel an emotional attachment towards their recently visited luxury hotels (Heyes and Lashley, 2017). This emotional attachment is key to forgetting-based incentives rather a deeper connection is created between guests and luxury hotel companies, such is the importance of personalised services, as stated in the research of Jin, He and Song (2012). Jin, He and Song (2012) argued that personalisation demand emanates from guests’ intention to receive the optimum level of economic output through providing premium services. The tendency to receive personalised service gives rise to personalisation trends which are key in today’s luxury hotel industry landscape. Zheng and Liao (2019) stated that for this reason, many luxury hotel businesses are now using past guest data and prediction engines to know in advance what guests would like to have and tailor their offerings to provide a personalised experience. This eventually sets a luxury hotel apart from ordinary hotels. 
[bookmark: _Toc167887672]The Impact of Personalised Services on Luxury Hotel Competitiveness 
The luxury hotel industry is now overly saturated due to the availability of large numbers of key players across the market (Narteh et al., 2019). In this regard, luxury hotel owners should need to do something in order to stand out from the masses. This is why, Alrawadieh (2017) argued that luxury hotels need to provide personalised services in four key areas of the business in order to achieve a competitive advantage within the hospitality industry. These four particular areas are experience design, development of human resources, and software and hardware improvements (Alrawadieh, 2017). All these aspects are needed to improve the guest's experience in the hotel industry which will provide a competitive edge to the luxury businesses. More or less all hotels in the hospitality industry provide the expected level of comfort to their guests (Yılmaz, 2013). However, the differences in satisfaction happen when guests are provided with tailored services or services that are personalised and unique. Irrespective of regular amenities, if guests are provided with added amenities in the form of adventurous rides, and relaxation enthusiasts, then it fills the expectations of guests, and their services are etched in the memory of guests (Shahid and Paul, 2022). This way, the particular luxury hotel can remain stand out in the competition and attract guests who are willing to come frequently and would like to pay a premium. 
Hung, Lin and Yang (2012) mentioned the importance of emotional attachment while providing personalised services is key to remaining standout in the competition. This is where the importance of adaptive and flexible human resources is necessary for conveying the emotional message to guests and resonates with the emotions of guests also (Hung, Lin and Yang, 2012). This way mutual harmony will be developed which will further facilitate guest’s repeated purchase intention. Hardware requirements, for instance, providing smart room controls, and streaming services also uplift the expectations of guests while staying in the hotels. However, Deb and Lomo-David (2020) argued that other aspects, for instance, pre-arrival personalisation, post-stay engagement, and the development of a guest-centric culture by enabling employees to go the extra mile for the guests will create an optimum level of guest expectations while ensuring hotels are staying competitive in the luxury industry landscape. 
[bookmark: _Toc167887673]Research Methodology 
According to Yin (2009), case study methodology is the type of methodology which focuses on empirical studies or observations and investigates phenomena in its real-life context. The case study involves an in-depth research strategy in order to delve deeper into the research context (Saunders, Lewis and Thornhill, 2019). Yin (2009) also added that a case study methodology is not just a data collection strategy, rather it is a research strategy or design for studying a particular research context. According to Creswell (2014), it is a research process that explores a particular research context which could be a program, event or one or more individuals. Creswell and Creswell (2017) further stated that the cases for case study methodology could be bound by time and activity, hence, it could be restricted over a sustained period of time. As per the latest research of Robertson (2018), case study research can be of three types i.e., descriptive, explanatory, and exploratory. As per Zhang (2014) in descriptive case study, a particular case is described in the context of the real world which is why this method is used extensively in the domain of sociology and anthropology. 
In the explanatory case study method, research causal factors were investigated by adopting a primary study for gathering answers to questions which bring certain conditions into the research's inherent context (Crosley, 2021; Hassan, 2022). In addition, the purpose of an exploratory case study is to study or identify new research questions or objectives which can be used for investigation in future research scope. There are several advantages of using the case study method within the research (Ponterotto, 2020). First, it allows for exploring research phenomena from independent and contextual perspectives (Eisenhardt & Graebner, 2007). In another study, Eisenhardt (1989) also added that a case study is effective enough in generating theories and hypotheses for future research purposes. In another contemporary research, Flyvbjerg (2006) stated that this study method provides practical insights in dealing with real-world problems. For instance, one of the finest case studies by Allison & Zelikow (1971) was conducted on the Cuban Missile Crisis in 1962. Moreover, this research study method is also useful in bridging the gap between theory and practice. Liu (2017) reasoned that this is done by examining theory and practice and also investigating how theoretical concepts can be manifested in the context of real-life scenarios. Although this method has benefits to assist researchers in bringing out an effective and valid research result, it is not without limitations also. Jansen (2023) argued that case studies can cause potential bias while collecting data. Ponterotto (2020) also mentioned that it can create difficulties in the generalisation of findings to a broader spectrum of research populations. As this research will be conducted based on Marriot UK, which is an international hotel chain, using the case study method will be helpful in collecting in-depth qualitative data within the research context. 


[bookmark: _Toc167887674]Case Study 
The case study organisation for this research project is Marriott UK which is a subsidiary of Marriott International. Since the beginning of the operation of Marriott International in the UK, the hotel is now the epitome of providing luxury services with affordable pricing and high-quality services (Marriott UK, 2024). The case study will revolve around inquiring about different descriptive information about Marriott UK, such as its turnover, staffing policy, number of branches and location from a variety of sources. In addition, key analysis will be conducted by using SWOT, PEST and Competitor Analysis to get in-depth information about Marriott UK and its overall activities. 
[bookmark: _Toc167887675]Detailed Guide of Marriott UK 
Marriott UK started as a subsidiary of Marriott International. Since the arrival of Marriott in the UK, it has been serving millions of guests and become the epitome of providing luxurious personalised services. Marriott International started its business in 1973 (Marriott UK, 2024). One of the first hotels of Marriott in the UK is the London Marriott Hotel Regents. This hotel was opened in 1973 and has been serving guests with care and comfort. 
Location 
The head office of Marriott UK is located in Europe Office, Barnard’s Inn, 86 Fetter Lane, Europe Office, London (Expedia, 2024). The reason for selecting this area as the head office of Marriott UK is because it is the global business hub. Apart from this, this location also allows Marriott to manage the operation of its other European subsidiaries centrally. 
[image: ]
Figure 1: All Marriot’s Hotel in the World
Staffing 
The staffing policy of Marriott’s UK is dependent on the situation of the guests. Many times, when there is a rush or any form of holiday break, the number of stuff increases (TripAdvisor, 2024). But during off-seasons, it tends to be decreased. In this regard, Marriott UK typically employs different varieties of staff considering the diverse nature of work in hotels. For this research, Marriott UK employs desk agents, chefs, concierge staff, housekeepers, security etc. Based on the categorization, it can be said that every Marriott hotel in the UK usually employs a range of 200-300 staff depending on the flow of guests to the hotel (Booking, 2024). However, the main criteria for stuffing are dependent on seasonal demand as well as the size and scope of Marriott’s hotels. 
Branches 
There are approximately 78 Marriott hotels spanned across various regions of the UK (TripAdvisor, 2024). All these hotels have become part of Marriott’s International subsidiaries and serve UK guests with the highest quality services. In London, the highest number of Marriott’s hotels is situated. Amongst these hotels, the most well-known Marriott is the London Marriott Hotel County Hall situated in the centre of London (TripAdvisor, 2024). 
[image: ]
Figure 2: Marriot’s International Logo
Another one is JW Marriot Grosvenor House London. The majority of guests of this Marriot’s branches expressed their satisfaction provided by Marriott (Marriott UK, 2024). This is why, Marriott’s UK hotels have overall positive scores in hotel booking sites and received favorable reviews from guests. 
Turnover 
As part of the world's largest international luxury hotels supply chain, Marriott UK didn’t publish separate reports regarding net annual turnover. However, from the net annual report of Marriott International as a group, it has been found that the luxury hotel chain has accumulated a global revenue of $23.9 billion for the full year 2023 (WSJ, 2024). The report further revealed that the revenue per room of Marriott (RevPAR) is approximately 4.2% which is high compared to other luxury hotel chains (WSJ, 2024). The company has seen a global increase in revenue per room by 4.2% which indicates the strong financial and operational background of Marriott’s (Yahoo Finance, 2024). The company has been growing steadily since its inception within the hospitality industry. As of 2024, the company has accumulated 558 properties across the globe (Investing, 2024). Due to its significant revenue, it is ranked one of the largest and leading hotels in the world. In this regard, it is ahead of other large hotel chains such as MGM Resorts International, Hilton and Caesars etc. (IMARC, 2024). 
[bookmark: _Toc167887676]SWOT Analysis of Marriott’s UK 
SWOT analysis is a significant tool for analysing the strengths, weaknesses, opportunities and threats of any business. It also indicates the internal ability of the organisation and how a particular business should opt for utilizing resources for minimizing threats and maximising opportunities. A SWOT analysis of Marriott UK has been presented below; 
[bookmark: _Toc167887677]Strengths 
Brand Reputation: The reputation of Marriott in the hospitality industry is a significant source of strength for Marriott. This brand reputation and guest recognition do not come automatically rather it is the dedication and hard-earned goodwill by providing years of personalised quality services (Foster, 2023). For this reason, it has been on the list of Fortune 500 for over 21 years. The company ranked 44 in terms of diversity, 243 world's largest company, 85 top targeted companies, and 38 best employers of women (Foster, 2023). 
Market Leader: In the domain of the hotel industry and hospitality management, Marriott is the name of the leader with over 90+ years of guest service experience in the sector. With a global presence in over 127 countries, this has been the largest hotel chain in the world. The company achieves economies of scale with over 30 brands, 81 hotels, 25.1 billion of assets, and 1.2 million rooms which makes this hotel the market leader of the hospitality industry (Marriott UK, 2024). 
Strategic Partnerships: Marriott has one of the strongest and largest strategic partnerships in the hotel chain with Alibaba enabling customers to book directly without giving any form of deposits (CGTN, 2024). Marriott UK also has significant relationships with some UK hotel chains such as Premier Inn. 
Highly Innovative: Marriott UK is highly innovative due to its personalised service offerings both online and offline. For getting information about pre-arrivals of guests, Marriott uses predictive analytics and past customer data to offer customers tailored and personalised services. This is why, Marriott has been ranked 21st most innovative company despite not being a tech company (Marriott UK, 2024). 
[bookmark: _Toc167887678]Weaknesses 
Poor Data Protection Mechanism: In 2018, Marriott’s UK Starwood hotels were hacked and bypassing this hotel's websites, hackers got into the core database of Marriott (Fox, 2018). Due to this, the personal information of 500 million guests of Marriott’s have been exposed (Telegraph.co.uk, 2018). This personal information includes names, addresses, passports and numbers. 
[bookmark: _Toc167887679]Opportunities
Shifting Demographic: There has been a demographic shift in the hospitality industry as more Gen Z are entering this sector. By portraying Marriott as the go-to hotel for the younger generation, it could improve its brand positioning. 
Diversification of Services: Marriott’s UK is known for its capability to provide top-notch customer service in the form of offering wellness programs, tailored dining experiences, adventurous rides etc (Marriott UK, 2024). This can be used as a competitive advantage to attract guests around the globe. 
[bookmark: _Toc167887680]Threats
Poor Brand Positioning: Marriott has been positioned and marketed as a family-focused business whereas the new trend in the hospitality industry is to match the expectations of younger, and single millennials.
[bookmark: _Toc167887681]PEST Analysis of Marriott’s UK 
[bookmark: _Toc167887682]Political Factors 
Marriott’s UK enjoys lax government regulations due to the UK government’s favourable stance on improving the hospitality industry. Besides, the governmental situation is also stable in the UK which facilitates many tourists coming to visit the UK and prefer to stay with multinational hotel chains like Marriott’s. As part of the government initiatives to support hotels and the hospitality industry, the UK government has recently proposed £25 billion financial support to the hospitality industry (Gov.UK, 2021). 
[bookmark: _Toc167887683]Economic Factors 
The major economic concerns for Marriott are the rise of Chinese hotels, i.e., Jin Jiang International Hotels, and the recent economic downturn in Europe due to the Russia-Ukraine war. Due to this, Marriott has been facing competition in terms of achieving economies of scale (Investing, 2024). On the other hand, individual buying power is also deteriorating which limits their ability to travel. 
[bookmark: _Toc167887684]Social Factors 
The social factors of Marriott’s UK are bright as it is reported that the number of tourists and guests coming to the UK will increase in the year to come. This large number of tourists and guests will stay in Marriott to receive personalised services. 
[bookmark: _Toc167887685]Technological Factors 
Marriott is already ahead in the hospitality industry from its competitors as it is well-integrated and equipped with technology. Recently, Marriott has implemented Smart hotel room solutions for maximizing guests' satisfaction by enabling them to select and personalize their rooms based on their arrival. This technology was implemented in collaboration with Samsung and Legrand. Marriott’s UK also received personalised automation services from UK IoT companies, as London is one of the most important technology hubs in the world (Yılmaz, 2013). 


[bookmark: _Toc167887686]Competitors Analysis (Price vs Quality) 
For conducting competitor analysis of Marriott’s UK, it is important to mention who are the highest competitors of Marriott’s in the UK. Although, there are many luxury hotels in UK who are providing personalised services its guest’s, the most notable hotel brand who are the direct competitor of Marriott’s UK include Four Seasons, Hyatt, Hilton, Accor and Wyndham Worldwide. Below a table has been given which shows competitor analysis of Marriott’s UK;
	Hotel Brand
	Price Ranking
	Quality Ranking
	Customer Service Score (on a scale 5)
	Overall Cultural Score (out of 100)

	Marriott’s UK
	4th
	5th
	3.4
	69

	Hyatt 
	2nd
	2nd
	4.0
	78

	Hilton 
	3rd
	4th
	3.8
	77

	Four Seasons 
	1st
	1st
	4.2
	75

	Accor
	5th
	Varied 
	Varied 
	Varied 

	Wyndham Worldwide 
	6th
	6th
	2.4
	48


Table 1: Competitors Analysis of Marriot’s UK.
Sources: (Comparably, 2023).
From the above table, it has been found that Marriott’s UK has been placed in the mid-tier ranked in terms of pricing its services compared to its competitors such as Four Seasons, and Hyatt. Although it has been priced at a mid-tier level, the overall service quality of Marriott is top-notch and caters to the taste of the individual. In quality, Marriot’s UK quality, although not provide as luxury services as Four Seasons, however, Marriott’s quality is intensified through its loyalty program and extensive range of brands such as Marriott BonVoy. This eventually increases consumer satisfaction and influences them to make repeated purchases. 


[bookmark: _Toc167887687]Netnography of Marriott’s 
Netnography is the study of the Netizen, which also means the study of the internet. In essence, it means analysing the brand perception of a brand over the internet from different platforms such as social media, online forums, discussion communities etc. By using ethnography, it will be possible to grasp what guests are discussing about Marriott’s UK and whether they are satisfied and recommending Marriott’s UK to their family and friends. 
[image: ]
Figure 3: Marriott’s Netnography
Source: (Statista, 2024)
From the ethnographic research, some crucial findings have been generated. For instance, in the context of hotel customers, and brand awareness, 82% of guests prefer Marriott’s as their go-to hotel. These findings have been generated from the online survey conducted by Statista in 2023. From the ethnography, it is also found that 90% of hotel consumers are instantly able to recognize Marriot’s UK by looking at the brand logo and the name written on the logo (Statista, 2022). This shows the level of brand reputation of Marriott in the UK. In another social media survey, it is found that 14 per cent of all hotel customers in the UK use Marriot. From the customer satisfaction survey, it has been found that more than 12 per cent of guests expected to receive the service of Marriott again. This is a reflection that almost 86% of consumers of Marriott show loyalty to them within the hotel industry of the UK (Statista, 2022). The buzz regarding Marriott’s in the UK over to social media is also real. In a survey conducted by TripAdvisor (2023), it was found that almost 12 per cent of hotel consumers in the UK have heard the name of the UK over social media, groups, their webpage and websites. The findings of TripAdvisor are also reflected in the satisfaction level of the customers. According to TripAdvisor's (2024) hotels review, many guests have shown their satisfaction with Marriott’s the UK. Most of the comments were directed to the well-trained employees of Marriot who took great care of guests during their stay in the hotel. On TripAdvisor, there were 3465 reviews posted about Marriott’s UK. Moreover, the hotel has received excellent ratings from 2844 guests. 
[image: Marriott Hotel reviews from TripAdvisor]
Figure 4: Marriott’s UK Hotel Review from TripAdvisor
Source: (TripAdvisor, 2024)
From the TripAdvisor client feedback, it has been seen that Marriott excelled in the food and beverage section as well as staff professionalism. This is because Marriott provides its employees with professional training so that they can show empathy for the needs and preferences of the guests. This raises the bar of the guest's expectations and intensifies their satisfaction. 
[image: Frequency table showing various hotel elements]
Figure 5: Frequency Table Showing Various Hotel Elements of Marriott’s UK.
Source: (TripAdvisor, 2024)
So, from the above ethnography, it has been found that guests showed favourable attitudes towards the hospitality of Marriott, and they returned the favour in the form of loyalty through repeated purchases and positive word-of-mouth recommendations. 


[bookmark: _Toc167887688]Themes/Findings 
Based on the research topic and objectives of this research project, several key themes can be developed. Before developing these findings, it is important to maintain the alignment between research findings and research objectives so that it helps to answer the research questions set. Based on this notion, several findings have been developed which are presented below. 
Theme 1: Personalisation is the way forward for fulfilling customer satisfaction in the luxury hotel industry. 
From multiple research, personalisation is found to be extremely effective in capturing the attention of guests and fulfilling their satisfaction. This is why, multiple Ariffin (2019) cited that, personalisation is the only way forward for achieving guests' contentment. This is particularly true in the service-based industry because the customer now demands services which are solely personalised. Heyes and Lashley (2017) reasoned that product can be bought multiple times anywhere at any moment, hence, it doesn’t require extensive personalisation, in terms of services, social hospitality and the hotel industry, it matters most because consumers want the best value, memorable experience and unique services. This is reflected in the study of Narteh et al. (2019) where the researcher opined that personalisation is everywhere, ranging from your wardrobe to your holiday. Dean and White (2018) also stated that in the luxury hotels and hospitality industry, personalisation is a big trend that will rule the travel industry in the years to come. 
This is also reflected in the notion of Hemant Mediratta, who is the chief empowerment officer at OneRep Global. OneRep Global is the representation company for luxury and ultra-luxury hotels as well as tourism boards (Dinçer and Alrawadieh, 2017). According to the CEO of OneRep Global, luxury hotels are experiencing a new trend which is top 1% of clientele desire truly unique and personalised experiences. To delve deeper into his statement, he also added that, some guests are demanding a bathtub which will be filled with French spring water, and they want to pay whatever money we demand. This notion is supported by Foster (2023) who opined that this demand is a demonstration of guests' heightened level of attention for receiving a unique and unparalleled experience. Goodsir (2019) argued that in the realm of travel, staying in the hotel and hospitality management, at least 1% of guests have changed and now demonstrating the need for a truly unique and personalised experience. This 1% of guests are traversing the hospitality industry by demanding exclusivity to recreate a distinct identity. All these bear a resemblance with the research findings generated by McKinsey and Company. According to the latest report findings of McKinsey and Company (2024), 71% of the consumers of the luxury hotel industry demand personalised interactions which becoming a norm rather than being considered a luxury. 
Marriott has also complied with this norm and is providing personalised service to its guests to maximize the contentment of guests (McKinsey & Company, 2024). There are numerous activities carried out by Marriott to offer guests with top-notch personalised experience. For instance, Marriott’s UK provides a tailored mobile experience for loyal guests. To provide this service, Marriott’s UK communicates personally with each of the guests and tracks their past records. In doing so, the company hired an IBM data scientist who mapped customer data across all of Marriott’s brands (Marriott UK, 2024). To get ahead to attract customers by offering personalised service, Marriott also partnered with Salesforce which provides all the guest's related information to Marriott. This is the extent to which Marriott’s UK wants to provide its customers with a personalised hotel stay experience. 
Theme 2: Customers Prefer Individualised Unique Experience Rather than Economic Value 
In the travel and hospitality industry, each individual wants to enjoy the best experience by not compromising their good times over monetary terms. This notion is supported by Heyes and Lashley (2017) who further added that each individual has a unique identity which makes it necessary to serve them with individualised experience via personalisation activities. Victorino, Verma and Plaschka (2022) also added that due to the uniqueness of each individual, it is mandatory for every hotel company to recognize unique tastes and desires so that guest’s satisfaction and contentment both can be maximized. These unique guests are breaking the status quo and moving beyond conventional guest segmentation. 
Today’s guest demand is going beyond expectations which sometimes makes hotels unsettled. The uniqueness of guests' demand sometimes even surpasses the capability of the hotel, but they need to somehow manage it to satisfy their taste, otherwise, due to a lack of activities for maximizing guests' contentment, they will be dissatisfied. In this regard, one particular example could be mentioned as mentioned in the research of (Kumar, Talukder and Pego, 2024). According to Kumar, Talukder and Pego (2024) one guest only demands a Michelin-starred restaurant. But now this very guest demand has surpassed their ordinary desire by demanding Michelin star chefs who will curate exclusive culinary experiences within private villas in which guest will enjoy their individualised experience. This type of unique demand has now become a common norm in the luxury hotel industry, which encompasses mid-tied hotel chains. 
There are other exceptional personalised experience examples captured in the literature. Some guest also demands their breakfast at the top of the Everest Mountain. To reflect on this type of personalised and individualised experience, Shahid and Paul (2022) personalisation is the only way forward and hotels will not survive if they do not become ready to deliver what guests are offering. Shahid and Paul (2022) also stated that personalisation can take the form of guests' preferred room temperature, favourite cuisine and even their preferred home toiletries. In the context of Marriott, the majority of the guests are from the elite class, and they always demand personalised services which the company always try to deliver. This is why, the hotel is in the list of Fortune 500 for so many years Due to the fulfilment of their service, the hotels also received lots of favourable reviews over booking sites such as booking.com, TripAdvisor etc. In addition to it, Marriott International provide personalised itineraries and signature rituals which guests would like to have at any cost. In essence, they want to make their travel memorable, hence, they care less about economic value and are more concerned about having or enjoying unique value.
Theme 3: Personalised Services Facilitate Competitiveness in Hospitality Industry 
Personalised service facilitates competitive by fostering a sense of uniqueness and creativity, and by differentiating brands from the masses (Volchek et al., 2020). Besides, it also enhances competitiveness by enhancing the expectations of guests which significantly influences repeated purchase intention. The more personalised is the nature of the service, the more guests will visit the hotel and willing to pay premium prices (Volchek et al., 2020). Personalisation in the hotel industry helps a hotel brand become different from others. This way, it was possible for hotels to remain advanced in procuring the customers to the hotel's premises. As mentioned earlier, Marriott’s UK uses predictive analytics to track guests' past data to offer them personalised service (Marriott UK, 2024). This fulfils the expectations of guests significantly and helps them to settle in. When they know in advance what food a particular guest likes and which room settings the guests would like, then it will be easy for the hotel to offer personalised service that caters to the taste of the guest. This way, hotels that offer personalised service will be able to stay ahead of the competition and can generate much better satisfaction compared to others. 
Narteh et al. (2019) opined that personalisation should not only start during the stay of the hotel rather today’s luxury hotel business starts taking care of customers before the arrival of the customers and also keep track after the guests reach their hours. This pre-arrival and post-stay engagement are a great way to provide a personalised experience to guests who will be bemused to have this kind of hospitality from the hotels. This activity was carried out by Marriott’s UK on a regular basis which is why, Marriott’s UK ranked highest in terms of achieving customer satisfaction. The majority of guests in the UK like the pre-arrival and post-stay engagement. Marriott’s UK also offers its guests a loyalty program, hence, hotels can keep track of their customers and not lose any of its customers (TripAdvisor, 2024). This way Marriott can generate revenue margin and growth and stay ahead of the competition. One such loyalty program is the Marriott’s M Club. This Marriott’s M Club provide its loyal customer base with extensive and exclusive deals such as tailored services, bemused culinary offerings, adventurous roaming to the natural places and personalised support in all sorts of activities (TripAdvisor, 2024). This usually makes Marriott’s UK stand out in the competition and provide immense value to the guests.
Theme 4: Problems in Personalised Hotel Services under the Experience Economy 
Although many hotels across the globe are committed to serving personalised service very few seem to have lived up to their words. BU and WEI (2017) argued that their oral commitment isn’t concomitant with the concept of personalised services in the actual operation. In addition, a misconception which is pervasive in the hotel industry context is that personalised services are only limited to special guests, VIP persons, or individuals (Yılmaz, 2013). Besides, the lack of detailed personalised services eventually led to a lack of distinctive features of the hotel. To provide personalised services, hotels need to know all the finer details of the guests. Without paying attention to the small details of the customers, personalised services will not be possible to deliver rather they will be generic services (Yılmaz, 2013). But, the majority of the company loses track of customers' data let alone keeping track of each and every final detail, hence, their commitment to provide personalised service doesn’t hold words. Employees are the core elements of ensuring guest satisfaction and if they are not satisfied as well as properly trained, then they do not attach to the needs and emotions of guests, which is the core assumption of delivering personalised services. But it is a matter of great regret, the hotels and hospitality industry are one of the paid industries with significantly lower employee satisfaction (Zheng and Liao, 2019). Apart from this, the hotel industry lacks career planning as well as the incentive to
Advance their career. This eventually causes higher employee turnover which eventually reduces the quality of the services. These are some of the major and mostly cited limitations in delivering personalised within the hotel industry. 
[bookmark: _Toc167887689]Conclusion and Recommendation 
This research has conducted an in-depth investigation of the luxury hotel industry's perceptions and analysed how the personalisation of service intensifies guests’ expectations and maximizes their contentment. In doing so, this research has conducted an extensive literature review which covered different aspects of personalised services and their impact on improving customer’s service and guest contentment. This research adopted a case study method and the selected company for the case study is Marriott’s UK. In the case study section, at first, the detailed guide of Marriott’s UK has been outlined by mentioning its location, staffing, branches, and annual turnover. On the other hand, key analyses were also conducted by using different frameworks such as SWOT analysis, PEST analysis, Competitors Analysis’ and Netnography.  
[bookmark: _Hlk168147937]From the research, it was found that the greatest strength of Marriott’s UK is its brand reputation and extensive network supply chain. Besides, Marriott’s UK is also known for its personalised services. Due to the personalised service offerings of Marriott’s UK, its guests provided favourable ratings and positive feedback in different online review platforms. This has been proved in netnographic research. The opportunities are also there as Marriott is devising its business policies by integrating technology into their services which is essential for delivering the utmost satisfaction to the customers. From the research findings, four key themes were found that directly relate to the research core aim, objectives, and research questions. First, it was found that personalisation is the only way to go forward and stay ahead in the competition. It is also the strategy which can satisfy the needs of the guests by recognizing their unique needs. Second, the theme identified customer preferences for unique value over economic value and the third theme deals with personalised services which facilitates competitiveness within the hotel industry. The last theme identified a few problems in personalised services under the experience economy.  In this regard, several recommendations can be made for overcoming the problems. For instance, hotels need to be true to their words by investing in developing robust CRM systems by leveraging the power of AI and machine learning. This will allow the opportunity to provide more personalised services to the guest. Employees are the key elements for any organisation. In this regard, they should be provided with proper empathy training so that they can relate to the emotional attachment of the guest. This is the core notion of providing top-notch personalised services. Hotels should focus on developing a guest-centric culture where understanding the needs and demands of guests will be the top priority and achieving guests' highest level of satisfaction by providing personalised service will be the core aim. Guest service should not only be restricted during staying in the hotel rather it should be expanded from pre-arrival to post-stay engagement phase. This way, personalised services can shape the expectations of guests and improve customer service while creating a competitive advantage within the luxury hotel industry.  



[bookmark: _Toc167887690]Personal Reflection  
For writing about my reflective experience in undertaking the research project, I will follow a model for properly putting and arranging my refractive experience throughout the journey. The model that I will use is Gibb’s Reflective Cycle. This cycle has been widely used for expressing reflective experiences related to a particular project. There are six steps in this reflective cycle. Now I will use each of the steps of this cycle and share my placement experience.  
Description  
This research project is a great learning experience for me. At first, the project, research title and case study organisation were selected. The case study organisations have been selected based on the evaluation of a multinational hotel chain. I selected Marriott’s UK as it will be easy to collect case study-related data and due to its presence in the international marketplace. This is one of the largest hotel chains I have come across, so I instantly picked it. Then I conducted an extensive literature review based on the developed aim and objectives. I collected case study-related data from both academic as well as organisational sources. I also took important information from various journals, newspapers, and magazines. All the sources were mentioned in the research project properly.  
Feeling  
At first, before undertaking the research project, I felt anxious about going through the project. As I had no previous experience, I felt a little difficulty in choosing the topic as well as the development of the research objectives. As the project went on, I was extremely satisfied with the work I had done so far. I felt my knowledge has been enriched to a great extent and I feel satisfied with my research project progress.  
Evaluation  
I think embarking on this research journey has enhanced my knowledge about the luxury hotel industry. As I did not stay in any luxury hotels before, I didn’t have any idea about their services. However, by undertaking the project, I am now able to understand the importance of personalised services in the context of the luxury hotel industry and how it can enhance guest satisfaction. This was a new learning experience for me. I think the hotel industry should carry out its activities in a way so that it can deliver individualized needs to the guest so that their satisfaction can be maximized.  
Analysis  
During the case study, I felt that I should work more on the synthesis of the research findings. I also think the development of finding themes was a good idea as it helped me to understand what are the key findings in this research and how it relates to the research aim and objectives. I think research should always follow a standard procedure which is to achieve research objectives and find answers to research questions. I think hotels should invest more in technological aspects and the improvement of employees in order to provide valued personalised services to the guests. The idea of serving customers before arriving at the hotels and keeping track of their well-being till then they reach their residences and regulatory keep track of their situation should be the norm of personalised services. I think this way, competitive advantage can be achieved within the hotel industry.  
Conclusion  
Overall, I think this was a great learning experience for me as it enabled me to gather lots of knowledge. I think it has also broadened my critical thinking ability and enriched me with some important information which I can utilize in my future research endeavours. I am thoroughly content with my efforts so far in this project and focus on delving deeper into this area.  
Action Plan  
My action plan is to present my research findings to the appropriate stakeholders so that they can take adequate steps to improve their service and take action in order to deal with the problems that were circumventing the personalised service aspects of the hotels and the hospitality industry. I intend to carry out more research in this context in order to develop and integrate more in-depth information relating to the research. I want to do primary research on this topic so that I can take in-depth interviews from the participants both from the perspectives of hotel owners and guests so that first-hand information can be integrated into the research. This information will bring out a more in-depth and accurate research results which will be beneficial for stakeholders. Lastly, I want to develop my career in this industry so that I can contribute to the development of the luxury industry and advance my career.  
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