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This research paper intends to analyse the influence that customer experience (CX) has on the degree of satisfaction and loyalty that guests have with Marriott Hotels. The purpose of this study is to identify important parts of the experience, including the quality of the service, the amenities, the attitude of the staff, and the digital customisation. For this purpose, we rely mostly on secondary data and theories derived from academic research. The current research on hospitality experience design is examined in the literature study, and the PEST analysis identifies the industry characteristics that influence Marriott's service approach. Both analyses are completed in the context of the literature review. The findings imply that offering consistent service, encouraging emotional connection, and integrating technology technologies are all critical components that should be considered to create long-term client loyalty. Specifically, the recommendations centre on the uniformity of services, the introduction of predictive personalisation, and the integration of sustainability. This is done with the intention of ensuring that Marriott continues to maintain a competitive advantage in the global hospitality market.
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When it comes to the current hospitality industry, customer experience (CX) is becoming an increasingly crucial factor in terms of building a competitive edge that will stay for a long time. According to Pine and Gilmore (1999), hotel companies should go beyond merely providing rooms; they should also take the initiative to create experiences that are unforgettable. This is since customers from all over the world are increasingly asking for services that are individualised, made possible by technology, and emotionally engaging. Customer experience, as defined by Verhoef et al. (2009), encompasses all of the interactions that a guest has with a hotel, beginning with the first booking and extending all the way through the feedback that is provided after the guest has stayed there.
Marriott International has been at the forefront of this transformation in the way that people experience different things. The company has more than 8,500 locations that are spread out throughout 138 countries. According to Marriott International (2023), the company places a conscious emphasis on the satisfaction of its customers, as shown by its dedication to delivering high-quality service, introducing innovative technological solutions, and offering incentive programs such as Marriott Bonvoy. New visitor expectations about cleanliness, frictionless services, and sustainability were introduced during the COVID-19 pandemic (Ivanov & Webster, 2020). This transition was accelerated throughout the pandemic.

The purpose of this study is to investigate the ways in which significant factors of customer experience (CX), such as the quality of service, the facilities, and the interaction with personnel, contribute to the satisfaction and loyalty of customers who stay at Marriott Hotels. Secondary research is the only method that is utilised in this study in order to analyse these components by making use of theoretical frameworks that have already been established. Following this, it offers suggestions for enhancing the customer experience strategy employed by Marriott and the hospitality sector as a whole.
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It is important to define the customer experience when it comes to the hospitality industry. According to Schmitt (1999), the word "customer experience" refers to the whole total of a guest's cognitive, emotional, and sensory responses to the services and atmosphere of a hotel's establishment. According to Verhoef et al. (2009), these experiences in the hospitality business extend beyond the actual stay itself and feature pre-arrival communications, emotional evaluations of service, and social interactions. In addition, these experiences encompass the actual stay itself. According to the model of the Experience Economy that was created by Pine and Gilmore (1999), brands that offer their customers experiences that they will remember are more likely to produce higher levels of consumer engagement and long-term loyalty.
Marriott incorporates this idea by creating brand-specific experiences that are immersive across all of its hotel categories. As a result, the company is able to tailor its offers to a variety of market segments.

[bookmark: _Toc199019443]The degree to which the guests are satisfied with the quality of the provision
Quality of service remains a crucial component of customer experience (CX), which stands for customer satisfaction. In the year 1988, Parasuraman and his colleagues developed the SERVQUAL model, which is a strategy for evaluating service performance that takes into account five different characteristics. Concretes, dependability, responsiveness, assurance, and empathy are some of the aspects that fall under this category. Marriott has maintained a high level of performance in J.D. through its consistent efforts. The fact that the organisation is committed to these qualities has been demonstrated by the hotel satisfaction index that Power (2023) has developed.
Wu and Liang (2009) highlight the fact that the experiential value of luxury hotels, which encompasses aspects such as ambiance, sensory design, and personnel civility, significantly contributes to the amount of satisfaction that visitors experience during their stay. The implementation of these aspects is accomplished through the inclusion of premium in-room amenities, attentive staff, and carefully selected local activities that are provided by Marriott.
[bookmark: _Toc199019444]The Characteristics of Employees 

When it comes to the emotional side of the hospitality experience, it is not uncommon for the behaviours of staff members to have an impact on the encounter. Furthermore, Kim and Ok (2010) argue that service staff members who demonstrate empathy and cultural knowledge are able to develop deeper relationships with visitors. This is because they are able to better understand the visitors' perspectives. In accordance with the "Spirit to Serve" culture that Marriott has established (Siguaw & Enz, 1999), the company encourages its employees to go beyond providing scripted service and to engage in genuine engagement. One of the ways in which Marriott supports this concept is through the culture that it has created.
The authors Kandampully et al. (2018) underline the fact that emotional loyalty is produced when hotel employees make important human contacts, which eventually leads to repeat business and advocacy for the hotel.
[bookmark: _Toc199019445]Amenities and physical environment

Additionally, the layout of the rooms, the availability of wellness services, and the accessibility of digital tools are all crucial aspects to consider. According to Wu and Ko (2013), the incorporation of tangible characteristics is significant for both the initial impressions that are formed and the perception of value that is received. Through the availability of digital room controls, ecologically friendly toiletries, and flexible and adaptive working settings, Marriott is able to improve the quality of these encounters.
According to the findings of a study that was conducted in 1999 by Payne and colleagues, the relational marketing efforts of the brand are supported by physical elements, which in turn strengthens the whole service experience.
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It is only under circumstances in which the client's experiences exceed their expectations that customer pleasure can lead to loyalty (Oliver, 1999). In their study from 1994, Dick and Basu found that the major variables that create customer loyalty are positive attitudes, perceived value, and passion to the brand. It has been said by Liu and Mattila (2017) that the Bonvoy program that Marriott provides helps to create this relationship by delivering personalised awards, upgrades, and a variety of emotional benefits.
There is a huge impact that online review platforms like TripAdvisor play in maintaining the trust of consumers and affecting the decisions that they make regarding their purchases. The findings of the study that was carried out by Filieri et al. (2015) revealed that consistent positive reviews have the power to build guest loyalty by constructing a sense of perceived reliability and trust to the customer.
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For the purpose of this inquiry into the connection between customer experience and happiness and loyalty at Marriott Hotels, a secondary research approach and observation through my hotel placement has been utilised. This implies that the analysis is based only on data that is easily accessible to the general public as well as papers from academic literature. Chaffey and Ellis-Chadwick (2019) state that this method makes it possible to process validated findings while simultaneously avoiding the ethical concerns that are associated with the collecting of original data. Therefore, this method is advantageous.
These are some of the sources included:
· Journals that are evaluated by other academics
· (Marriott International, 2023) 
· Information regarding corporate and environmental sustainability reports from Marriott International
· Statista and J.D. are two examples of journals that are published within the sector
· Analysis of trends in the hospitality business according to respected sources (for instance, Deloitte, 2022)
· The content that was developed by users and contributed by customers on TripAdvisor
For the purpose of organising the study, a technique called as thematic analysis was utilised. The customer experience (CX) can be split down into fundamental concepts, which include emotional connect, service excellence, and facilities. These core ideas are derived from three different models: the SERVQUAL model, which was developed by Parasuraman et al. in 1988; the Experience Economy model, which was developed by Pine and Gilmore in 1999; and the Expectation Confirmation Theory, which was developed by Oliver in 1999. It is via the utilisation of this structure that a coherent connection between theory and Marriott's practice is established.
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Political
Legal provisions concerning visas, employment law, and international data protection rules, such as the General Data Protection Regulation (GDPR), have an effect on the activities that Marriott conducts all over the world. According to Cavusgil et al.'s research from 2020, these aspects have an effect on the method in which activities pertaining to customer experience and personalisation are placed into action. In order to provide an example, data privacy regulations are responsible for establishing the boundaries that surround the manner in which customer preferences are maintained and utilised in loyalty programs.

Economic
The current state of the economy has a direct impact on the demand for hospitality services, which is something that is expected to continue. According to Statista (2023), when the economy is in a downturn, customers become more price-conscious, which enhances the significance of perceived value. This is observed in the context of the economy. Marriott has responded to the crisis by expanding its mid-tier brands, including as Courtyard and Fairfield, which are also inside the Marriott portfolio. In addition, Bonvoy gives customers who are concerned about their spending the opportunity to get access to premium experiences through the use of points, as stated by Marriott International (2023).

COVID-19 also accelerated the trend towards flexibility in booking and cancellation regulations, which is today a crucial component of customer experience, according to the research that Ivanov and Webster conducted in 2020.

Social
Customers in today's market sector place a great value on diversity, sustainability, and ethical business practices in corporations. Sixty-six percent of millennials and members of Generation Z who travel choose businesses that are reflective of their values and principles, according to research that was carried out by Deloitte in the year 2022. Marriott's Corporate Social Responsibility (CSR) Report from 2023 states that the corporation integrates actions that promote inclusivity and environmental sustainability into its brand image. Buildings that are beneficial to the environment and travel promotions for LGBTQ+ people are just two examples of these projects.
The findings of Kandampully et al. (2018) indicate that these social values are linked to a higher level of emotional involvement and loyalty to product brands.

Technological
Personalisation and simplification of processes have become feasible as a result of the development of technology. The mobile application that Marriott provides features support for digital check-in, mobile key, and service requests, among other features. It has been suggested by Chaffey and Ellis-Chadwick (2019) that hotels that implement artificial intelligence and customer data analytics are able to give a more satisfying experience for their guests.
TripAdvisor (2023) reviews, on the other hand, show that there is a significant amount of variation in the manner in which digital services are provided throughout Marriott properties. This may have a negative impact on the customer's perception of the company. Standardising the digital experience is the most important thing that needs to be done.
It is necessary, as stated by Siguaw and Enz (1999), for digital innovation to be supported by a solid service culture to ensure that technology complements human engagement rather than replacing it.
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According to the findings of this research, the quality of the customer experience has a direct bearing on the level of satisfaction and loyalty that guests have in the hotel industry. When it comes to Marriott Hotels, the satisfaction of the customers is driven by vital components such as the sympathy of the staff, the reliability of the service, and the exceptional amenities that are provided. Through the utilisation of emotional connection and individualised loyalty rewards, there is an extra method that may be utilised to increase loyalty. On the other side, secondary data calls attention to areas that might be improved, such as the standardisation of digital tools and the preservation of service consistency across worldwide assets. These are examples of areas that could be enhanced further. Whether or not Marriott is able to successfully integrate technology with human-cantered service, as well as include social principles and sustainability into the design of its visitor experiences, is a critical factor in determining the company's level of success. Through the application of these strategies, it will be possible to attain long-term competitiveness as well as greater emotional loyalty from customers.
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1.Standardising training and service protocols across the globe is the first step that needs to be taken.
In order to solve the problem of inconsistent service, Marriott ought to put into action a unified training strategy that takes into account the many cultures that exist. Based on the findings of Kim and Ok (2010), it is recommended that the emotional aspect of customer experience (CX) be enhanced by putting an emphasis on emotional intelligence, active listening, and problem resolution.
2. Increase the use of predictive personalisation in more contexts.
It is possible for Marriott to make use of the data provided by Bonvoy in order to make predictions about the preferences of guests. This would enable the corporation to provide personalised room settings, welcome items, and suggested services. Payne et al. (1999) highlight the necessity of employing relationship marketing technology in order to support the personalisation of services and the development of client retention. This is done in order to improve customer retention.
3.Make real-time feedback systems more effective by increasing their efficiency.
As a result of the introduction of feedback options into the mobile app of Marriott, visitors can immediately report any issues that they encounter or show their gratitude. Siguaw and Enz (1999) state that the real-time recovery of service failures is a crucial factor in enhancing both trust and satisfaction. This is because the recovery of service failures occurs.
4. Individual guests should be provided with an experience that incorporates eco-friendliness.
Not only is it not sufficient for sustainability to be a back-end activity, but it should also be a visible component of the journey that guests undergo. There should be more emphasis placed on ecologically friendly activities by Marriott during check-in, through the mobile app, and during interactions with guests while they are in their rooms. In the year 2022, Deloitte forecasts that customers will show a growing preference for products that explicitly demonstrate their commitment to sustainability.
5. Take measures to guarantee that every single property possesses the same level of technological uniformity.
Despite the fact that flagship properties offer seamless digital experiences, lesser locations do not achieve the same requirements. Statistics from the year 2023 indicate that inconsistencies in technological advancements are detrimental to confidence. It is necessary for Marriott to ensure that all of its hotels comply to the same technology specifications in order to meet the expectations of modern visitors.
6. The telling of stories and the giving of recognition through recognition are two ways to increase emotional loyalty.
The possibility of guests becoming advocates increases when their emotional needs are met, as this increases the likelihood that they will become advocates. Digital storytelling and the provision of milestone commemoration (such as birthdays and anniversaries) are two methods that the Marriott firm can implement in order to deepen the connection that customers have with the Marriott brand (Kandampully et al., 2018).
Through the implementation of these concepts, Marriott will be able to continue to hold its position as the industry leader in terms of offering customers with experiences that are not only one of a kind but also meaningful and successful in developing loyalty.
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