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An analysis of Customer Experience on customer loyalty: A case study of Delta Hotels by Marriott in Swindon, UK

Abstract
This research project investigates the significance of customer experience in building customer loyalty within the hospitality industry, using a case study of Delta Hotels by Marriott in Swindon, UK. This project evaluates how loyalty benefits like room upgrades and discounts influence guest satisfaction and retention and compares guest and staff views on the effectiveness of these programs. 
The study employs qualitative and quantitative methods to acquire a broad insight of customer loyalty. Key factors identified include semi-structured interviews, loyalty programs, analysis of social media posts, Net Promoter Score (NPS), and retention rates, all of which significantly influence guest experience and their decision to return to the Hotel. Netnography examines online discussions, reviews, and social media content, shedding light on customer experience and loyalty. The research also analyses the internal and external factors that can guide the customer experience via SWOT and PEST analysis to identify strategies for improving customer retention. Competitor analysis further explores how other hotels’ strategies contribute to their success in the competitive landscape. This research project emphasizes the reflective analysis during the placement period using the Gibbs reflective model, allowing the researcher to better understand customer service and the elements influencing customer loyalty. 
Additionally, factors such as the ability to quickly address guest needs, personalised attention, and problem-solving are proven to improve guest satisfaction and improve the probability of repeat visits. Effective communication and the emotional connection with personalised care strengthen guest attachment to the hotel brand. The study also highlights the role of sustainability practices, eco-friendly initiatives, and pet-friendly amenities in boosting guest retention. Hygiene and hotel maintenance were identified as significant factors affecting guests' overall perception of their experiences. Technological integration, while executed flawlessly, is particularly effective when coupled with referral and family packages. 
The research concludes that customer experience is a multifaceted concept with a profound impact on customer loyalty. It suggests that hotels should focus on these dimensions to foster lasting relationships with their guests and secure long-term success in a competitive market.
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Customer experience is key to driving the development of customer loyalty, particularly in the hospitality industry. As competition intensifies, hotels must focus on delivering exceptional experiences that foster repeat business and long-term customer relationships (Bardukova, 2023). The Delta Hotels by Marriott in Swindon serves as an ideal case study to explore how customer experience influences loyalty. 
The Delta Hotels by Marriott is strategically positioned in Swindon, a key town in the Southwest of England. Built in 1988 (Business Travel News, 2025). It is part of a well-established hotel chain known for providing high-quality accommodation and exceptional guest services for business and leisure travellers. Guest satisfaction appears as an intermediary between perceived experience and customer reliability. Therefore, the global economic contribution 2019 of travel and tourism was valued at approximately $9.5 trillion USD. Leisure travel expenditure accounted for $4.715 billion USD that same year (Lock,2020). Additionally, the hotel sector generated revenue of around $383.1 billion USD during 2019-2020, with projections suggesting a combination of yearly growth rate (CAGR) of 4.1% for 2020 (Statista, 2019). 
Delta Hotel offers modern amenities, comfortable rooms, and convenient facilities to a diverse customer base, including corporate groups, tourists, and loyal customers. The Delta Hotels by Marriott in Swindon is a four-star, mid-range hotel that provides various facilities, including a conference room, Cast Iron restaurant and bar, swimming pool, spa, and fitness centre. It also features one of the largest leisure clubs in the Swindon area (TripAdvisor, 2025) to enhance the overall guest experience with an enjoyable stay that encourages repeat visits. 
Customer loyalty fosters brand advocacy, acting as a powerful and cost-effective marketing resource. Loyal customers turn into credible promoters on social media, easily inspiring family, friends, and prospective customers to get on board (Kandampully, Zhang & Bilgihan, 2015). As a part of its service offerings, Delta Hotels by Marriott implements a loyalty program designed to reward returning guests, offering benefits such as room upgrades, discounts, and exclusive services. It is a newly renovated, family-friendly hotel (Delta Hotels, 2025).
The primary plan of this project is to thoroughly assess the customer experience linked to hotel loyalty programs, using the Delta Hotels by Marriott in Swindon as a case study. The placement experience at the Delta Hotel provides valuable insights into how the hotel's loyalty initiatives are executed and perceived by customers, making it an ideal setting for examining the connection between loyalty programs and overall guest satisfaction, repeat visits, and long-term customer relationships. This research evaluates the guest experiences on a broader perspective by using qualitative and quantitative methods, SWOT and PEST analysis, Netnography competitor analysis and reflective analysis.
Therefore, this research will assess the role of loyalty programs and analyse the loyalty benefits, such as room upgrades and discounts, to identify the value. Moreover, investigates the key moments that impact customer loyalty and compares the guest and the staff’s perspective regarding the effectiveness of guest loyalty to encourage customer retention.
[bookmark: _Toc191844279]Literature review
The idea of customer experience and its connection to hotel loyalty programs has emerged as a substantial area in hospitality management, reflecting the industry's ongoing effort to improve customer retention and satisfaction. Customer experience encompasses all experiences of guests in a hotel, from reservation to departure. It includes tangible aspects like room quality and amenities, as well as intangible elements such as service quality and personalisation (Kim, Lee, Jones & Han, 2023). As competition in the hospitality industry intensifies, grasping guest experiences and loyalty becomes essential. Below are key points that outline the critical analysis that synthesises the recent literature on customer experience in hotel loyalty programs, to identify the key points, analyse the research and identify gaps in the current body of knowledge that warrant further exploration.
Comprehending customer experience within the hotel setting
Customer experience is fundamental to building brand reputation and customer loyalty, as it shapes perception to create a positive and memorable experience. A positive experience encourages guests to return, while a negative one may lead to dissatisfaction and poor reviews. Room quality, facilities, amenities, and emotional aspects, for instance, service quality and personalisation, added to a dynamic and evolving experience (Veloso & Suarez, 2023).
In hospitality, the service experience is often categorised into two primary components- customer satisfaction and service quality. The levels of service quality refer to the hotel’s ability to meet and exceed guest expectations (Rao & Sahu, 2013). However, satisfaction alone does not always lead to loyalty. Scholars argue that loyalty is not simply the result of satisfactory experiences but rather the outcome of a combination of satisfaction, trust, and emotional attachment (Ladhari, 2009). Emotional loyalty is a vital component, as it often overrides rational decisions based solely on rewards.
Hotel Loyalty Programmes and Their Influence on Customer Experience
Hotel loyalty programs aim to foster customer loyalty by providing rewards, such as points, discounts, and elite services for customers who frequently stay. The hotel industry has increasingly turned to loyalty programs as a strategic apparatus to maintain guest engagement and boost retention rates. Historically, loyalty programs were structured around transactional elements, where customers accumulated points based on their spending. However, contemporary loyalty strategies have evolved to integrate experiential rewards that enhance the overall customer experience (Xie & Chen, 2014).
Research shows that the mere existence of a loyalty program does not guarantee loyalty. To be effective, loyalty programs must resonate with the customer's preferences and expectations. As Huang & Chen (2010) suggest, the perceived value of rewards is more important than the rewards themselves. For example, guests may appreciate personalized upgrades, tailored services, or exclusive access to amenities more than just discounted rates. In contrast, basic reward programs that focus purely on discounts or points accumulation may fail to build emotional attachment and long-term loyalty (Tanford, shoemaker & Dinca, 2016).
Furthermore, loyalty programs that focus on customer-centric benefits, such as recognition and personalized services, contribute more effectively to emotional loyalty than transactional ones. Loyalty programs that do not acknowledge the guest as an individual may result in customer indifference or even dissatisfaction (Lo, Chen & Co, 2017). Therefore, a comprehensive customer experience strategy should integrate the emotional benefits of loyalty programs rather than focusing purely on transactional gain.
Loyal customers provide hotels with a steady revenue stream, reducing acquisition costs and increasing profitability. They likewise act as brand ambassadors, suggesting the hotel to others and writing positive reviews online.
The Role of Personalisation in Enhancing Loyalty
One of the most significant developments in modern hotel loyalty programs is the integration of personalization. Personalization refers to tailoring the guest experience based on individual preferences, behaviours, and past interactions. The responsibility of personalisation in improving customer experience and loyalty cannot be exaggerated. Studies by Vinod (2022) and Lei et al. (2024) demonstrate that customised experiences, such as tailored room settings, targeted offers, and attention to guest preferences, lead to higher satisfaction levels and increased loyalty.
Personalization in loyalty programs allows hotels to cater to guests’ specific needs, whether through recognising repeat guests, offering room upgrades based on past preferences, or providing exclusive offers that align with their interests. Personalized service not only improves the guest experience but also fosters a deeper emotional connection, reinforcing brand loyalty. This connection, often referred to as emotional loyalty, creates a stronger bond between the guest and the hotel brand, making guests less sensitive to competing offers and more likely to return (Zhang, Ma, Li & Singh, 2021).
However, personalisation comes with challenges, especially regarding privacy concerns. Guests may be apprehensive about how their data is collected, stored, and used by hotels. In the age of digitalisation, where data privacy concerns are paramount, hotels must balance personalisation with transparency and respect for guest privacy (Bhuiyan, 2024). Clear communication about data usage, along with robust privacy policies, is essential to ensure guests feel comfortable engaging with loyalty programs.
Emotional Loyalty and Its Significance
Emotional loyalty is a crucial determinant of long-term customer retention. Unlike transactional loyalty, which is based on the exchange of rewards for repeated business, emotional loyalty reflects a deeper attachment to the hotel brand. This form of loyalty goes beyond the exchange of tangible rewards and is based on emotional connections, such as trust, appreciation, and satisfaction with the overall service experience (Barsky & Nash, 2002).
Studies have shown that emotional loyalty is a powerful driver of guest retention. Lahari (2009) found that guests who feel emotionally connected to a hotel are less likely to switch to competing brands, even when faced with better offers or rewards. This suggests that emotional engagement, often facilitated by personalised services and high-quality experiences, is a stronger predictor of loyalty than transactional factors alone. Creating positive emotional experiences through service excellence, attentive staff and individualised care helps cultivate emotional loyalty, which is more resilient and sustainable in the long term (Adly, Souiden & Khalid, 2024).
However, despite the growing recognition of emotional loyalty, there is still limited research into the specific emotional triggers that influence loyalty in the hotel context (Lee et al. 2014). For instance, what emotions (such as trust, pride, or happiness) have the most significant impact on fostering loyalty? Understanding these emotional triggers can help hotels design loyalty programs that resonate deeply with guests.
The Impact of Technology on Customer Experience and Loyalty
Advancements in technology have dramatically reshaped customer experience in the hospitality industry. Mobile apps, online booking systems, and artificial intelligence (AI) are now integral to loyalty programs, providing guests with seamless and customised experiences (Tung and Law, 2017). Mobile applications allow customers to track points, make bookings, request services, and receive real-time updates, which enhances their overall experience (Jeon et al., 2020). AI, through sophisticated algorithms, enables hotels to analyse customer data and anticipate preferences, offering more personalised and timely services (Lee & Lee, 2020).
However, technology’s role in customer experience and loyalty is double-edged. On one hand, it provides efficiencies and opportunities for customisation. On the other hand, it can detract from the personal, human touch that guests value (Wang et al., 2015). For example, guests may feel that interactions with a hotel are too impersonal if technology is overused, leading to disengagement. Additionally, the reliance on guest data to personalize experiences raises concerns about data privacy, which may undermine trust in the hotel’s loyalty program (Chiang & Trimi, 2020). Therefore, hotels must find a balance between leveraging technological innovations and maintaining personalized, face-to-face interactions that make guests feel valued (Kim et al., 2020).
Identifying Gaps in the Literature
While substantial research has been conducted on customer experience and hotel loyalty, several gaps remain in the existing literature:
Most studies focus on the general hotel customer base, with limited research exploring how loyalty programs and customer experience differ across specific segments, such as business vs. leisure travellers or younger vs. older guests. Tailoring loyalty programs to these segments is crucial for effectiveness (Nobar, Rostamzadeh,2018).
Moreover, Loyalty programs are cross-sectional, offering a snapshot of customer behaviour at a specific moment. Howat and Assaker (2013) argued that while gratified customers are more likely to be trustworthy, not all reliable clients are necessarily convinced. Longitudinal studies are research investigations that involve repeated observations of the same variables over an extended period. 
While emotional loyalty is recognised as an essential factor, there is a limited in-depth exploration of the specific emotional triggers that influence loyalty in the hospitality sector. A hotel’s financial performance depends on guest loyalty and their experiences (Mayo, Khalifa & Aye, 2019).
Although technology is key in enhancing loyalty programs, its long-term impact on customer experience and loyalty remains underexplored (Bhatti, Alawad, 2023). Research on how technological advancements shape guest behaviour over time, especially regarding privacy concerns, is needed.
[bookmark: _Toc191844280]Methods
The methodology section provides an overview of the methodological approach used in 'Case Study of Delta Hotels by Marriott', supported by multiple academic and online sources, including journals, books, articles, government websites, blogs, and newspapers from November 2024 to March 2025 to outline its limitations, advantages, and associated techniques. Furthermore, this section should also discuss other key methods, such as mixed methods, Netnography, SWOT, PEST analysis, Competitor Analysis (Price vs Quality), and reflective analysis.
A mixed-methods approach considers combining qualitative and quantitative data collection. However, semi-structured interviews with hotel managers, marketing executives, and guests will be conducted to understand how loyalty programs are implemented and their impact on the qualitative methods (Verma & Chandra, 2016). According to Streefkerk (2019), gathering groups of guests to discuss their experiences and perceptions. A common theme, such as the significance of service personalisation, the impact of rewards programs and the guest’s expectations, can be revealed from this discussion. Analysing social media posts to understand the guest sentiment. This helps to capture the emotional and subjective aspects of loyalty. 
In quantitative methods, surveys will be administered to hotel guests to gauge their perceptions of customer experience and satisfaction with the loyalty program. The Net Promoter Score (NPS) determines customer loyalty by asking guests how likely they are to recommend the hotel to others, typically on a scale from 1 to 10 (Baquero,2022). Additionally, measuring customer retention and loyalty program participation rates will explore the frequency of hotel stays, satisfaction with loyalty rewards, and stimulus of personalised services on repeat visits. Also, using the SWOT and PEST analysis to understand the internal and external factors that create strategies that proactively contend with the challenges of the hotel (Enz & Cathy, 2012). SWOT helps to understand the hotel's strengths and weakness, compare it with the competitors and helps to identify opportunities and threats. PEST analysis investigates external factors political, economic, social, and technological that help identify risks and opportunities while offering a broader perspective on the hotel operating environment. Offering exceptional customer service is essential to building loyalty, which builds trust (Freedman, 2024).
Competitor analysis is used in this project to identify competitors, understand their strategies, analyse their websites, and compare price and quantity to conduct market research and make an action plan to identify ways to outperform competitors (Enz & Thompson, 2011).
Moreover, in Gibbs's reflective analysis, there are 6 stages for examining any experiences (Rosell, 2014). Reflective analysis is used in this project to account for a personal account of professional observations and experience, providing a comprehensive discussion of relevance and application to understanding the diverse extents of customer experience that influence customer loyalty behaviours, including repurchase intentions, advocacy, and retention. 

In this research project, netnography is used to analyse the data collected from online sources and draw a cost-effectively conclusion (Kozinets,2019). These methods provide a brief idea of expectations people have from a service. 
A Netnography focused on customer loyalty at Delta Hotels by Marriott Swindon would involve analysing online discussions, reviews, and social media content to understand customer experiences and how they influence repeat business and long-term loyalty. This type of research would aim to capture both the emotional and practical factors that drive customers to come back to the hotel or suggest it to others.
Social Media and Brand Sentiment (Customer Interaction on Social Media Platforms)
Loyal customers express their continued patronage on social platforms like Facebook, Instagram, and Twitter. Positive feedback often includes appreciation for the hotel’s consistency in service and comfort. These guests share their positive memories, from family vacations to relaxing stays, which helps the business grow (Jesus,2023).
Loyal customers may share photos, comments, and tags related to their stay, highlighting the hotel’s lasting appeal (HotelLink,2024). Hashtags, such as #DeltaMarriottSwindon, reflect how engaged these customers are with the brand, as hashtags are used for customer engagement and help boost customer loyalty (Dar, Gad & Magdy, 2024).
A small subset of loyal customers may express frustration if they feel that the level of service or quality has declined. These complaints might focus on the lack of unique offers, small price increases, or maintenance issues (Chen & Tabari,2017).
Customers who post frequently and tag the hotel may feel an intense sense of loyalty and connection to the brand. Their consistent online engagement translates to positive brand recognition, which boosts repeat business.
Online Reviews (Customer Testimonials on OTAs)
Reviews indicate that members of Marriott’s Bonvoy loyalty program often highlight the rewards they receive, such as room upgrades or early check-ins, which can contribute to customer loyalty. Guests who enjoy such benefits often express a desire to return due to the personalised experience and tangible rewards from the loyalty program (Mizerak, 2024).
Long-term guests help to boost the hotel’s success. Customers mention having stayed at the hotel multiple times and suggest that their loyalty is tied to the excellent customer service they consistently experience, especially from long-standing staff members (Tripadvisor, 2024).
Negative reviews can harm the company's success. Loyal guests have pointed out that while they enjoy the overall experience, there have been occasional inconsistencies in service or room conditions, such as issues with room maintenance (Reddit,2023). This can sometimes hinder loyalty if their expectations are not consistently met.
Loyal customers are often repeat visitors who have experienced the benefits of the Bonvoy loyalty program. However, maintaining consistency in service quality and room conditions is crucial for ensuring long-term loyalty.
Travel Forums and Blogs (Online Travel Communities)
Loyal guests share detailed accounts of their stays, often comparing their experiences at Delta Hotels by Marriott Swindon with other hotels in the region. They frequently cite specific hotel features, like family-friendly amenities, as reasons for their loyalty (Leff, 2025).
Customer Service and Personal Connections are where loyal guests mention the personal connection they have built with the staff, which serves as a critical element in building customer loyalty (Cvent,2020). Positive experiences with staff who remember guests or go out of their way to help lead to elevated levels of emotional loyalty.
Guest Recommendations are important. Regular visitors to the hotel often suggest it to groups and family, suggesting that the sense of comfort and familiarity encourages word-of-mouth referrals (Jayawardena et al., 2023). Long-term customers frequently indicate that the brand’s reliability, particularly during stressful times (e.g., business travel and family vacations), fosters their loyalty (Brown,2023).
Loyal customers often value emotional connections with staff and enjoy personalized experiences that make them feel valued, such as remembering their preferences or making special accommodations. These connections help strengthen loyalty.
Loyalty Program Feedback (Marriott Bonvoy Program)
Guests expressed their satisfaction through the Marriott Bonvoy rewards program, members earn points redeemable for upgrades, free nights, and additional rewards (Marriott Bonvoy,2025k). Loyal members frequently return to Delta Hotels by Marriott Swindon because the rewards program adds tangible value to their stays.
Therefore, members often express pride in being part of an exclusive group with benefits that enhance their overall hotel experience (Burgees, 2025). As Bonvoy members often have access to additional privileges like premium check-in and access to lounges, these benefits increase the likelihood of repeat visits.
The Marriott Bonvoy loyalty program plays a significant role in retaining customers and increasing repeat visits. The exclusivity and rewards offered create a sense of belonging, which enhances customer loyalty.
Emotional Loyalty and Brand Advocacy
Guests who have enjoyed their experiences at Delta Hotels Swindon often share their loyalty on social platforms, blogs, or in personal conversations. These customers become advocates, recommending the hotel to others, and sharing their positive experiences in a personal way. Their advocacy not only strengthens their bond with the hotel but also builds a broader loyal customer base through social influence (Solis, 2018). So, understanding the guests is especially important to analyse their behaviours as all guests are not same. Consider segmenting the audience into groups and offering tailored rewards to each group.
Long-term visitors also post about extraordinary events at the hotel (weddings, conferences, anniversaries), which shows a deep emotional investment in the hotel brand. Their loyalty is tied to the experiences they associate with milestones (EPR, 2024).
Insight: Emotional loyalty is intricately linked to how well the hotel makes guests feel valued and appreciated. Personal milestones and memorable events play a significant role in strengthening this type of loyalty.
The Netnography of customer loyalty at Delta Hotels by Marriott Swindon reveals that loyal customers often return for the consistent service, personalised experiences, and rewards offered through the Marriott Bonvoy program. Emotional connections with staff, positive experiences, and a sense of being valued are crucial factors that drive repeat business besides constructive word-of-mouth referrals (Jayawardena et al., 2023). Nevertheless, consistency in service quality and maintaining the appeal of the loyalty program are vital. Ensuring the hotel consistently meets the expectations of returning guests, especially regarding room quality, service, and benefits, will help maintain long-term loyalty and positive advocacy. Making the program easy for all guests to use.
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[image: ]Delta Hotels by Marriott, Swindon, is a family-friendly hotel on the edge of the Cotswolds, offering contemporary accommodations and amenities (Marriott Bonvoy,2025). Swindon is a historic town in Wiltshire, England, known for its rich industrial heritage and proximity to the Cotswolds, an area of outstanding natural beauty. The town offers a blend of cultural attractions, shopping centres, and scenic countryside. This makes it an attractive destination for both leisure and business travellers.
Delta Hotels is a brand under Marriott International, a leading global hospitality company. As of 2023, Marriott International operates 8800 properties across more than 30 brands in 139 countries and territories (Marriott International, 2023). As Delta Hotels by Marriott is part of Marriott International, it awards points to its guests for stays, rentals and experiences that help its guests receive benefits such as late checkout. Guests can redeem their points for flights with Marriott’s airline partners (Arranz, 2024).
The hotel is just off the M4 motorway, approximately 1 mile from downtown Swindon (Travel Weekly, 2025). Guests can enjoy an indoor pool, fitness centre, tennis courts, and beauty salon. The on-site Cast-Iron Restaurant and Bar offers a variety of dining options (Booking.com,2025). Additionally, the hotel features nine meeting rooms with a total event space of 440 square meters, accommodating up to 831 people (Meetings-conventions,2025). 
However, while Marriott International employs globally, with over 1000 job listings across various positions within the Delta Hotels brand (Indeed, 2025), the company’s staffing levels, and turnover rates are not publicly disclosed.
[bookmark: _Toc191844282]Findings

SWOT Analysis
[image: ] According to CIPD (2024), a company’s competitiveness can be assessed using its strengths, weaknesses, opportunities, and threats in alignment with the organisation's goals. An overview of the SWOT analysis is provided below.
Strengths
Renovated facilities: The hotel has undergone significant renovations, enhancing its appeal to guests seeking modern accommodations (Parker, 2024).
Family-friendly Amenities: With spacious family rooms and a dedicated kids’ menu at the Cast Iron Grill, the hotel caters well to families (Food Standards Agency, 2023).
Prime Location: The hotel's proximity to attractions like the Swindon Designer Outlet and the Cotswolds Water Park makes it a convenient base for exploring the region (Expedia, 2025).
Weakness
Dependence on Marriott Brand: As part of Marriott's portfolio, the hotel may face challenges in differentiating itself from other Marriott properties in the area.
Limited Unique Offers: While the hotel offers standard amenities, it may lack unique features that set it apart from local competitors.
Opportunities:
Local Partnership: Collaboration with nearby attractions and businesses could enhance the guest experience and attract a broader clientele (Worksmartpa, 2024).
Sustainability Initiatives: Executing eco-friendly practices could fascinate environmentally aware travellers and align with industry trends. Delta Hotels by Marriott received a certificate from Winnow to minimise 25% of food waste by 2024 (Delta Hotels Swindon, 2025).
Threats
Economic Fluctuations: Economic downturns can impact travel budgets, potentially affecting occupancy rates (DCF, 2025).
Intense competition: The presence of other hotels in the Swindon area poses competitive challenges, especially in attracting guests during peak seasons.
Delta Hotels by Marriott Swindon benefits from its renovated facilities, family-friendly amenities, and strategic location. To maintain and enhance its market position, the hotel should focus on differentiating itself from competitors, exploring local partnerships, and adopting sustainability practices.

PEST Analysis:
Tailoring the PEST analysis can provide insight into external factors that influence Delta Hotels by Marriott Swindon’s operations. Below is a breakdown:

            Political






By understanding these factors, Delta Hotels by Marriott Swindon can develop strategies to mitigate risks and capitalise on opportunities in the ever-changing market.
Competitor analysis
Delta Hotels by Marriott Swindon is a 4-star hotel offering family-friendly accommodations with modern amenities. To assess its competitive position, compare its pricing and quality to nearby hotels in Swindon.
Pricing:
Delta Hotels by Marriott Swindon: Room rates vary depending on the date and room type. For example, rates have been observed starting from approximately $74 per night (Kayak, 2025). 
Leonardo Hotel Swindon: Located about 8 minutes from Swindon station, this hotel offers rooms starting at approximately $59 per night (Travelocity, 2025a). 
Cricklade House Hotel: Situated in Cricklade, approximately 10 miles from Swindon, this hotel offers rooms at around $59 per night (Travelocity,2025b). 
Quality
Delta Hotels by Marriott Swindon: This hotel features newly renovated family rooms, modern amenities, and a prime location near attractions like the Swindon Designer Outlet and the Cotswolds (Marriott Bonvoy, 2025). 
Leonardo Hotel Swindon: Leonardo Hotel offers comfortable accommodations and amenities such as free Wi-Fi, a fitness centre, and an on-site restaurant (Leonardo Hotel,2025).
Cricklade House Hotel: A historic hotel set on 30 acres of grounds, offering traditional rooms and a golf course (Cricklade & Spa, 2025).
Delta Hotels by Marriott Swindon positions itself as a mid-range hotel with modern amenities and a family-friendly environment. While its pricing is slightly higher than competitors, it offers updated facilities and a convenient location near key attractions. Guests seeking a balance between quality and cost may find Delta Hotels by Marriott Swindon a compelling choice.
Reflective analysis
[image: A building with a sign on it

AI-generated content may be incorrect.]As per the Gibbs reflective model (Rosell,2014), a reflective analysis of my placement experience is structured below.
Description
Reflecting on my observation and experience with customer loyalty at Delta Hotels by Marriott Swindon, I can confidently say that the hotel fosters an intense sense of commitment among its guests, driven by both its offerings and the Marriott Bonvoy loyalty program. 
Feelings
During my placement, I noticed the hotel’s ability to consistently provide a comfortable, clean, and welcoming environment. The modern amenities and family-friendly features, such as spacious rooms and an indoor pool, seemed to resonate with many of the guests, particularly families. It was evident that the hotel's location near popular [image: ]attractions and its accessible transport links contributed significantly to repeat visits, especially for guests who were regulars.
Evaluation
In terms of customer loyalty, I observed how the hotel’s affiliation with Marriott helped strengthen the emotional bond among the guests and the brand. Resolute customers who had previously stayed there spoke fondly of their experiences, often mentioning the personalised touches in their service, like staff remembering their preferences and the value they found in the rewards program. These interactions added a layer of trust and satisfaction, which I believe played a huge part in their continued loyalty.(Channel, 2023) 

Analysis
However, there were moments when I noticed areas for improvement. Some guests voiced concerns about room maintenance and small inconsistencies in service quality. Also, one customer complained about the stains on the bed sheets. This might be a potential hurdle for retaining loyal customers in the long term, especially if they expect a flawless experience with each visit. As a guest, I can see how such lapses could influence whether someone would return or suggest the hotel to others.
Conclusion
From my perspective, the rewards offered through the Bonvoy program—such as room upgrades and early check-in- enhanced my overall experience and made me feel valued as a guest. After a tiring journey, when guests saw their room keys were ready, that smile mattered. These small, thoughtful touches contribute to building customer loyalty. The hotel also provided a sense of community and trust, which are key ingredients in creating a loyal customer base.
Action plan
Delta Hotels by Marriott Swindon is well-positioned in the competitive hospitality market, leveraging the strength of the Marriott brand, a solid loyalty program, and a prime location. Delta Hotels by Marriott Swindon has a solid foundation when it comes to customer loyalty, with personalised service, comfortable accommodations, and a sense of brand community. However, to enhance customer loyalty and assert a competitive improvement, the hotel must focus on improving service consistency, addressing maintenance concerns, and embracing emerging trends like remote work and sustainability. Nonetheless, ensuring consistent quality and addressing any service gaps will be critical to maintaining and growing its loyal customer base over time. The experience, though overall positive, highlighted how important diligence and consistency are for retaining long-term customers. Additionally, ongoing attention to economic factors and customer expectations will be key to sustaining its appeal and customer base in the long term (Bailey, Flanegin, Racic, and Rudd, 2009).
 Discussion 
The research presented provides a comprehensive explanation of the factors influencing customer loyalty at Delta Hotels by Marriott Swindon. Studies show a direct correlation between customer experience and loyalty. Guests who have definite experiences are more inclined to return, recommend the hotel, and join its loyalty program. Negative experiences, in contrast, result in lost customers and negative reviews, which can impact brand reputation (Trini, Salim, 2018). The analysis integrates various strategic frameworks, including SWOT and PEST analysis, competitor analysis, and reflective observations, alongside a netnographic study of online customer sentiment and feedback. This critical analysis aims to synthesize the research objectives and explore the implications, limitations, and key areas critical to the hotel’s operations.
Qualitative and Quantitative Analysis
Incorporating both qualitative and quantitative methods helps to uncover the perception and behaviour of guests and the management. The combination of semi-structured interviews, group discussions, and sentiment analysis from social media posts allows for a nuanced understanding of the impact of the loyalty program, service personalisation, and guest expectations on overall satisfaction (Cetin, Dincer, 2013). Service consistency is key to building trust and satisfaction. A training program that emphasizes personalized service and diligence will help ensure that guests feel valued every time they stay.
Through the group discussion and social media analysis, common themes, such as the significance of personalised services, rewards program effectiveness, and guest expectations, will provide actionable insights (Sestino, Amaulli, Peluso & Guido, 2023). For instance, if personalised services are found to be a strong driver of loyalty, the hotel can invest in this area more deeply, adjusting service offerings to better meet guests' needs.
The quantitative aspects provide numerical data to evaluate the success of the loyalty program objectively. They allow for a more comprehensive approach, helping to inform marketing strategies, customer engagement initiatives, and long-term operational decisions (Soltani, Rastegar, Mehr & Azad, 2022). Additionally, NPS, retention rates and participation metrics allow for benchmarking, comparing how well Delta Hotels by Marriott Swindon stacks up against competitors. This is crucial for ensuring that the hotel remains competitive in the market and meets guest expectations.

SWOT analysis and its implications
The SWOT analysis identifies key areas of internal factors that influence Delta Hotels by Marriott Swindon’s competitive position in the market. The hotel's strengths, such as renovated facilities, family-friendly amenities, and its prime location, are in alignment with the competitive advantages emphasized in existing hospitality literature. A renovated environment enhances guest satisfaction by providing modern, appealing accommodations (Hassanien, 2006), which can foster customer loyalty. The hotel’s proximity to local attractions is another key strength, supported by the literature on the location’s impact on customer decision-making and repeat visitation (Ozdemir et al., 2023).
However, the weakness of dependency on the Marriott brand is significant. While being part of a renowned brand offers initial recognition and credibility, it can limit differentiation. As Chen et al. (2022) suggest, hotels within large chains may struggle to develop unique brand identities, which can be a barrier to cultivating a distinctive customer experience. The research also highlights the limited unique offers at Delta Hotels by Marriott Swindon, further exacerbating this challenge. The competitive advantage literature suggests that unique offerings and personalisation are crucial for standing out in a crowded market (Darvishmotevali & Altinay, 2022).
Opportunities for local partnerships and sustainability initiatives are well-supported in the literature. Collaboration with local businesses is a strategic approach that contributes to the local economy while also improving the guest experience (Akarsu et al., 2022). Moreover, implementing sustainability practices has become progressively vital in the hospitality industry, with studies by Emon & Khan (2024) showing that environmentally conscious travellers are more likely to choose eco-friendly accommodations.
The threats of economic fluctuations and intense competition are also valid, as the hotel industry is overly sensitive to external economic conditions (Chen & Chang, 2012). As observed, economic downturns can result in reduced travel budgets, leading to lower occupancy rates. Additionally, competition in the Swindon area poses challenges, as hotels must compete for a limited pool of customers.
PEST Analysis and its Implications
The PEST analysis provides a useful lens to examine the external factors impacting Delta Hotels by Marriott Swindon. Political, economic, social, and technological influences perform a fundamental role in modelling the hotel’s operations. The economic factor, particularly the sensitivity to economic downturns, is well-documented in the literature (Madanoglu & Ozdemir, 2019). Social factors such as changing guest preferences for eco-friendly practices further highlight the importance of sustainability initiatives for long-term success (Jones, Hillier & Comfort, 2016).
Technological advancement also presents both opportunities and challenges. With the rise of digital platforms, customers are increasingly relying on social media and online reviews for decision-making. The importance of digital reputation management and maintaining high-quality guest experiences is underscored in studies by Khan et al. (2025). The hotel’s focus on customer loyalty through the Marriott Bonvoy program aligns with this trend, as loyalty programs are integral to fostering repeat business (Limna, 2023).
Competitor Analysis and Market Position
This section compares Delta Hotels by Marriott Swindon with other nearby hotels. The research shows that the hotel’s position is mid-range, family-friendly, with modern amenities. However, its pricing strategies are at a slight premium compared to its competitors, such as the Leonardo Hotel and the Cricklade Hotel. The existing literature of a well-positioned pricing strategy aligns with customer expectations and market conditions (Zhang, Ye & Law,2011).
The hotel’s pricing, while justified by its renovated facilities and prime location, may deter price-sensitive customers. Conversely, the competitors offering lower rates could attract a different market segment. The literature on pricing strategy in hospitality suggests that differentiation in services rather than just price can be a more effective way of commanding premium rates with service excellence (Dube et al.,2020). 
Additionally, the hotel’s family-friendly positioning is an important differentiator, as the family travel segment is increasingly important in the hospitality industry (Lie et al., 2020). By focusing on families, Delta Hotels can potentially build stronger customer loyalty, as families tend to have higher repeat visitation rates (Kim & Kim, 2020).
Reflective analysis of customer loyalty
This analysis provides valuable insight into the hotel success of customer loyalty at Delta Hotels. The personalised service, including staff remembering the guest preferences and the benefits offered through the Marriott Bonvoy Program, helps to build loyalty (Chen & Tabari,2017). The hotel’s ability to offer a sense of community through the loyalty program has been shown to significantly contribute to trust in long-term loyalty and repeat business success (Morgan & Hunt, 1994).
However, the research also identified areas for improvement, particularly in terms of room maintenance and service consistency. These inconsistencies can erode customer trust, as the hospitality literature stresses that customer expectations must be valued and consistently met for loyalty to be sustained (Gustafsson, 2006). Addressing these issues is essential for safeguarding to extend customer satisfaction and loyalty.
Netnography of customer loyalty
It provides further insight into customer loyalty by analysing online reviews, social media posts, and loyalty program feedback. The findings emphasize the function of emotional loyalty in leading repeat business. Loyal customers often share positive experiences on social media, which can enhance the hotel's reputation and attract new guests (Solis,2018). The importance of emotional connections with staff, as identified in the netnography, aligns with the existing literature on emotional loyalty, which emphasizes the role of personalised service and meaningful relationships in fostering loyalty (Dogru et al., 2023).
The Netnographic analysis also highlights the impact of the Marriott Bonvoy program on customer loyalty. The rewards and personalized benefits offered through the program create a sense of belonging and exclusivity, which is supported by the literature on loyalty programs and their role in customer retention (Burgees, 2025).
However, the netnographic analysis also reveals negative sentiments, particularly concerning service inconsistencies. This highlights the requirement for the hotel to emphasise service quality, as customer loyalty and satisfaction are closely tied to the reliability of service delivery (Khan et al., 2025).
Implications for Hotel operations
The findings of the research have significant implications for the strategies of Delta Hotels by Marriott Swindon. To enhance loyalty and retain a reasonable benefit.
The hotel must find ways to differentiate itself from other Marriott properties in the region. Offering unique, personalized experiences and amenities tailored to specific customer segments, such as families, can help build a stronger brand identity (Ward et al., 2020).
Ensuring consistent service quality and addressing maintenance issues are critical for retaining loyal customers. Service failures can negatively impact customer satisfaction and undermine loyalty (Gustafsson,2006).
Moreover, ensuring sustainability initiatives can not only enhance the hotel's appeal to environmentally conscious travellers but also position it as a forward-thinking brand (Jones, Hillier & Comfort, 2026)
However, the hotel should continue to leverage technology to enhance the guest experience, including improving its digital reputation and utilizing guest feedback to inform operational improvements (Khan et al., 2025).
Limitations and future research
While the research specifies significant insights into customer loyalty at Delta Hotels by Marriott Swindon, it has limitations. First, the study is based on a single hotel, restricting the applicability of the findings to other Marriott properties or the wider hotel industry. Additionally, the netnographic analysis primarily focuses on online content, which may not acquire the full spectrum of customer experience.
Extended research could investigate the relationship between loyalty programs and customer satisfaction across multiple hotel chains or conduct a long-term study to track differences in customer loyalty completed time. External factors such as economic conditions or competitors’ promotions may influence guest satisfaction and loyalty program participation, making it challenging to isolate the impact of the loyalty program itself. Additional research into the role of emerging trends, such as remote work and digital engagement in shaping customer loyalty, would also be valuable. Semi-structured interviews and group discussions depend on participants’ willingness to share honest opinions and may not fully represent the broader guest population. Also, guests who opt to complete surveys may have strong opinions, either positive or negative, which may not fully reflect their overall satisfaction with the loyalty program.
[bookmark: _Toc191844283]Conclusion 
This research provides a detailed analysis of customer loyalty at Delta Hotels by Marriott Swindon, highlighting the importance of service quality, personalised experiences, and loyalty programs in fostering repeat business. Moreover, technology plays a significant role in reshaping customer experiences and loyalty, offering seamless, personalized interactions through mobile apps, AI, and online booking systems (Emon & Khan, 2024). While these technological advancements have the potential to elevate guest experiences, they also raise concerns about the loss of personal touches and privacy issues which can undermine trust (Wang et al., 2015; Chiang & Trimi,2020). Therefore, a balance must be struck between leveraging technology for efficiency and ensuring that the human interface remains an underlying element of the guest experience (Kim et al., 2020).
Also, outstanding alterations in the literature, particularly concerning the segmentation of loyalty programs and the lack of longitudinal studies to measure their long-term effectiveness (Howat & Assaker, 2013). Furthermore, while emotional loyalty is critical, further research is needed to understand the specific emotional triggers that influence loyalty in the hotel sector. By addressing its weaknesses, differentiating itself from competitors and leveraging emerging opportunities such as sustainability, the hotel can enhance its competitive position and strengthen customer loyalty. 
While technological innovations are vital, the longstanding impacts of these advancements on customer experience, loyalty, and privacy remain underexplored (Bhatti & Alawad, 2023), necessitating further research in this area. Addressing these gaps will provide valuable insights gained from this research and provide useful guidance for developing more effective and sustainable loyalty programmes that improve hotel operations and ensure longstanding success in a competitive market.
However, the approach provides comprehensive insights into guest experiences and operational effectiveness, it is important to account for potential biases and ensure that the data gathered is representative of the broader guest population. By focusing on personalisation, refining the loyalty program, and understanding guest sentiment, the hotel can enhance guest satisfaction and loyalty, leading to improved business performance.
[bookmark: _Toc191844284]Practical strategies 
To enhance customer experience and foster loyalty at Delta Hotels by Marriott Swindon, here are the recommendations-
Advanced personalised service and communication
Hotels can send a personalised welcome email or message before guests stay, offering them information about the hotel’s amenities, exclusive offers, or local events in Swindon. Additionally, customer data is used to remember frequent guests and their preferences, such as room type, pillow preferences, and favourite dining options. Personal touches like acknowledging their loyalty upon check-in, will increase customer satisfaction. Incorporate wellness-focused services such as yoga classes, spa treatments, or personalised fitness programs tailored to guests’ needs. Offer loyalty members prompt access or exclusive discounts.
Furthermore, encourage the guests to sign up for Marriott Bonvoy and ensure they understand the benefits of the loyalty program (points, free upgrades, exclusive discounts). Hosting member-exclusive events or experiences at the hotel, like wine-tasting nights or privileged access to local attractions, will further strengthen loyalty.
Exceptional customer service 
Train the hotel staff to offer personalised, alternative services, particularly for loyal guests or members of the Marriott Bonvoy program. Staff can assist with local recommendations, booking activities, and offering special packages such as romantic, adventure or family-friendly ones. Likewise, ensuring that customers' concerns or requests are responded to promptly through in-room service, or the mobile app will improve satisfaction. Offer special rates for extended stays, especially for business travellers, with benefits like a discount on longer bookings, complimentary laundry services, or access to a dedicated workspace. Additionally, extra Marriott Bonvoy points or free upgrades to larger suites.
Collaborate with local businesses to offer exclusive experiences such as discounted tickets to local attractions, tours or experiences that cater to both leisure and business guests. In addition, the hotel could emphasize locally sourced cuisine at the hotel restaurant or offer experiences related to the culture of Swindon to make the stay more immersive.
After the guest checks out, send a personalised message thanking the guest and asking for feedback to improve service. This shows that the hotel values their opinion to help in continuous service improvement. Additionally, send targeted promotions or incentives for future stays to encourage repeat business, such as a special rate for booking within a specific period.
Establish a more rigorous and systematic maintenance checklist process with scheduled checks to proactively address concerns before they impact guests’ experiences. Using guest feedback to address issues quickly, assign a designated maintenance manager to ensure that all are managed promptly and that standards are met.
Meanwhile, hotels can offer pet-friendly rooms if guests travel with their pets, offering accommodations with pet-friendly amenities like pet beds, food bowls, and a small gift for their pet. Additionally, offers special services such as pet-sitting or a dog-walking service for Marriott Bonvoy members with pets.
Sustainability and eco-friendly practices
Promoting sustainability practices such as energy-efficient lighting, water-saving programs, and eco-friendly amenities. Customers value environmentally conscious hotels. Additionally, offer extra points or rewards to guests who participate in eco-friendly practices during their stay, like reusing towels or opting out of housekeeping. Marketing the hotel as green by adopting sustainable practices such as using organic cleaning products, recycling, or offering carbon-offset options, appealing to eco-conscious consumers.
Community engagement and social responsibility with incredible dining experience
Allow guests to participate in or donate to charitable initiatives, like supporting local community projects or environmental causes. Loyalty members could receive bonus points for participating in charity events. Additionally, volunteer events can be organised where guests can contribute to local causes, allowing them to engage with the community while staying at the hotel.
Introducing special, curated dining experiences such as chef’s table dinners, cooking classes, or local food tastings highlighting the region’s cuisine. Also, make it easy for guests to customise meals based on dietary needs. Offer personalised menus or easily accessible nutritional information, offer healthy meal options, provide water solutions throughout the hotel, and even offer in-room wellness kits such as essential oils, yoga mats, and fitness bands.
Introduce Referral and Family Packages
Encourage word-of-mouth marketing and reward loyal customers who refer friends and family to the hotel. Launch a referral program where loyal customers can receive discounts, free nights, or additional Bonvoy points for referring new guests. Making it easy for customer to track their progress by using mobile apps or the websites' dashboard. People love instant rewards. So, offering immediate discounts or bonuses to keep customers engaged and loyal. Moreover, creating family-friendly packages with benefits such as discounted rates for children, family-oriented activities, or group room rates makes it attractive for loyal guests to return with their loved ones. Let the customers know about the loyalty program through email newsletters, websites, social media, and in-store signage. Regularly update the rewards and offer new incentives to keep the program exciting. 
By implementing these strategies, a mix of personalised touches, loyalty initiatives, immersive experiences, and eco-friendly practices, Delta Hotels by Marriott Swindon can create an elevated experience that enhances customer loyalty, encourages repeat visits, and turns guests into brand advocates. By continuously innovating and adapting to guest needs, Delta Hotels by Marriott Swindon can maintain its competitive edge and achieve long-term success in customer retention.
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Government Policies on Tourism and Hospitality: The UK government’s policies on tourism, including funding for tourism projects, hospitality regulation, and visa requirements, can directly impact hotel business. Any changes in government regulations on travel or accommodations could influence demand (Travel & Tour World, 2024).


Brexit Impact: The political landscape following Brexit may affect international travel, with potencial changes in visa requirements, travel restrictions, and trade, which may influence the number of foreign visitors to the UK (Statista, 2024).


Local Regulations: The local government in Swindon may impose taxes or business regulations that affect the hotel's operations, such as health and safety regulations, noise regulations, and local property taxes (Thomas,2025).



Economic


Economic Conditions: Economic downturns or periods of recession can reduce disposable income, leading to fewer travellers and fewer hotel bookings. Conversely, economic growth can increase domestic and international travel, benefiting the hotel (UNIFOCUS, 2024).


Inflation and Costs: Rising inflation can increase operational costs for the hotel, particularly regarding energy, food, labour, and maintenance costs (LHC, 2025). This may lead to higher prices for customers or reduced profit margins.


Exchange Rates: Fluctuations in the value of the pound against other currencies may impact foreign tourism. A weaker pound can attract international visitors, while a stronger pound may discourage overseas travellers (Blengini, 2020).



Social


Changing Travel Preferences: The hotel must adapt to evolving travel preferences, such as the increasing demand for eco-friendly accommodations, sustainable practices, or remote work options such as workstation stays (Karim et al.,2022).


Health and Safety Trends: The COVID-19 pandemic has heightened awareness of health and safety. Ongoing measures like cleanliness, sanitisation, and social distancing may affect guest expectations and operational procedures. Meanwhile, tourist visits are higher than previous year in UK (Statista, 2025).


Demographic Shifts: The changing demographics of tourists, including an increasing number of younger, tech-savvy travellers, may require the hotel to offer services like faster internet, more technology-driven amenities, or social spaces (Lu et al., 2021).



Technological


Online Booking Systems: The hotel must keep up with technology for booking platforms and customer service, offering efficient online check-in and payment methods. The rise of digital nomads and remote workers means the hotel should offer high-quality Wi-Fi and workspaces (Maglione, 2024).


Hotel Management Software: Advancements in hotel management software (for reservations, guest management, and operational efficiency) will help Delta Hotels streamline operations, improve guest satisfaction, and reduce costs (Hospitality Technology, 2012)


Sustainability Technology: Incorporating energy-efficient technologies, such as smart room controls, renewable energy sources, and waste management solutions, can appeal to eco-conscious travellers and align with industry sustainability trends (Shiji, 2024).
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