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Abstract

 
This research explores the effectiveness of the Accor Live Limitless (ALL) loyalty program at Ibis Hotel Nottingham, focusing on its impact on guest satisfaction, retention, and the broader hospitality industry. The study identifies key factors influencing program success, including personalization, staff communication, and digital integration. Findings suggest that while the ALL program is successful in enhancing satisfaction among repeat guests, its impact on long-term retention, particularly for new or infrequent visitors, remains limited. The research offers practical recommendations for improvement, including a more personalized rewards system, enhanced staff training, streamlined digital experiences, targeted marketing campaigns, and integration with hotel services. These strategies aim to foster greater guest engagement, improve program effectiveness, and enhance long-term loyalty, providing a competitive edge in a crowded market.    
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The hospitality industry thrives on delivering exceptional guest experiences, with brand loyalty programs playing a pivotal role in fostering customer retention and enhancing guest satisfaction (Kandampully et al., 2015). Loyalty programs are designed to build long-term relationships with customers by offering rewards and personalized experiences that encourage repeat business, strengthening a hotel's competitive advantage (Tanford, 2013). In an increasingly customer-driven industry, understanding how these programs influence guest behavior is essential for maximizing their effectiveness. 
As a student who recently completed a professional placement at Ibis Hotel Nottingham, part of the globally recognized Accor brand, this research draws upon firsthand observations and practical experiences to assess the impact of the Accor Live Limitless (ALL) loyalty program. The placement provided a unique opportunity to analyze the program in a real-world setting, evaluating its effectiveness in enhancing guest engagement and identifying areas for improvement. 
Ibis Hotel Nottingham is in the heart of Nottingham, a vibrant city attracting both business and leisure travelers. The hotel caters to a diverse clientele, including corporate guests, tourists, and long-term residents, making it an ideal case study for examining the role of loyalty programs in addressing varied customer needs. Through direct engagement with guests and staff, this research explores how the ALL-program influences guest experiences, contributes to customer retention, and aligns with the hotel's operational and strategic goals. 
This study's main aim is to evaluate how brand loyalty programs enhance customer retention and overall performance in the hospitality sector. Specifically, the research investigates whether the ALL program at Ibis Hotel Nottingham successfully fosters guest loyalty, identifies key factors influencing its effectiveness, and recommends practical strategies for improvement. The study follows a structured approach, beginning with a literature review to establish a theoretical foundation, followed by an analysis of qualitative insights gathered during the placement. This methodology ensures a balanced perspective, combining established research with practical industry observations (Saunders et al., 2019). 
By integrating theoretical knowledge with firsthand experience, this research contributes valuable insights into the practical applications of loyalty programs in the hospitality industry. The findings aim to provide actionable recommendations for Ibis Hotel Nottingham while offering a broader understanding of how loyalty programs can be optimized to enhance guest satisfaction and long-term brand loyalty. 
  
Research Aim and Objectives 
  
This study aims to evaluate the effectiveness of the ALL-loyalty program at Ibis Hotel Nottingham and its impact on guest retention and satisfaction. The key research objectives are: 
1. To analyze the role of brand loyalty programs in fostering customer retention in the hospitality sector. 
2. To assess guest perceptions of the ALL program at Ibis Hotel Nottingham. 
3. To evaluate how effectively hotel staff communicate and implement the ALL program. 
By integrating theoretical knowledge with practical insights, this research seeks to answer the central question: How do brand loyalty programs enhance customer retention and overall performance in the hospitality sector? The findings will contribute valuable insights for Ibis Hotel Nottingham and the wider hospitality industry, offering actionable recommendations for optimizing loyalty program strategies. 
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Defining Loyalty program 
  
Loyalty programs have become a critical component in the hospitality industry, significantly influencing customer retention and business success (Kotler, Bowen & Makens, 2017). As competition intensifies, particularly within the budget and mid-range hotel market, businesses are increasingly turning to technology-driven loyalty schemes to enhance customer engagement and brand loyalty (Govers, 2020). This research explores the role of loyalty programs in enhancing guest experiences and loyalty, with emphasis on the integration of artificial intelligence (AI) to improve personalization and customer satisfaction in the hospitality sector. 
  
A broad search for literature was conducted across academic sources, including books, journal articles, and industry reports. Databases such as JSTOR, Google Scholar, and PubMed were explored to identify key scholarly discussions on loyalty programs, consumer behavior, and hospitality marketing. The search revealed foundational works on customer satisfaction (Oliver, 1999), relationship marketing (Morgan & Hunt, 1994), and technological advancements in the sector (Govers, 2020). These sources offer valuable insight into how loyalty programs influence customer behavior and retention. 
The selected literature was assessed based on its relevance to the research topic, credibility, and contribution to understanding the mechanisms of loyalty programs in hospitality. Prioritizing studies on loyalty program effectiveness, technological integration, and consumer behavior in hospitality, the following works were deemed particularly valuable: 
Kotler, Bowen, and Makens (2017) provide a foundational understanding of hospitality marketing, emphasizing the critical role of customer relationships in fostering brand loyalty. Govers (2020) explores the increasing impact of mobile technology and artificial intelligence in enhancing customer loyalty programs, highlighting their transformative potential in the hospitality sector. Oliver’s (1999) consumer satisfaction theory offers key insights into the underlying dynamics of loyalty programs, explaining how satisfaction influences long-term customer commitment. Similarly, Morgan and Hunt’s (1994) Commitment-Trust Theory underscore the significance of trust in customer retention, demonstrating its role as a fundamental pillar of loyalty-building strategies. Also, Bowie and Buttle (2011) examine various hospitality marketing strategies, with a focus on the effectiveness of loyalty schemes in maintaining customer engagement and driving repeat business.  
A study by Liu and Yang (2019) investigates how AI-driven personalization impacts customer satisfaction and loyalty in hospitality contexts. 
Baker and Jones (2016) explore sustainability trends and their link to guest satisfaction and business success. 
  




Key Themes based on literature review 

The literature was organized into four key themes: Loyalty Program Structures, Psychological and Behavioral Aspects of Customer Retention, Technological Integration, and Challenges in Loyalty Programs. 
  
Loyalty Program Structures 
  
Loyalty programs in hospitality are commonly structured into point-based systems, tiered rewards, and subscription models (Kotler et al., 2017). The effectiveness of these programs depends on their ability to provide perceived value and create customer engagement. Reinartz and Kumar (2002) demonstrated that cumulative rewards, especially those tied to personalized services, drive long-term loyalty. Point-based systems, while common, are often critiqued for lacking emotional connection (Bowie & Buttle, 2011). Tiered programs, such as those employed by Ibis and competitors like Premier Inn, provide status-driven incentives that enhance customer commitment (Morgan & Hunt, 1994). Subscription-based models, which offer exclusive benefits for a fixed fee, appeal to high-value customers (Govers, 2020). These models may provide a competitive advantage for Ibis, especially in targeting loyalty-driven guests who prefer exclusive benefits. 
  
Psychological and Behavioral Aspects of Customer Retention 
  
Customer loyalty is driven by emotional attachment, trust, and perceived value (Oliver, 1999). According to Morgan and Hunt’s (1994) Commitment-Trust Theory, customer retention is strongest when businesses foster strong, trust-based relationships. Research by Reinartz and Kumar (2002) found that loyalty programs boost repeat purchases by up to 95% when customers feel that their loyalty is reciprocated. However, satisfaction alone may not be enough; the experience must create a sense of belonging (Govers, 2020). Additionally, a study by Liu and Yang (2019) found that customers with personalized experiences reported significantly higher levels of satisfaction, reinforcing the importance of tailored loyalty rewards in fostering emotional attachment. 
  
Technological Integration in Loyalty Programs 
  
The integration of AI, mobile apps, and data analytics has revolutionized loyalty programs in hospitality. AI allows for highly personalized loyalty offerings based on real-time data, such as customer preferences and behaviors (Govers, 2020). This personalization leads to increased engagement, as guests are more likely to interact with programs that reflect their individual needs (Cooper & Lockwood, 2011). A study by Liu and Yang (2019) found that AI-driven loyalty programs resulted in a 30% higher return rate for customers compared to traditional point systems. Furthermore, mobile applications have become a central feature, allowing customers to track rewards, receive exclusive offers, and complete check-ins via their smartphones (Kotler et al., 2017). However, integrating such technologies poses challenges, including privacy concerns and the need for significant investment in both infrastructure and expertise (Baker & Jones, 2016). 
  
Synthesizing the Literature 
  
The literature on loyalty programs reveals key trends in their design and implementation. A common theme across studies is the importance of personalization, convenience, and perceived value in driving customer loyalty (Oliver, 1999; Morgan & Hunt, 1994). Studies agree that loyalty programs are effective in increasing customer retention when they align with customer expectations (Reinartz & Kumar, 2002; Kotler et al., 2017). However, there is less consensus on the most effective structure, with some scholars advocating for status-based incentives (Morgan & Hunt, 1994), while others emphasize the role of technology (Govers, 2020). Additionally, studies highlight the need for constant innovation in loyalty programs to combat issues such as reward fatigue and to stay competitive in an increasingly crowded market (Bowie & Buttle, 2011). 
This literature review highlights the significant role of loyalty programs in fostering guest retention and enhancing brand loyalty. While loyalty programs have been shown to increase customer engagement, their effectiveness depends on the personalization of rewards, customer satisfaction, and technological integration (Kotler et al., 2017; Govers, 2020). However, challenges such as reward fatigue, privacy concerns, and intense competition require attention. Future research should explore how AI can further personalize loyalty programs, addressing gaps in understanding generational differences in loyalty preferences and the specific needs of budget hotel brands like Ibis. By embracing technological advancements and refining loyalty offerings, Ibis can enhance its customer retention efforts and stay competitive in the evolving hospitality landscape. 
  
  Methods

 
This study research employs a mixed-methods approach to analyze the role of brand loyalty programs in fostering customer retention within the hospitality sector. A combination of primary and secondary research methods is used to gather comprehensive data on the ALL (Accor Live Limitless) program at Ibis Hotel Nottingham. 

Primary Data Collection
 
To assess guest perceptions of the ALL program at Ibis Hotel Nottingham, structured surveys and semi-structured interviews will be conducted with hotel guests. Surveys will be designed to measure customer satisfaction, program engagement, and the perceived benefits of ALL membership. Semi-structured interviews will provide deeper insights into guests' experiences and expectations (Saunders, Lewis & Thornhill, 2019). 
Additionally, direct observation from my placement at Ibis Hotel Nottingham will be used to evaluate how hotel staff communicate and implement the ALL program. These observations will include real-time staff interactions with guests, the clarity of program explanations, and how effectively staff promote the program during check-in, check-out, and other service interactions (Veal, 2011). Personal reflections on guest inquiries and responses will further support this analysis. 

Secondary Data Collection
 
Secondary data will be gathered through two main online platforms: the Ibis Hotel website and Google Scholar. The Ibis Hotel website provides detailed information on the ALL program, including membership benefits, promotional offers, and terms of use, which will help assess how the program is marketed to potential members. Meanwhile, academic sources from Google Scholar will provide theoretical perspectives on customer loyalty programs, digital engagement strategies, and hospitality marketing trends (Cottrell, 2014). 
Furthermore, industry reports, customer reviews, and competitor loyalty program analyses will be reviewed to benchmark the effectiveness of the ALL program against industry standards (Bowie & Buttle, 2011). 

Data Analysis
 
Qualitative data from interviews and observations will be analyzed thematically, identifying common trends and challenges in customer engagement with the ALL program. Quantitative survey responses will be statistically analyzed to determine overall guest satisfaction and participation levels. The combined findings will inform practical recommendations for enhancing the effectiveness of the ALL program. 

Challenges and Limitations Observed During the Placement
 
The placement at Ibis Hotel Nottingham revealed several challenges in the implementation of the ALL program. One significant issue was the inconsistent knowledge of the program among staff members. Some staff were well-versed in explaining the benefits and features of the ALL program to guests, while others lacked sufficient knowledge, leading to mixed levels of guest satisfaction and confusion. According to Saunders et al. (2019), staff training is a key factor in the success of loyalty programs, as staff are primary touchpoints for guests in delivering information about such programs. 
Additionally, the research found that many guests, particularly new customers, were unaware of the benefits of the ALL program. This was partly due to insufficient promotion and communication by staff at check-in and during other guest interactions. As noted by Cottrell (2014), clear and consistent communication is essential in ensuring that guests understand the value of a loyalty program. The lack of effective promotion of the ALL program suggests a missed opportunity to engage guests and increase program participation, which could have led to greater loyalty and retention. 
Another challenge observed was the technological limitations associated with the ALL-program's integration into the hotel's booking system. Some guests reported difficulties in applying discounts or redeeming rewards through the mobile app, leading to frustration. This finding aligns with Veal (2011), who emphasizes the importance of seamless digital experiences in hospitality loyalty programs. The research suggests that improvements in the integration of the ALL program with the booking platform and staff training on troubleshooting common issues could significantly enhance guest satisfaction. 
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Descriptive Information 
  
Ibis Hotel Nottingham is a key property within the Ibis brand, which is a part of the Accor Group, a global leader in the hospitality industry. Accor is present in over 100 countries and has a portfolio of more than 4,800 hotels, with Ibis hotels constituting a significant part of this network. Known for its focus on affordable, high-quality service, Ibis caters to a broad range of travelers, including business professionals, tourists, and event participants. Ibis Hotel Nottingham, located in the heart of the city, stands as a testament to the brand’s commitment to offering cost-effective yet reliable accommodation (Kotler, Bowen & Makens, 2017). 
The hotel offers a range of 142 modern and functional rooms, each designed to provide comfort and efficiency for guests on both short and extended stays. This includes free Wi-Fi, flat-screen televisions, a 24-hour reception, and dining options that reflect the brand’s focus on providing essential services for budget-conscious travelers. The hotel’s central location, close to major transport hubs, shopping centers, cultural landmarks, and business districts, makes it an attractive choice for both leisure and business visitors to Nottingham. Moreover, Ibis Nottingham is strategically positioned to benefit from high footfall in the city, with the University of Nottingham and numerous corporate headquarters nearby, enhancing its appeal to a diverse mix of travelers (Accor, 2023). 
The hotel benefits from being part of Accor’s broader global strategy, which has enabled Ibis to maintain a strong brand reputation for consistent service delivery. Accor has created a robust global loyalty program, Accor Live Limitless (ALL), which provides guests with discounts, loyalty points, priority check-ins, and other benefits, both at Ibis Nottingham and across other Accor hotels worldwide. This loyalty program plays a crucial role in encouraging repeat bookings, fostering customer retention, and enhancing the guest experience, which is vital in an increasingly competitive hospitality market (Baker & Jones, 2016). 
  [image: ]
"The exterior of Ibis Nottingham Centre showcases a modern architectural style (AccorHotels, n.d.)." 

SWOT Analysis 
    
A SWOT analysis provides a comprehensive view of Ibis Nottingham’s internal and external business environment, offering insights into the factors that contribute to the hotel’s competitiveness. 
Strengths:
 
Strong Brand Recognition: As part of the globally renowned Accor Group, Ibis benefits from significant brand recognition and the trust associated with its parent company. Accor’s widespread presence across various hotel brands ensures a high degree of reliability and consumer trust (Kotler, Bowen & Makens, 2017). 
Competitive Pricing Strategy: Positioned in the budget hospitality segment, Ibis offers competitive rates, making it an attractive option for price-sensitive travelers. The hotel’s focus on affordability without compromising on quality ensures consistent demand. 
Prime Location: Ibis Hotel Nottingham benefits from its central location, which is ideal for both leisure and business travelers. Its proximity to public transport, popular tourist attractions, and business centers makes it an ideal base for visitors to the city. 
Consistent Service Quality: The Ibis brand maintains standardized quality across its global properties, which appeals to guests seeking reliable and predictable experiences, ensuring repeat business and strong customer loyalty (Accor, 2023). 

Weaknesses:
 
Lack of Premium Amenities: Being a budget hotel, Ibis Nottingham does not offer high-end amenities such as a spa, luxury dining options, or concierge services, which may limit its appeal to more affluent travelers seeking these premium services. 
Maintenance Challenges: While the hotel offers solid service quality, some guest reviews indicate occasional maintenance issues, such as outdated bathroom fixtures or minor operational problems, which could affect the guest experience (TripAdvisor, 2023). 
Limited Customization: The Ibis brand is known for its standardized approach to service, which may not appeal to guests seeking more personalized experiences. This lack of flexibility in catering to individual guest preferences could limit guest satisfaction for those seeking unique, tailored stays. 

Opportunities:
 
Increased Digital Integration: There is considerable potential for enhancing guest experiences by integrating advanced digital services, such as AI-powered chatbots and contactless check-ins. These technologies can streamline operations, reduce waiting times, and provide guests with a seamless and convenient stay (Govers, 2020). 
Sustainability Initiatives: Ibis Nottingham has an opportunity to further promote eco-friendly practices, such as implementing energy-efficient technologies and waste reduction initiatives. With increasing consumer awareness around sustainability, this could attract eco-conscious travelers and differentiate the hotel from competitors (Accor, 2023). 
Enhancing the ALL-Loyalty Program: Further promoting and enhancing the Accor Live Limitless (ALL) loyalty program could drive higher customer retention rates. Engaging guests with more personalized rewards or exclusive offers could improve repeat bookings and strengthen customer loyalty in a competitive market (Baker & Jones, 2016). 

Threats:
 
Intensified Competition: Ibis Nottingham faces competition from other budget hotel chains like Premier Inn and Travelodge, as well as from independent boutique hotels that offer personalized experiences at competitive prices. The increasing popularity of platforms like Airbnb also presents a significant threat to traditional hotels (Kozinets, 2019). 
Economic Instability: Economic downturns, rising inflation, and fluctuations in disposable income can impact travelers' spending behavior, reducing the frequency of bookings, and increasing price sensitivity. 
Online Reputation Risks: Negative online reviews can significantly impact the reputation of a hotel, leading to potential guests opting for alternatives. Managing online feedback and maintaining a positive reputation is increasingly critical in the digital age (Kozinets, 2019). 
  
PEST Analysis 
 
A PEST analysis evaluates the macro-environmental factors that impact Ibis Nottingham's operations and competitive strategy: 

Political:
 
Regulatory Compliance: Ibis Nottingham must adhere to local and national hospitality regulations, including health and safety, employment laws, and data protection requirements. These regulations ensure that the hotel operates in a compliant and legally sound manner (Cooper & Lockwood, 2011). 
Brexit Impacts: Following the UK's departure from the European Union, staffing challenges and changes in labor laws have affected the hospitality sector, particularly regarding the recruitment of foreign workers (Cooper & Lockwood, 2011). 
Sustainability Legislation: Increasing regulations around sustainability and environmental practices place pressure on hotels to adopt energy-efficient systems, waste reduction strategies, and eco-friendly materials. 

Economic:
 
Economic Recession: Global and national economic downturns, such as recessions, can lead to reduced consumer spending on travel. This impacts hotel occupancy rates, particularly for budget hotels like Ibis that are extremely sensitive to price fluctuations (Baker & Jones, 2016). 
Exchange Rate Volatility: As a destination for international travelers, Ibis Nottingham may be affected by fluctuations in exchange rates, influencing the affordability of accommodation for overseas guests. 

Social:
 
Consumer Expectations: Guests increasingly expect seamless digital experiences, personalized service, and eco-friendly accommodations. Ibis Nottingham must invest in technology and service innovation to meet these evolving demands (Govers, 2020). 
Social Responsibility: There is growing consumer demand for brands that promote sustainability, inclusivity, and corporate social responsibility. Adopting sustainable practices and promoting diversity and inclusivity in hospitality services is becoming an essential requirement for attracting modern travelers (Govers, 2020). 
Technological:
 
Automation and AI: Incorporating AI-driven systems, such as digital concierge services and check-in kiosks, enhances operational efficiency and guest convenience (Baker & Jones, 2016). However, staying updated with technological advancements is crucial to maintaining competitive advantage. 
Data-Driven Personalization: Utilizing guest data to tailor personalized offers and experiences enhances customer loyalty and satisfaction. Data analytics can help Ibis Nottingham optimize pricing strategies and provide more targeted marketing campaigns (Kozinets, 2019). 
  
Illustrative Tables and Diagrams 
  
Here are a few potential tables and diagrams that could be incorporated to make this section more comprehensive and visually engaging: 

SWOT Analysis Table
 
	Strengths 
	Weaknesses 

	Strong brand recognition (Accor, 2023) 
	Limited luxury amenities (Kotler et al., 2017) 

	Affordable pricing and competitive rates 
	Occasional maintenance issues (TripAdvisor, 2023) 

	Central location in Nottingham city center 
	Limited customization for guests 

	Consistent quality and service 
	 

	Opportunities 
 
	Threats 
 

	Expansion of digital services (Govers, 2020) 
 
	Competitive pressure from alternatives (Baker & Jones, 2016) 
 

	Sustainable practices to attract eco-conscious guests 
 
	Economic fluctuations affecting travel (Cooper & Lockwood, 2011) 
 

	Increased loyalty program promotion (Accor, 2023) 
 
	Negative online reviews (TripAdvisor, 2023) 
 


 Source created by the researcher. 
 
Competitor Comparison Table 
  
	Competitor 
	Room Price Range 
	Amenities 
	Key Strength 

	Ibis Hotel Nottingham 
	£50 - £100 
	Standardized rooms, dining area 
	Affordable, consistent quality 

	Premier Inn Nottingham 
	£70 - £120 
	Larger rooms, premium bedding 
	Comfortable, better sleep quality 

	Travelodge Nottingham 
	£45 - £90 
	Basic rooms, limited amenities 
	Lowest price in budget segment 

	Local Boutique Hotels 
	£80 - £150 
	Unique décor, personalized service 
	Individualized touch, local experience 


Source: (Ibis Hotel Nottingham, 2025) 
  
Competitor Analysis 
  
The competitive landscape for Ibis Nottingham includes direct competition from other budget hotel chains and independent boutique hotels: 
Premier Inn offers slightly higher-priced accommodation with better amenities, such as larger rooms and premium bedding. It is a direct competitor to Ibis in the budget hotel sector, attracting customers seeking a higher level of comfort (Premier Inn, 2023). 
Travelodge competes closely with Ibis by offering lower prices but fewer amenities. It serves travelers who prioritize cost savings over additional services (Travelodge, 2023). 
Boutique Hotels: Independent boutique hotels in Nottingham provide a unique and personalized guest experience, which could appeal to travelers seeking authenticity and local charm. These hotels often differentiate themselves by offering bespoke services, locally inspired décor, and a focus on guest experience (Visit Nottingham, 2023). 
  
Competitive Advantages of Ibis Nottingham 
  
Ibis Nottingham stands out in the competitive budget hotel market due to several key factors: 
Brand Recognition: The global presence and reliability of the Accor brand significantly enhances the hotel's credibility and appeal to both domestic and international guests (Accor, 2023). 
Loyalty Program: The ALL – Accor Live Limitless program enhances guest retention by rewarding loyalty and encouraging repeat bookings (Baker & Jones, 2016). 
Operational Consistency: Ibis’s standardized services and room quality make it a reliable option for guests seeking value and consistency (Kotler, Bowen & Makens, 2017). 
  
 Reflective Account 
  
During my time at Ibis Hotel Nottingham, several aspects of the hotel's operations and customer interactions stood out, which are integral to understanding the context of the research on the Accor Live Limitless (ALL) loyalty program. The hotel's position within the budget hospitality sector means that it faces unique challenges in balancing affordability with high service standards. I observed the importance of standardization across Ibis properties, where guests expect a reliable experience that offers excellent value for money, regardless of location. The integration of mobile check-ins, digital keycards, and self-service kiosks was particularly noteworthy. These innovations improved operational efficiency and enhanced the guest experience, reflecting the broader trend of technological adoption in hospitality (Govers, 2020). 
One of the most valuable observations was how the ALL program played a crucial role in guest retention. Through interactions with both guests and staff, it became clear that loyalty program benefits like exclusive discounts and reward points were appreciated but could be more deeply integrated into the overall service experience. Frequent guests expressed a desire for more personalized benefits, which would create stronger connections with the hotel. Additionally, I noticed that some first-time guests were not fully aware of the loyalty program's advantages, suggesting that the marketing of the ALL program could be improved. 
Moreover, the hotel’s ability to adapt to customer feedback was evident, especially in handling maintenance issues and ensuring consistent quality in the guest rooms. These insights demonstrate how customer satisfaction and operational processes are interlinked and how customer loyalty programs, like ALL, can contribute to improving overall service delivery. While the standardization inherent in budget hotels like Ibis offers a sense of consistency, personal touches and innovative offerings could elevate the customer experience, making guests feel more valued and increasing brand loyalty. 
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Through the research process, it became clear that guest satisfaction in the budget hotel segment relies heavily on perceived value rather than luxury offerings. The competitive pricing strategy employed by Ibis Nottingham is an essential component in attracting price-sensitive travelers. However, brand loyalty initiatives, such as the ALL – Accor Live Limitless program, provide an added incentive for repeat business (Baker & Jones, 2016). 
Moreover, guest reviews and netnographic research indicate that while customers appreciate affordability and convenience, they also expect consistent quality in terms of cleanliness, service efficiency, and in-room amenities (Kozinets, 2019). Addressing minor complaints, such as noise issues or limited breakfast variety, can significantly enhance guest experiences and increase positive word-of-mouth marketing (TripAdvisor, 2023). 
Impact of AI and Digital Transformation 
One of the most striking observations is the role of AI and digital technology in improving hotel operations. Self-check-in kiosks, chatbots for customer service, and dynamic pricing algorithms contribute to a seamless guest experience while optimizing cost management (Govers, 2020). This reflects a broader industry trend where technology adoption becomes a differentiator in the hospitality sector. 
However, despite these advantages, digital transformation should not replace personalized service. Many reviews emphasize the importance of human interaction in hospitality, reinforcing the need for a balanced approach that integrates technology without sacrificing personal engagement (Google Reviews, 2023).
 
Effectiveness of the Accor Live Limitless Program at Ibis Hotel Nottingham
 
The research identified the Accor Live Limitless (ALL) program as a valuable tool in enhancing guest loyalty at the Ibis Hotel Nottingham. The program offers a range of rewards such as room upgrades, early check-ins, and discounts, which positively influenced guest satisfaction. However, the program’s effectiveness in fostering long-term loyalty appeared limited for new or infrequent guests. Research by Saunders et al. (2019) suggests that for a loyalty program to be effective, its benefits must be clearly understood by guests. In this case, while regular guests who were familiar with the program engaged with the rewards system, first-time visitors and non-members were less likely to take advantage of the offerings. This suggests that the program's appeal is stronger among repeat guests who are already aware of the brand and its offerings. 
The research further found that the integration of the ALL program with the hotel’s digital infrastructure, specifically the mobile app, helped streamline the booking process and reward tracking. This aligns with Veal (2011), who indicates that digital engagement plays a significant role in guest satisfaction. However, some guests faced difficulties navigating the app, highlighting a gap in user-friendliness that may reduce the program’s overall effectiveness. Thus, while the digital component is beneficial, improvements in the app interface are necessary to fully leverage the program’s potential. 
Additionally, the effectiveness of the ALL program was found to be contingent on external factors such as pricing, service quality, and alternative accommodation options. While the rewards program did provide incentives for repeat visits, its impact was diminished when competitors offered lower prices or more flexible cancellation policies. This finding supports the view of Saunders et al. (2019), who argue that loyalty programs must be part of a comprehensive guest retention strategy that includes competitive pricing and service differentiation. 

Implications for Guest Satisfaction and Customer Retention
 
The research also examined the impact of the ALL program on guest satisfaction and retention. The findings indicated that the program significantly enhanced satisfaction for loyal guests who frequently used the hotel. According to Cottrell (2014), loyalty programs contribute to higher satisfaction levels by providing guests with tangible benefits. However, the impact on guest retention was less pronounced, particularly for new and infrequent visitors. This is consistent with research by Cottrell (2023), which suggests that guest satisfaction does not always translate to long-term loyalty, especially if the program lacks personalization or fails to meet specific guest needs. 
The findings of this research suggest that while the rewards provided through the ALL program did contribute to guest satisfaction, they were not sufficiently tailored to different guest segments, such as business travelers or first-time visitors. As noted by Saunders et al. (2019), the effectiveness of loyalty programs is enhanced when rewards align with guest preferences and behaviors. In the case of the Ibis Hotel Nottingham, business guests, for example, might prefer benefits such as access to meeting rooms or discounts on dining, rather than standard room upgrades. This indicates that the program could be improved by offering more personalized rewards that better cater to the diverse needs of different guest segments. 
Additionally, the research found that while the ALL program was effective in increasing short-term satisfaction, it did not have a strong impact on long-term retention for guests who only visited the hotel once. This supports Veal’s (2011) assertion that loyalty programs alone cannot guarantee retention without complementary improvements in service quality. Therefore, the ALL program must be viewed as part of a broader strategy that includes service excellence, consistent guest experience, and personalization. 
A key observation was that the value of the ALL program was significantly influenced by the level of engagement from guests. Guests who actively participated in the program by collecting points and redeeming rewards reported higher satisfaction levels. However, casual guests or those unaware of the program saw little added value. This finding underscores the importance of effective marketing and communication strategies in ensuring that guests fully understand and utilize the benefits available to them. 



Broader Implications for the Hospitality Industry 

The broader implications of this research highlight the need for the hospitality industry to continuously innovate and adapt its loyalty programs to meet the evolving expectations of guests. The findings suggest that while digital loyalty programs like the ALL program have significant potential to enhance guest satisfaction, they must be aligned with broader trends in guest preferences and behaviors (Cottrell, 2014). The hospitality sector is increasingly competitive, and offering personalized rewards that cater to diverse guest needs can be a powerful differentiator (Veal, 2011). The research indicates that the ALL program at Ibis Hotel Nottingham, while effective for some segments of guests, may require refinement to attract new guests and enhance overall program engagement (Saunders et al., 2019). 
In particular, the findings emphasize the importance of personalization within loyalty programs. As discussed by Veal (2011), personalized loyalty programs are more likely to resonate with guests and foster long-term loyalty. The research suggests that incorporating more targeted rewards, based on guest preferences or historical behavior, could significantly improve both guest satisfaction and retention (Cottrell, 2023). 
The integration of artificial intelligence (AI) and data analytics into loyalty programs could also offer valuable opportunities for enhancing personalization. By analyzing guest data, hotels can tailor their rewards systems to reflect individual preferences, leading to a more customized experience (Saunders et al., 2019). This digital transformation, in combination with better-trained staff and clearer communication strategies, could increase the overall effectiveness of loyalty programs like ALL (Cottrell, 2014). 
Moreover, alternative accommodation platforms like Airbnb pose additional challenges for traditional hotel loyalty programs. The research findings suggest that while loyalty programs remain valuable, they must evolve to compete with the flexibility and personalized experiences offered by alternative lodging providers (Veal, 2011). Hotels that successfully integrate AI-driven personalization, seamless digital experiences, and targeted marketing strategies are more likely to maintain competitive advantage in an increasingly digitalized hospitality industry (Saunders et al., 2019). 


Personalizing Loyalty Program Rewards
 
To improve the ALL program's impact, it is essential to personalize the rewards for different guest segments. Business travelers, for instance, may prefer benefits such as discounts on meetings rooms or dining, rather than standard room upgrades (Saunders et al., 2019). Personalization can be achieved through the integration of guest data analytics into the hotel’s digital infrastructure (Saunders et al., 2019). This could enable Ibis Hotel Nottingham to offer rewards tailored to individual preferences, improving satisfaction and encouraging long-term loyalty. 
Furthermore, it is vital to ensure that first-time visitors and non-members clearly understand the program’s benefits. According to Saunders et al. (2019), loyalty programs are more effective when their advantages are communicated clearly to potential participants. Hence, implementing an intuitive onboarding process for new guests, including clear, accessible information about how to engage with the program, could increase participation rates. Personalized communication, such as customized emails or app notifications, would also strengthen engagement by reminding guests of their rewards and encouraging them to use them. 

Enhancing User Experience with Digital Tools 

The research revealed that while the integration of the ALL program with Ibis Hotel’s digital infrastructure helped streamline booking and reward tracking, some guests struggled with the app’s user-friendliness. To address this, improvements in the mobile app interface are essential. According to Veal (2011), seamless digital experiences are critical in the modern hospitality sector. By optimizing the app’s navigation and ensuring that it is intuitive, guests will find it easier to redeem rewards and engage with the program. Additionally, ensuring that the app supports both mobile and desktop platforms can further enhance the flexibility and accessibility of the loyalty program. 
Investing in self-check-in kiosks and other AI-powered tools could also enhance guest experience while providing operational cost benefits (Govers, 2020). However, these digital tools must be implemented in a way that complements, rather than replaces, personalized service. As highlighted by Kozinets (2019), guests appreciate technology but also value human interaction. Ensuring that technology-driven services are balanced with genuine, warm hospitality is essential for maintaining a positive guest experience. 

Improving Staff Training and Communication 

It is crucial to invest in continuous staff training to ensure that employees can provide excellent customer service, even when guests interact with digital platforms. Training staff to assist guests with the ALL program, as well as with self-check-in kiosks, can improve the guest experience and prevent frustrations related to technological challenges (Denscombe, 2010). 
Moreover, clear communication is vital for ensuring that guests fully understand the rewards program. This could include providing detailed information about the program at check-in, displaying clear instructions on the hotel’s website, and offering support via the hotel’s customer service chatbots. Engaging with guests in this way can foster a sense of trust and satisfaction, leading to improved loyalty over time (Cottrell, 2014). 

Diversifying Offerings and Incentives
 
The ALL program could benefit from diversifying its rewards offerings. Providing specialized packages for families, solo travelers, or specific local events could appeal to a broader audience. For example, offering discounts on family-friendly amenities or exclusive packages for solo travelers may help attract a wider range of guests. As Pallant (2010) highlights, collecting customer feedback is key to understanding guest preferences and adjusting the offerings accordingly. 
Additionally, expanding the rewards to include benefits that reflect local culture or partnerships with local businesses could create a more engaging and rewarding experience. For example, offering discounts at nearby restaurants, attractions, or transportation services could further enhance the perceived value of the loyalty program, encouraging repeat visits (Cottrell, 2023). 

Addressing Competitive Challenges
 
To remain competitive, Ibis Hotel Nottingham should focus on service differentiation by offering unique value propositions such as flexible booking policies, personalized experiences, or partnerships that provide additional benefits to guests. In the face of rising competition from alternative accommodation platforms, loyalty programs must evolve as part of a comprehensive guest retention strategy (Veal, 2011). 
Incorporating AI-driven personalization into loyalty programs can help address competition. By using guest data, hotels can customize experiences and offer rewards that are tailored to each guest's preferences, increasing the likelihood of repeat visits. Moreover, improving the flexibility of rewards, such as offering different tiers or more choices in how guests can redeem points, could further enhance the appeal of the ALL program and improve retention rates (Saunders et al., 2019). 

Exploring New Marketing Channels
 
There is an opportunity to expand marketing efforts to raise awareness of the ALL program among potential guests. Digital marketing strategies, including targeted social media ads and influencer partnerships, can increase visibility and engagement with the program. As Denscombe (2010) suggests, effective marketing is essential for encouraging the adoption of new initiatives. Additionally, offering introductory promotions for first-time guests could increase enrollment in the program and boost overall satisfaction with the hotel’s offerings. 
 
The discussion has highlighted key aspects of the ALL program at Ibis Hotel Nottingham, including its effectiveness in enhancing guest satisfaction, challenges in implementation, and broader industry implications. While the program successfully engages loyal guests, its effectiveness in retaining new visitors remains limited (Cottrell, 2023). Key areas for improvement include better communication, enhanced staff training, and increased personalization of rewards. The findings suggest that a well-executed loyalty program must be part of a holistic guest experience strategy, incorporating digital innovation and service excellence to maximize long-term retention and guest satisfaction (Cottrell, 2014). 

 
[bookmark: _Toc190785341]  Conclusion 


This research has critically examined the Accor Live Limitless (ALL) loyalty program at Ibis Hotel Nottingham, focusing on its effectiveness, implications for guest satisfaction, and broader implications for customer retention and the hospitality industry. The findings suggest that while the ALL program positively contributes to guest satisfaction, its overall impact on long-term guest retention remains limited. The program’s design and rewards structure were found to be more appealing to repeat guests, but less effective in engaging new or infrequent visitors. 
The research highlighted several key areas for improvement. First, the personalization of rewards emerged as a critical factor in enhancing the program’s effectiveness. The ALL-program’s benefits, although appreciated by frequent guests, were perceived as too generic for a wide range of guest segments, such as business travelers or first-time visitors. Personalized rewards based on guest preferences and behavior could increase both satisfaction and retention, as literature suggests that tailored experiences are key to long-term customer loyalty (Cheng et al., 2020). 
Staff involvement and communication were also identified as significant factors in determining the program’s success. Inconsistent knowledge among staff members about the ALL program led to uneven guest experiences. Effective training and clear communication at every guest touchpoint would improve engagement with the loyalty program and, by extension, customer satisfaction (Lee et al., 2022). 
Finally, the research suggests that digital integration plays a vital role in guest engagement. Although the ALL app was a valuable tool for managing rewards, its usability issues highlighted the need for improved interface design and user support. A smoother digital experience would increase the ease of participation and improve customer satisfaction (Kang et al., 2021). 
In conclusion, for the ALL program to fully realize its potential at Ibis Hotel Nottingham and within the broader hospitality industry, it must be refined to ensure a more personalized, consistent, and seamless guest experience. By addressing these areas, hotels can enhance both satisfaction and retention, fostering long-term loyalty and competitive advantage in an increasingly crowded market. 

[bookmark: _Toc190785342] Recommendations


Based on the findings from the research conducted at Ibis Hotel Nottingham regarding the Accor Live Limitless (ALL) program, several practical strategies are recommended to enhance guest satisfaction, retention, and overall program effectiveness. These strategies focus on addressing the challenges identified in this research, particularly personalization, communication, and digital integration. 

Personalized Rewards System 

The ALL program should incorporate a more personalized rewards system that caters to different guest segments, such as business travelers, leisure guests, and first-time visitors. By tailoring rewards based on guest preferences, past behaviors, or stay patterns, the hotel can create more meaningful experiences that resonate with a broader range of customers. 
During the research, it was found that many guests perceived the ALL-program's rewards as too generic. Business travelers, for example, would benefit more from rewards like discounts on meeting room bookings or free parking, while leisure guests may prefer complimentary upgrades or access to exclusive dining offers. Personalizing these benefits will enhance satisfaction and make the program more attractive to diverse customer groups, which is essential for long-term loyalty (TrustYou, 2021). 
Implementing a reward system that tracks guest preferences over time, such as booking a business room or requesting special amenities, and offering tailored benefits based on this data could increase engagement and satisfaction. For instance, frequent business guests could receive vouchers for food and beverages or meeting space, while leisure travelers might enjoy exclusive access to local attractions. 

Enhanced Staff Training and Communication
 
The hotel should invest in regular staff training on the ALL-program’s features, benefits, and how to communicate these effectively to guests. Clear communication about the program should be integrated into every guest touchpoint, from check-in to check-out, ensuring that all guests understand how they can benefit from the program. 
The research revealed inconsistencies in staff knowledge and communication, which led to missed opportunities in engaging guests with the program. Staff are key to the success of loyalty programs, as they are the primary point of contact for guests. Equipping staff with comprehensive knowledge about the ALL program will ensure that guests are properly informed and more likely to join or engage with the program (EHL Hospitality Insights, 2022). 
Introducing a staff certification program on the ALL program would ensure that all team members are trained to explain the program effectively. Additionally, providing staff with customer interaction scripts or checklists for explaining program benefits during the check-in process could help enhance communication and guest understanding. 

Improved Digital Experience and Usability
 
The hotel should work to improve the digital experience for the ALL program, specifically the mobile app, to ensure that it is user-friendly and seamless. Simplifying the app’s interface and enhancing reward tracking features would make it easier for guests to access and redeem their benefits, boosting program participation. 
The research identified that many guests struggled with the app’s interface, particularly in accessing their loyalty status or redeeming rewards. A complicated or difficult-to-navigate app can hinder the guest experience, potentially diminishing the value of the loyalty program. Simplifying the digital experience will lead to increased guest satisfaction and engagement with the program (UserTesting, 2022). 
A complete redesign of the app to feature a simplified dashboard that allows guests to easily track their points, view available rewards, and redeem offers with a single click would make the loyalty program more accessible. Additionally, offering personalized notifications about rewards and promotions based on guest preferences could further enhance the app’s usefulness. 


Targeted Marketing Campaigns for New and Infrequent Guests 

The hotel should implement targeted marketing campaigns to engage new and infrequent guests with the ALL program. These campaigns could focus on the immediate benefits of joining the loyalty program, such as welcome rewards or exclusive offers for first-time users. 
The research indicated that the ALL program was more effective in engaging repeat guests but less successful in attracting new or infrequent customers. Targeted marketing efforts can bridge this gap by highlighting the benefits of the program to guests who may be less familiar with it. Clear, compelling messaging can help new guests understand the program’s value and encourage them to join (Hotel Dive, 2021). 
Sending personalized email invitations or offering limited-time promotions, such as a first-stay discount or bonus points for joining the program, would incentivize new guests to engage with the ALL program. Additionally, targeting infrequent guests with special promotions or personalized offers based on their previous stay patterns could encourage them to return. 

Loyalty Program Integration with Hotel Services
 
The ALL program should be further integrated with hotel services such as food & beverage, spa, and other on-site experiences. By linking loyalty points with direct spending at these services, the program can offer guests additional ways to earn and redeem rewards, further enhancing their engagement. 
The research suggests that guests value a broader range of options for earning and redeeming loyalty points, beyond just accommodation. Integrating loyalty points with services such as dining or wellness experiences provides more ways for guests to benefit, thereby increasing the perceived value of the program and incentivizing them to use more hotel services during their stays (Kandampully & Zhang, 2021). 
Creating partnerships with the hotel’s restaurant or spa, where guests can earn points for each meal or spa treatment, would encourage guests to spend more on-site. Offering bonus loyalty points for using these services during a stay could drive in revenue and enhance overall guest satisfaction. 
By focusing on these practical strategies, Ibis Hotel Nottingham can enhance the effectiveness of the ALL program, leading to increased guest satisfaction, retention, and long-term loyalty. Personalization, staff training, improved digital experiences, targeted marketing campaigns, and integration with hotel services are essential to overcoming the challenges identified in the research. Implementing these recommendations will ensure that the ALL program continues to meet the diverse needs of guests, fostering a stronger connection between the hotel and its clientele, and enhancing the hotel’s competitive edge in a crowded marketplace. 
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