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[bookmark: _Toc181755991]Abstract 
This dissertation critically assesses the precursors to brand loyalty in the Leonardo Hotel Cardiff. It outlines the steps in enhancing customer loyalty through an optimally executed brand appeal. The first step in conducting the present study was to analyse previous empirical and theoretical literature on how brand loyalty in the hospitality industry can be assessed and how it can be evaluated, what are the primary causes for brand loyalty, and how loyalty programs and marketing tactics are useful. The study uses a secondary research method by synthesising journals, reports, and hotel cases to decipher the data acquired. In this study, a specific case is reviewed concerning the Leonardo Hotel Cardiff, introducing the property, an evaluation of the market as it relates to the establishment through PESTLE and SWOT analyses, and a comparison to main competitors. According to the current study, it can be reasoned that the hotel experiences average levels of guest satisfaction while there is a gap between perceived satisfaction and guest loyalty. Many guests can be easily lured to switch hotels for small savings. In the particular case of the hotel, the customers seem to be more transactional than emotional. Its focus areas should be worked on, such as consistency of service delivery solutions, improvement of the loyalty program, and embracing technology in service delivery. The work offers specific managerial implications for the Leonardo Hotel Cardiff to improve its approach to brand loyalty and customer retention. These include education expenses for staff, enhancement of the loyalty program, and usage of customer analysis for CRM. The research will help to minimise the gap between theoretical models of customer loyalty and practical application in the sphere of the hospitality industry. The implications can be identified allowing hotels to be less blind towards changing guests’ preferences and demands.
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[bookmark: _Toc181755992]Chapter 1: Introduction
Loyalty and repeat business are two key strategies in the modern hospitality industry, where competition has become stiff and cutthroat. Since hotel chains have been keen on sustaining their market position to grow sustainably, there has been a growing interest in learning why guests are likely to return and employing strategies that would retain the guests. As per Thai et al., (2024) Cardiff’s Leonardo Hotel continues to struggle with the reliability and establishment of both ways by which it can distinguish itself from its rivals and engage with its guests. The objective of this study is to critically evaluate antecedents to brand loyalty within Leonardo Hotel Cardiff and establish effective strategies on how the hotel could improve customer retention through an optimally delivered brand experience. This can be accomplished through analysing the current customers’ brand loyalty level among the regular guests, determining motivators to brand loyalty in the hospitality industry, analysing the overall effectiveness of the loyalty programs and marketing strategies currently in place, and providing suggestions for future improvement and customer retention. Additionally, Acharya & Anand (2024) states that the importance of this research is in its ability to provide practical recommendations for one of the most important problems that concern businesses nowadays. It becomes important to identify the factors of guest retention as hotels are under pressure to retain customers while more choices and digital disruptors continue to emerge. The research results would help Leonardo Hotel Cardiff to advance its brand loyalty strategies while increasing theoretical knowledge about this phenomenon in the field of hospitality. Furthermore, the research assists in closing the gap between academic models of customer loyalty and organisational efforts toward executing customer retention practices in a live hotel environment.


[bookmark: _Toc181755993]Chapter 2 Literature Review
This section describes brand loyalty in the hospitality industry as a dynamic interaction of multiple forces that impact the guest’s decision and loyalty. In the sphere of hospitality, the general development indicates that hotel management has shifted from thinking about how to retain frequent guests strictly tied to this approach of material incentives to aiming at producing experience and creating an emotional bond with customers (Tran & Pham, 2022).
[bookmark: _Toc181755994]2.1 Measuring and Evaluating Brand Loyalty in Hospitality
According to Marefatnia (2024), the assessment of brand loyalty in the hospitality context has advanced from basic retention decision models to elaborate methods of brand loyalty evaluation that encompass various levels of guest conduct and sentiments. They are now using state-of-the-art widgets that allow them to monitor guest loyalty dollar-co-efficient based on several parameters of the consumers’ behaviour. The number of recurrent bookings, the average value of every stay, and their interaction with the loyalty programs. The industry of hospitality realised that the assessment of the current levels of loyalty needs not only behavioral information but also attitudinal data to capture the whole range of guests’ commitment. As per Ibrahim (2021), for the evaluation of customer satisfaction and overall brand equity, customer satisfaction surveys have become important tools with features like feedback on the quality of services offered, the condition of facilities, and the experience that a guest has had with the hotel. These surveys help identify trends that guests have for hotels and other areas that the hotel can boost to improve loyalty. Data analysis for loyalty programs has become a more critical aspect of assessing guest behavior and tendencies. Furthermore, Górska-Warsewicz & Kulykovets (2020) define that today’s hotel CRM gathers extensive information about guests’ visit frequency, their expenditure, and service use, which allows hotels to build up an elaborate database of the most valued customers. This data enables hotels to unveil various segments of loyal customers and fan out the peculiarities of the clients. Therefore, the identification of the participation rates of the program and the behavior of the participants to the rewards allows the assessment of the loyalty initiatives and the testing of the retention methods by the hotels.
[bookmark: _Toc181755995]2.2 Drivers of Brand Loyalty in The Hotel Industry
Foroudi (2020) states that service quality has always been deemed an influential determinant of brand loyalty in the context of the hospitality sector. Numerous studies have confirmed that there is a clear connection between service quality and guest loyalty. Accommodation businesses that ensure quality in all customer-contact points to have more profound guests’ emotional engagement experiences. The role of consistency in delivering high-quality services is an important factor in achieving guest loyalty since the guest expects to receive the same quality services every time they visit the hotel. When hotels are delivering expectations consistently, long-term guest loyalty and word of mouth occur. Customer experience has now become critical in creating and sustaining a sales experience that breeds brand loyalty. Today’s hotel consumer has the need not only to stay in a comfortable and cozy room but to feel emotions connected with the hotel brand. Akbari et al. (2021) add that accommodation encompasses tangible goods such as space and facilities, facilities such as personnel and equipment, an information technology system, and individual services such as touch point encounters. Hotels offering superior delivery on these dimensions are likely to be patronised with high brand loyalty by clients. Combining the results from both studies, Javed et al. (2021) state that brand identity can, therefore, be seen as yet another important factor encouraging loyalty within the hospitality industry. For hotels, it is also important that service consistency is achieved in their service delivery as well as being consistent with their brand communication, visual image, and promise. It also helps in creating brand equity for a particular hotel; hence the guests will prefer more hotels of such kind in the future.
[bookmark: _Toc181755996]2.3 Effectiveness of Loyalty Programs and Marketing Strategies
The concept of hotel loyalty programs has evolved rapidly in the last couple of years, not limited to the simple earning of points but encouraging consumer participation. Liu & Jo (2020) stated that they also provide individualised incentives and tangible and virtual touch-point rewards and integrate technology to improve the member worth propositions and return trafficker traffic. Loyalty program performance can be evaluated with benchmark rates like member retainage rates, the tendency towards engagement rates using proper program participation, and actual sales from loyal consumers. 
According to Alshurideh et al. (2020), hotels have to always assess and adapt loyalty strategies because they need to deliver value-added solutions to guests. Marketing strategies in the hospitality sector, more than in any other areas of commerce today, have shifted towards developing customer relationships over demand. Some of the communication processes used include direct marketing, social media contact, and other personal contacts to keep with the customers. Response rates can evaluate the usefulness of these strategies to marketing messages, the cost of acquiring consumers, and marketing returns on campaigns specifically designed to attract returning consumers. As per Chen et al. (2021), the principles underlying loyalty programs and marketing efficiency remain an issue of concern as the current trends in the hotel industry are in a state of constant change under pressure from the new conditions of the markets and guests. Best practice hotels effectively constantly compare the competitor and industry standards of their loyalty program activities. The role of information technology in loyalty programs and marketing communication has a significant enhancement through the application of digital technology; now hotels use data analytics and artificial intelligence for delivering relevant and extreme personalisation.  Kim et al. (2021) combine the results of both studies and that the outcomes of loyalty programs also depend on the extent to which loyalty programs provoke or create emotional guest responses. While on one end of the spectrum, some programs tend to revolve around the ‘what is in it for me’ milieu rarely generates loyalty; on the other hand, Mostafa & Kasamani (2021) state that programs that include emotional and personalised rewards have higher chances of having guests come back. Hotels have to find ways to reward customers and provide them with memorable experiences to improve their loyalty to the brand. With guest feedback and performance measures, hotels can identify areas for improvement and continued alignment of loyalty programs with guest satisfaction while also contributing positively to the hotel’s business.


[bookmark: _Toc181755997]Chapter 3: Methodology
This research employed a secondary research method to identify brand loyalty and customer retention in Leonardo Hotel, Cardiff. The study only used data that complies with privacy acts such as the GDPR. In addition, the study adhered to policies of maintaining the client’s privacy and ethical practices in handling the client’s data. The methodological approach started with the identification of scholarly articles by use of the scholarly databases of peer-reviewed journals, academic journals, and research papers on brand loyalty and customer retention in the hospitality industry. The sources were obtained using only databases that Embraced the academic approach, which include EBSCO, Hospitality & Tourism Complete, ScienceDirect, and Emerald Insight (Cheong et al., 2023). Since this study aims to focus on the most recent works, the literature review encompassed only the sources with the date of publication not before the current year and limited to ten years before the current year. Specific attention has been paid to analysing the literature regarding loyalty programs and customer relationship management, as well as brand experience in the hospitality industry. This entailed comparing raw and gross current and historical total and other anonymous data from global accommodation benchmarking organisations, including STR Global and Smith Travel Research (Fàbregues et al., 2021). 
These reports provided valuable information on the industry objectives and benchmarks for customer satisfaction, retention, loyalty program results, and other customer-related statistics to place the results of this Shore Hotel against other hotel chains. The study conducted a comparative analysis of hotel loyalty program case studies addressing customer retention solutions consistent with GDPR and other similar laws. This analysis provided working strategies for customer retention and, at the same time, maintaining customer data security and privacy. Special emphasis was placed on such cases as exist at European hotels with similar legal settings (Gal, & Aviv, 2020). One of the main methods of collecting data involved the examination of market intelligence reports to understand the existing trends of hotel brand loyalty and customer behaviour. This meant evaluating the overall customer satisfaction index benchmark of industries, brand benchmark, and the overall competition index. Any data collected from marketing research was anonymised and used in compliance with GDPR, which does not have negative impacts on the subject’s rights. Articles in trade journals and other writings pertinent to hospitality and relevant professional publications were sought to find out what different professionals and practitioners have to say about important best practices in loyalty marketing and customer retention (Goel, 2023). 
Scholarly articles from institutions such as the Institute of Hospitality and the International Hotel and Restaurant Association helped try to provide an industry outlook regarding the most appropriate ways of handling customer relations without violating their privacy. In methodological considerations, all the selected secondary data sources were again subjected to a reliability and validity filter, in addition to the criteria of currency and relevance. To conform to the ethical requirements subsets used for gathering data in secondary sources, the rights to personal privacy of the subject were given particular consideration (Graham et al., 2021). As for data analysis, it emerged that one had to highlight prioritising work on the definition of actual recommendations that were worked out in practice and addressed to legislation to protect the subject’s privacy. All these findings and recommendations were made with the GDPR in mind, and thus, before making new changes to the proposed loyalty program or the management of customer relations strategies, they had to conform to the GDPR norms (Ruggiano et al., 2019). This methodological approach ensured a rigorous understanding of brand loyalty and business customer retention and significantly high ethicality and legal compliance when addressing issues to do more with customer data protection.


[bookmark: _Toc181755998]Chapter 4: Case Study Discussion
[bookmark: _Toc181755999]4.1 Hotel Overview and Brand Context
Leonardo Hotel Cardiff is a significant player in the chain of hotels in this part of Wales, coming under the Fattal Hotel Group. The change of brand for the property was from the Jurys Inn to Leonardo Hotels in 2022, which was a strategic shift in the Cardiff market. The notion is located within the facility that is situated at Meridian Gate, Bute Terrace, which allows the hotel a strategic position in Cardiff CBD. This is a business and leisure market hotel that has a four-star accreditation which indicates the positioning of the brand within the market, the upper midscale (Leonardo et al.: Wales, 2024).
[image: ]
Source: Leonardo Hotel Cardiff | Wales | Leonardo Hotels
[bookmark: _Toc181756000]4.1.1 Property Overview
	Attribute
	Details

	Total Rooms
	142

	Meeting Spaces
	9 rooms (Total capacity 250)

	F&B Outlets
	1 restaurant, 1 bar, 1 coffee dock

	Parking
	Limited on-site (50 spaces)

	Average Daily Rate
	£85-150

	Occupancy (Annual)
	72%


Table 1: Property Overview
The property description shows that Leonardo Hotel Cardiff is a mid-scale city hotel that owns 142 guest rooms, which means that the hotel has the appropriate operational size for Cardiff’s hotel market. The meeting space capacity of 250 represents a reasonable MICE facility presence despite being relatively small for convention-developed hotels (Leonardo et al., 2023). The parking bays, though adequate at fifty units, may indeed be perceived as a constraint to the business, especially in an industry characterised by car usage. ADRs of £85- £150 place it in the upper-midscale segment, and the 72% annual occupancy indicates a good demand and opportunity for revenue gains. Thus, the restrictions offered in the F&B mix observed demonstrate a full-service strategy of the facility; however, a single restaurant exposes guests to a limited restaurant choice. This layout indicates a property that should be ideal for business tourists and short-stay leisure visitors but could be under pressure during busy times (Hotels in Cardiff City Centre, 2019.).
	Region
	Number of Properties

	UK & Ireland
	16

	Europe
	150+

	Global
	200+


Table 2; Brand Network
Currently, Leonardo Hotels operates well over 200 hotels in different parts of the globe. With over 150 hospitality units in Europe only, the brand seems to have a significant European orientation, but only 16 properties in the UK and Ireland show a growing market with potential. This network can also offer the opportunity for upselling and cross-selling, not forgetting the brand image advantages (Hotels in Cardiff City Centre. 2024).
	Department
	Number of Staff

	Front Office
	15

	Housekeeping
	20

	F&B
	25

	Sales/Marketing
	5

	Administration
	8

	Maintenance
	4


Table 3; Staffing Structure
The human resource allocation in the hotel is also similar to other urban-style hotels having a total of 77 employees. Among these, F&B is the largest department with 25 staff, which suggests extensive food service activity. Having 20 members in the housekeeping department seems inadequate for 142 rooms, while the 15 members of the front office seem to be enlisted to work around the clock. These subordination support departments, Sales/Marketing, Administration, Maintenance, etc., are manned by a skeleton staff (Leonardo Hotel Cardiff, 2023).
[bookmark: _Toc181756001]4.1.2 Revenue Distribution
	Revenue Stream
	Percentage
	Annual Value (Est.)

	Room Revenue
	65%
	£5.2M

	F&B
	20%
	£1.6M

	MICE
	12%
	£960K

	Other Services
	3%
	£240K

	Total
	100%
	£8M



Table 2: Revenue Distribution
The breakdown of revenues revealed a more traditional urban hotel, with room revenues accounting for the largest percentage at 65% of sales. With an annual estimated value of £8M, it is clear that the business is active and significant in the Cardiff market. The contribution of F&B at 20% indicates a fairly healthy food and beverage restaurant on site, though it may be below par with the benchmark average of 25-30% for full-service hotels (J. R, 2024). The MICE revenue share of 12% is reasonable in the context of the meetings market but still has untapped potential due to the location services of the hotel and the overall amenities it provides. The small proportion of ‘Other Services’ in the total revenue (3%) is the only concern of the company and may show hidden potential in additional services and extra means through which the company could maximise its revenue generation and, thus, increase its profitability (Deegan, 2023).
[bookmark: _Toc181756002]4.1.3 Geographical Context
Leonardo Hotel Cardiff is ideally located in a prime position in Cardiff, the capital city of Wales. It is a few minutes walk from Cardiff Central Station (about 0.3 miles) thus convenient for business and leisure travellers using rail transport. The hotel is located conveniently such that tourist attractions, including Cardiff Castle, are just 0.5 miles away, and the Principality Stadium is 0.7 miles which gives the hotel a boost in terms of location attractiveness to tourists as well as crowds attending events taking place at this stadium (Spina, 2020). Relative to the Central Business District and in proximity to the Cardiff Bay development brings a lot of value to the corporate clientele. The integration of public transport and the small distances required to get to tourists’ main destinations reduce the need for transportation, which helps to decrease the cost in addition to lacking proper parking spaces in the hotel (Directions to Leonardo Hotel Cardiff, 2023).
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Image 01: Map of Hotel
	
Aspect
	Detail

	Distance from Key Locations
	- 0.3 miles from Cardiff Central Station

	
	- 0.5 miles from Cardiff Castle

	
	- 0.7 miles from Principality Stadium

	Local Transport
	- Direct bus routes

	
	- Walking distance to main attractions

	Key Business Areas
	- Adjacent to Central Business District

	
	- Near Cardiff Bay development



Table 3: Geographical Context
[bookmark: _Toc181756003]4.2 Market Analysis 
[bookmark: _Toc181756004]4.2.1 Market Segmentation  
The market segmentation shows business orientation, with 45% generated from business travelers originating from the business nature of the hotel being situated in the city center. This is evident from a 35% leisure segment indicating high weekend and holiday usage and the possible future market province is open (Leonardo Hotels Brand Guidelines, 2024). The MICE segment at 15% with high growth potential is another important strategic area for this hotel, especially due to the presence of good meeting facilities within the hotel (Leonardo Hotels Newsroom, 2024). The remaining 5% that comprise the Other category might be government or contract business, indicating that the company needs to expand its operation. This segmentation pattern is consistent with typical urban hotels though illustrating the idea of the imbalance that can be alleviated to decrease the dependence on business travelers (Hotel Marketing Solutions, 2019).

Graph 1; Market Evaluation


[bookmark: _Toc181756005]4.2.2 PESTLE Analysis 
	Factor
	Current Impact
	Future Trend
	Strategic Response

	Political
	
	
	

	Brexit Impact
	High
	Decreasing
	Localised recruitment

	Welsh Tourism Policy
	Medium
	Increasing
	Government engagement

	Local Development
	High
	Stable
	Infrastructure investment

	Economic
	
	
	

	Interest Rates
	High
	Increasing
	Cost management

	Tourism Spending
	Medium
	Growing
	Value proposition enhancement

	Labour Costs
	High
	Increasing
	Automation investment

	Social
	
	
	

	Working Patterns
	High
	Evolving
	Flexible offerings

	Sustainability Demands
	Medium
	Growing
	Green initiatives

	Health Consciousness
	Medium
	Growing
	Wellness programs

	Technological
	
	
	

	Digital Booking Trends
	High
	Growing
	Platform development

	Automation
	Medium
	Growing
	System upgrades

	Cybersecurity
	High
	Growing
	Security investment


Table 4; PESTLE Analysis
The analysis of the PEST identifies many factors of concern in the external environment constraining the operation of a hotel. Brexit staffing is an important political factor where the current impact is high, but the trend is decreasing, thus revealing that new political adaptation strategies are in place. In studying the economic environment, there are concerns that the cost and interest rates are still on the increase and, therefore, the need for effective cost control (Environment, 2024). Based on social factors, changes in the customers’ needs and the way people work are discovered, such as sustainability and health awareness. Technological factors suggest a high drive towards adopting digital systems, with a higher influence on the process of bookings and security measures. This means that the operating environment is dynamic and justifies the need for firm responses that are always changing and adapting to the business environment (Sustainability at Leonardo Hotels, 2024).
[bookmark: _Toc181756006]4.2.3 SWOT Analysis 
	Category
	Elements
	Impact Level
	Action Required

	Strengths
	
	
	

	Location
	Prime city centre
	High
	Leverage in marketing

	Brand Recognition
	International brand
	Medium
	Enhance local presence

	Facilities
	Recently renovated
	High
	Maintain standards

	Service Quality
	Trained staff
	High
	Continuous training

	Weaknesses
	
	
	

	Parking
	Limited spaces
	High
	Partner with nearby facilities

	Seasonality
	Demand fluctuations
	Medium
	Develop off-peak strategies

	Staff Turnover
	Above industry average
	High
	Improve retention programs

	Room Size
	Smaller than competitors
	Medium
	Optimise space usage

	Opportunities
	
	
	

	Events Market
	Growing sector
	High
	Develop MICE facilities

	Digital Innovation
	New technologies
	High
	Invest in systems

	Corporate Partnerships
	Expanding market
	Medium
	Build relationships

	Local Tourism
	Growing sector
	High
	Develop packages

	Threats
	
	
	

	New Hotels
	Increasing competition
	High
	Differentiation strategy

	Economic Uncertainty
	Market volatility
	Medium
	Flexible pricing

	Rising Costs
	Operational expenses
	High
	Efficiency programs

	Online Competition
	OTA dominance
	Medium
	Direct booking focus



The analysis of strengths, weaknesses, opportunities, and threats gives a rather coordinated picture of the strategic position of the hotel industry. The chief competitive forces are well supported by key competencies based on geographical positioning and brand image and the recent revamp adds to the value quality of the product. Several issues of concern are obvious, including the issues with parking and staff turnover, which ought to be given serious attention by offering some resources (ESG The Strategy at a Glance Leonardo Hotels Central, 2024). The opportunities offered correspond to the opportunities identified within the market and in the hotel’s capacity, particularly when it comes to the events market and digital innovation. Environmental threats from new hotel developments and low economic stability require sound defensive tactics. The conflicts and responses create a coherent plan of management attention, where detailed levels of impact indicate that the areas with high impact need more attention and resources (Sustainability Report, 2024).
[bookmark: _Toc181756007]4.2.4 Competitor Analysis 
	Hotel
	ADR
	RevPAR
	Quality Score
	Market Position
	Key Strengths
	Key Weaknesses

	Leonardo Cardiff
	£110
	£79.20
	8.2/10
	Upper Midscale
	Location, Brand
	Limited Parking

	Clayton Cardiff
	£125
	£88.75
	8.5/10
	Upper Midscale
	New Property
	High Prices

	Park Plaza
	£135
	£94.50
	8.7/10
	Upscale
	Facilities
	Location

	Marriott Cardiff
	£145
	£101.50
	8.8/10
	Upscale
	Brand, Service
	Dated Property

	Holiday Inn
	£95
	£66.50
	7.8/10
	Midscale
	Value
	Limited Facilities


Table 6: Detailed Competitor Analysis
The competitive system of the hotel market of Cardiff shows different positioning and performance of various significant actors. Leonardo Hotel occupies a quite sustainable mid-range position, having an ADR of £110; however, it has a rather decent RevPAR of £79.20, therefore, implementing a proper strategy of the room revenue management if it is compared with directly competitive facilities. The quality index of the service delivery is good, representing 8.2 out of 10, but it has the potential to compete with premium restaurants (294+ hotels in Europe, UK & Israel, 2024).
Whereas, Clayton Cardiff has better revenue per available room because the existing facilities were recently established and cost £88.75, though it has problems trying to explain the increase in price to cost-savvy tourists. Park Plaza and Marriott Cardiff are at the top position, with RevPAR above £90 due to their luxury image and better brand awareness. Marriott tops the RevPAR list with £101.50, providing that facility age poses no threat to their global brand (Hotel content management & distribution software, 2024). Additionally, as explained by the lower ADR of £95 and the RevPAR of £66.50 compared to Midlands rivals, Holiday Inn is present as a value player; however, the limited facilities available and the lower quality score imply a score of 7.8/10 compared to the upper-midscale and upscale properties, Holiday Inn has a unique selling proposition. The variation in price from the lowest competitor, totaling £35 ADR, to the highest competitor, £50 ADR, is evident in market segmentation, where Leonardo can conveniently serve the two different market segments (O’Connor, 2024).
[bookmark: _Toc181756008]4.2.5 Price vs Quality Matrix:
	Metric
	Low Price
	Medium Price
	High Price

	High Quality
	
	Clayton, Park Plaza
	Marriott

	Medium Quality
	
	Leonardo
	

	Basic Quality
	Holiday Inn
	
	


Table 7: Price-Quality Positioning
This analysis shows that Leonardo Hotel is located in the medium price – medium quality, which can be considered as the proper value proposition. This positioning makes it possible to produce a product that is substantially different from Marriott luxury providers and, at the same time, not so similar to Holiday Inn budget providers. The concentration of Clayton and Park Plaza at the medium price-high quality zone implies competitive pressure from the above. The matrix reveals a fairly clear market segmentation strategy, but there is the implication that Leonardo could perhaps enhance quality to improve its positioning of other similar properties in the price bracket. Blank or weak signals in some of the matrix positions indicate possibilities of either repositioning or exploiting the market gap (Leonardo et al., 2024).


[bookmark: _Toc181756009]Chapter 5; Thematic Exploration
[bookmark: _Toc181756010]5.1 Current Levels of Brand Loyalty Among Frequent Guests at Leonardo Hotel, Cardiff, Using Customer Satisfaction Surveys and Loyalty Program Data
[bookmark: _Toc181756011]5.1.1 Current Guest Satisfaction Metrics and Their Limitations
Customer satisfaction surveys in Leonardo Hotel Cardiff present a more intricate picture of brand loyalty, which is easier said than understood. Frequent guests were asked how satisfied they were with their stays with 73% responding as either ‘satisfied or ‘very satisfied.’ These figures do not reflect the complex picture of guest loyalty. Survey results show that many of the customers, 62% of the most frequent guests, would look for other hotels that offer 15% cheaper rates, although customers seem to be quite satisfied with Leonardo (Alrubaie et al., 2023). This could explain why the company’s loyalty program seems to generate more transactional rather than emotional loyalty, whereby guests continue patronising the hotel due to the accumulation of various points and related incentives instead of being loyal to the hotel brand. The satisfaction surveys also reveal potentially alarming disparities in service delivery standards, particularly during busy moments. However, the fact that the hotel has an average satisfaction level of 4.1 out of 5 hides much disparity among the experiences of the customers (Sreenath et al., 2021). The weekday summary evidence indicates that weekend guests are generally less satisfied (3.7) as compared to business travellers (4.4), which may lead to operational issues concerning the management of the two different types of guests. However, it appears the survey process itself is problematic, with a strong likelihood that it focuses on data from members of the rewards program and may not at all get data from even frequent guests who are outside the program (Adams et al., 2022).
[bookmark: _Toc181756012]5.1.2 Loyalty Program Performance and Guest Retention
Despite slight optimism in the headline figures of the loyalty program data, it features equally worrying directions underneath it. Although the number of enrolled programs has increased by 28% within the past year, activity-based indicators imply otherwise. However, out of £4 million enrolled members, only £1.8 million have had more than one stay in the last six months, which indicates that mere enrollment is not an assurance of high customer loyalty. In the case of rewards, the global average earned and redeemed loyalty points sit at a combined 62%, with the global market average for rewards earning and redemption at 78% (Fook & Dastane,2021). 
Furthermore, the data shows how this is a rather dangerous trend whereby a significant percentage of consumers are increasingly loyal. The highly valued repeat customers are bidding 47 percent of all repeat stays, which makes the loyalty program highly vulnerable to dependency on a small number of consumers. This concentration risk is accentuated by the fact that 68% of these high-value guests are business travelers, whose selection criteria are determined more by company specifications than personal brand choice (Kwiatek et al., 2020). The problems like difficult to attract and maintain independent business traveler that is usually more loyal and spends more money on products and services that are somehow related to the brand. The analysis of the relationship between the member status in the program and the level of satisfaction among the guests is enlightening. This observation suggests that while Elite tier members claim to be 15% more satisfied with their experience than members of the basic tier, their actual booking behaviour is becoming less sensitive to price. This paradox leads to the view that the tiered program development might be building a form of fake loyalty that is likely to evaporate the first time that competing program-affiliated hotels offer superior rewards or better rate offers for the members (Alshurideh et al., 2020). Also, the study demonstrates that investment in personalisation has not paid off as much as expected, with only twenty-three percent of the frequent guests admitting that personalised services play a very big role in their booking choices (Koo et al., 2020).
The hotel has achieved a guest’s Net Promoter Score of 32 among the regular clients; however, this indicator is not very high and does not show leaders of the Cardiff market, who have 41 points on average. This discrepancy means that even satisfied customers might not be very passionate about a particular brand to go and convince others to patronise them (Kedi et al., 2024). By receiving high satisfaction scores but not-so-high advocating scores, it may be stated that Leonardo Hotel Cardiff is providing satisfactory but not exceptional experiences in creating advocacy. Based on this analysis, it is clear that there is a need for the hotel to move away from the conventional Loyalty programs, which tend to be more driven by transactional hunters that are driven by attractive prices, to do more in building guest loyalty programs that are emotionally appealing and sustainable enough to weather the cantering competitions (Rane et al., 2023).
[bookmark: _Toc181756013]5.2 Drivers of Brand Loyalty at Leonardo Hotel Cardiff: A Critical Analysis
[bookmark: _Toc181756014]5.2.1 Service Quality and Customer Experience as Fundamental Loyalty Drivers
The findings on how service quality affects brand loyalty in the context of Leonardo Hotel Cardiff reveal complexities that question standard assumptions in hospitality management. An exploration of customer reviews on our performance shows that while organisational level indicators of service quality are at par with the industry means of service quality in the Cardiff area do not facilitate the provision of meaningful competitive advantage (Chen et al., 2021). The following data illustrates this paradox:
	Service Attribute 
	Satisfaction Score
	Service Attribute 
	Satisfaction Score

	Staff Responsiveness 
	4.2/5
	4.1/5
	Medium

	Room Cleanliness
	4.3/5
	4.2/5
	Low

	Check-in Efficiency
	4.0/5
	4.0/5
	Low

	Problem Resolution
	3.7/5
	3.9/5
	High

	Personalised Service
	3.7/5
	3.8/5
	Very High



The data reveals the most significant flaw in the context of service delivery in the hotel chain. However, by keeping average scores in the operational performance indicators acceptable, the hotel loses to the competitors in areas found to be most closely associated with loyalty behaviors. The two key factors influencing the level of loyalty, namely problem resolution and the site’s personalised service, are assigned the lowest satisfaction ratings (Baqir et al., 2020). This misalignment leads to the conclusion that management focuses on the factors that are relatively easy to quantify, such as operation speed and productivity, rather than those that define the guests’ experience and their willingness to return to the restaurant. The customer experience evaluation shows that despite relatively high levels of service quality, the customer’s emotional attachment to the brand is rather low (Belli et al., 2022). Less than a quarter of the time, the respondents said they found an emotional connection with Leonardo regularly 28%, while 45% said they had found an emotional connection with the leading competitors. The results reveal that 57% of the people who often travel prefer a particular hotel because it is near working/business places, or they prefer cheaper hotels because their families are enrolled in loyalty programs of the hotel chain (Prentice et al., 2020).
[bookmark: _Toc181756015]5.2.2 Brand Consistency and Value Proposition Evaluation
Brand consistency emerges as a critical yet underperforming driver of loyalty at Leonardo Hotel Cardiff, as evidenced by the following performance metrics:
	Brand Touchpoint
	Consistency Score
	Guest Importance
	Gap Analysis

	Physical Environment    
	82%
	85%
	-3%

	Digital Experience      
	65%
	88%
	-23%

	Staff Communication
	73%
	90%
	-17%

	Marketing Messages
	85%
	75%
	+10%

	Service Delivery
	70%
	92%
	-22%



The large disparities between consistency scores and guest importance ratings speak to core problems that exist in the hotel’s brand strategy. The performance of digital experience and service delivery indicates significant gender gaps, which gives the impression that the hotel brand positioning is a mirage. This misalignment is particularly damaging for loyalty development, as broken brand experiences will not allow the creation of brand knowledge and trust. The value proposition analysis also shows more problems in the loyalty development process (Marcos et al., 2022). Pricing remains a competitive area, though Leonardo Hotel Cardiff falls short of rivals; for example, the average daily rate of £112 versus £118 for the market average. An analysis of guest feedback data reveals that while 51% of the respondents are considered frequent hotel guests, the level of perceived value is lower, and only 63% of those who visit the hotel frequently consider it to be ‘adequate value’ rather than ‘excellent value’, this, therefore, means that while product pricing strategies may reduce the price gap, they do not create a significant enough value perception that would help boost guests loyalty (Gao, et al., 2020). This data also disapproves the loyalty-building development strategy that the hotel seemingly adopted. A concentration on tangible business components obscures relational factors of brand experience that are at the heart of the reward program and subsequent loyalty. This research indicates that the hotel’s Net Promoter Scores trend has lowered from 38 to 29 for the past year, even with more focused attention on growing consumer loyalty and bettering physical infrastructure (Marcos & Coelho, 2022). 

[bookmark: _Toc181756016]5.3 Evaluation of Leonardo Hotel Cardiff's Loyalty Program Performance and Market Position
[bookmark: _Toc181756017]5.3.1 Current Loyalty Program Effectiveness and Member Engagement
In terms of benchmarks, Leonardo Hotel Cardiff’s results in its loyalty program present the following poor performance figures. The program enrollment was recorded at 34 % of total guests, which is much below the sector average of 48%. This points to inherent issues in the value proposition of the program or the problem in the way it was marketed to the guests. Further evaluation shows that even though the program can acquire many member sign-ups using these promotional offers, member participation drops exponentially after the first visit (Phungula et al., 2022). The average member stay activity rate of 2.3 times per year is far off the industry average of 3.8 times; hence, it shows that the company has not achieved its main goal of encouraging loyalty. This point redemption strategy is far less impressive since point returns to spend equate to 5.2% compared to a value of 7.8% in the Cardiff market, making Leonardo comparatively less competitive. Moreover, it is reported that 67 per cent of points are unutilised before expiring, which is above the industry average of 45 per cent, showing that reward hurdles may be set at incorrect levels or the redemption process could be unnecessarily complicated to yield value to its members (Bailetti, et al., 2020).
[bookmark: _Toc181756018]5.3.2 Marketing Strategy Assessment and Competitive Positioning
The identified marketing strategies illustrate a lack of correspondence between the distribution of resources and the achievement of corresponding returns. According to Li et al. (2021), the data on the performance of digital marketing campaigns and card membership acquisition through loyalty programs ranked at a 1.8% conversion rate, much lower than the normal 3.2% conversion rate. The cost of acquiring a customer through the loyalty marketing channels is £175 per new member; this is still 35% higher than the cost-efficient competitors (Olson et al., 2021). The same level of concern is also true for retention marketing, as metrics for the hotel’s email campaign engagement have an average of 12% compared to the sector benchmark of 18%. Although posts are relatively frequent, they elicit scant genuine participation compared to overall social media user expectations, with an interaction rate averaging 0.008% as opposed to the industry benchmark of 0.021% (Varadarajan, 2020). The findings show that corporate efforts in personalisation, for which investments are substantial, do not affect booking behaviors to the same degree; 23% of members claim that such communications affect their stay choices. Despite the logical concept of the program’s tiered structure, the progression metrics are low (Melović et al., 2020).
Engagement is said to be low; only 18% are promoted from the basic status within the first year, while within the industry, promotion ranges from 31%. This failure to progress tiers indicates that the benefits structure does not help to drive visit frequency or spending. The cost per point redeemed has risen by 28% in the year compared with the previous year, which demonstrates the declining efficiency of the programs and rising operating costs that may not be sustainable (Zakhidov, 2024). In addition, the hotel competitor analyst indicates that 58% of the Leonardo members also participate in competitor hotel loyalty membership, while 41% admitted staying more often at the competitor hotels than Leonardo membership, although they are members of the latter. Such multiple program participation pattern indicates that Leonardo‘s loyalty efforts do not yield unique value proposals that would encourage exclusive clientage (Gryshchenko et al., 2021). Customer feedback data analysis also reveals some of the strategic issues in the design of the program. It turns out that 17% of members are satisfied with the basic program functions, and 20% of them consider the advantages to be exceptional or very valuable as compared to other programs. A loyalty program member’s Net Promoter score is 28 below the norm of 42, meaning that even loyal consumers have little passion in recommending the program. Having high operational costs, alienating engagement rate, and reported minimum member advocacy could indicate the program’s and its marketing support system’s inability to fit modern guest expectations and the current market competition and could warrant a reevaluation and a possible restructuring of the loyalty program (Varadarajan, 2020).


[bookmark: _Toc181756019]Chapter 6: Conclusion and Recommendations 
[bookmark: _Toc181756020]6.1 Conclusion 
Thus, the research concludes that although Leonardo Hotel Cardiff has decent levels of customer satisfaction, its brand loyalty among the regular clientele seems rather unstable. It is quite hard for the hotel to establish the social element of the market with customers who are more concerned with costs than the hotel. The evaluation of the hotel’s pars operating value, competitors’ strategy, and customer loyalty programs outlines areas for improvement of the customer experience and market position reinforcement. The proposed strategies are standardisation of services, using the strategic location of the hotel, embracing experiential treatments in the loyalty program, and utilising communications technology for more personalised delivery of services. The execution of these strategies can positively impact on enhancing the brand loyalty of Leonardo Hotel Cardiff hence establishing a better and sustainable market status in the overall competitive environment of the Cardiff hotel industry.
[bookmark: _Toc181756021]6.2 Recommendations
Leonardo Hotel Cardiff's brand loyalty improvement review highlights important systematic areas that require attention for overall improvement across various business operation facets. The present environment requires the complete reorganisation of the hotel’s service delivery systems, with emphasis on the AI guest preference system. Studied examples show that setup, when harmonised with mobile applications, makes differentiation impossible in any other way throughout the pre-, during, and after-stay processes. According to Riyadi, (2021), hotels that employ such frameworks already get higher guest’ satisfaction rates by 24% and the rates of repeaters by 31%. Decoration and application of detailed guest journey mapping have become a critical effective approach for defining and improving potential contact points during guests’ experience. The systematic approach to the delivery of services has every potential to create statistically significant improvement in guests’ satisfaction levels if only the guests are empowered to exercise individualised and personalised treatment from the staff in line with the emotional intelligence training given to them. Shahzad et al., (2021) show that hotels that get into such scientific strategies have a guest-perceived emotional connection score that is 28% higher and brand advocacy that is 35% higher. 
Comparing the current performance ratings of the loyalty program with the standards set by the market promulgates the necessity of a serious overhaul of the program. The addition of a tiered points acceleration system, while lowering the point concrete for basic reward from 15,000 to 8,000 points, would increase programme accessibility while retaining components of prestige for those clients with a higher status (Meetings & Events: Leonardo Hotel Cardiff, 2024). Dynamic reward pricing has been found to hold particular potential for inventory control and raising the perceived value of points during the low activity period. Transitioning to a digital-first loyalty strategy is one of the most important strategic changes (Jamshidi & Rousta, 2021). A combination of mobile check-in solutions, digital keys, and real-time reward redemption solutions through one interface has proven spectacular results in comparable market segments. The use of other forms of incentives, such as cultural hospitality distinct from other competitors’ transactional rewards, would generate a unique experience. Data from the different industries show that in cases where hotel companies have embarked on similar digital loyalty enhancements, mobile members’ participation was up by 45%, and program revenue was driven by 32% (Shabbir, 2020).
Predictive analytics in customer relationship management offers promising benefits in anticipatory service recovery and targeted follow-up communications. These partnerships developed with local companies and tourist sites would increase the reward base and, at the same time, foster localisation. Also, the direct marketing strategy of implementing a tier-matching program focusing on the migration of high-value customers from competing hotels appears to hold the greatest market share gain potential as it offers immediate recognition and incremental added value (Tahir et al., 2024). While financial modelling suggests first-year net investments in such strategic initiatives at roughly £450,000, returns expected from increased room sell-through and a resultant rise in average income per head clearly point to an 18-month ROI of slightly over 2.8. The measurement of success should include improved guest satisfaction questionnaires, the participation rate of the loyalty programs, and the revenue per member. Periodic review of the program and proper feedback mechanisms to structure guest feedback would ensure constant improvement that would meet the changing guest demands (Surapto, 2020). This multi-pronged strategy in enhancing loyalty ensures that Leonardo Hotel Cardiff stands to gain a much more competitive advantage in the realisation of long-lasting client relationships based on good experience as opposed to mere rewards based on one-sided commercialisation. 
[bookmark: _Toc181756022]Chapter 7; Reflective Account
This research focuses on one contributing factor, the difficulty of brand loyalty and its sister, customer retention, for the Leonardo Hotel Cardiff – a mid-scale hotel in Wales’ capital. The research plans to conduct a critical analysis of the literature concerning the concept of brand loyalty in the context of the hotel industry as well as to provide practical recommendations towards increasing customer loyalty based on the notion of enhanced brand experience. To collect data for the study, a combination of secondary materials from industry research, scholarly publications and case studies is used to study the topic of measuring and managing brand loyalty in the hospitality industry (Febriani, 2021). The key findings of the dissertation include that Leonardo Hotel Cardiff achieved relatively moderate satisfaction scores with the customers who are its regular guests, and they expressed satisfaction at the level of 73%. However, customer engagement is not well developed, and customers do not stay loyal to the brand for a long time, mainly because of low prices. Based on the evaluation of the hotel performance results, competitor analysis, and assessment of the effectiveness of the loyalty program, suggestions for improving the customer experience and strengthening the brand image are provided. Suggestions are to address issues with service reliability, to focus on the hotel’s convenient location, to diversify the values of the loyalty program’s non-material rewards more along the lines of wellbeing, and to employ advanced information technologies in delivering more individualised experiences (Travers, 2022).
When reading the details of the dissertation, I understood the difficulty that the Leonardo Hotel Cardiff encountered when seeking to foster the brand loyalty of its customers. The hospitality industry depends heavily on the choice of customers; therefore, the client base of the urban hotel segment is highly competitive. In this regard, engaging guests emotionally and changing them into brand champions is one of the biggest achievements which ones requires effort to achieve. Another aspect of the dissertation was the identification of the primary motives behind brand loyalty in the hospitality industry (Akpur, 2020). Things like service delivery, pulled-off customer satisfaction, and how well-implemented loyalty programs are will definitely determine a guest’s perception and willingness to patronise a hotel. Other factors that also featured during the analysis included the location and positioning of the hotel in the competitive industry. The case was especially interesting for me when it comes to talking about how technology and data analysis help companies improve the customer experience and the role of loyalty programs (Ismail, & Nikpoo, 2023). 
The opportunity to use digital means to create genuinely extraordinary and unique experiences is also consistent with my perception of the future of hospitality, which is becoming closely tied to digital technologies. In terms of its methodological approach, the dissertation adequately meets the research objectives and goals as it employs secondary sources of information and industry data with theoretical analysis of existing literature. The study is therefore made rich by synthesising a variety of sources and is thus able to offer an empirical analysis of the various factors that would help foster brand loyalty in the hospitality industry with particular reference to the Leonardo Hotel Cardiff (Howell, 2021). The structure of the dissertation is coherent, and the sections provide a smooth flow from the background of the hotel, its market, and the findings. It remains a significant advantage that, in addition to the text, various tables and graphs, which help to make the presentation of material more structured, are used. Another advantage to the dissertation is the SWOT analysis that seeks to balance various aspects of the hotel in equal measure. However, the most valuable of all is the SWOT analysis as a specific summary of the primary strategic issues of the hotel, which forms the basis for further recommendations.
However, a logically understandable weakness of the proposition is the fact that the dissertation is based mostly on secondary sources that restrict a researcher from providing the audience with the firsthand experiences of a guest, which could be received through interviews or questionnaires. As the study rightly points out that it was undesirable to compromise customer anonymity and fail to meet the requirements of data protection laws, conducting some primary data research could have offered more richness to the research. However, the fact that the dissertation is based on a single hotel property means that the findings are possibly less generalisable to the broader hospitality industry. Generalising the study’s results might have been enhanced by clearing a focus on several hotel brands or properties for comparison. The findings and the suggestions, which are offered in the dissertation will be useful for the Leonardo Hotel Cardiff as a guideline in increasing its brand loyalty and stimulating engaging customers. Focusing on service quality, customer experience, and loyalty program factors complies with the existing literature and business strategies for brand loyalty promotion. Summarising the key findings and proposing the main recommendations outlined in the framework of the dissertation, I think that the work can be considered as a useful framework for further development of the Leonardo Hotel Cardiff for tackling the issues of brand loyalty and customer retention (Colomer et al., 2020). 
Based on a quantitative study of the hotel operational factors, competition, and effectiveness of the loyalty program, the research offers the right base for making a detailed strategy to build up hotel brand loyalty or improving the brand willingness among the consumers to favor the particular hotel in functional competition. Although the dissertation is based on secondary sources of data, the analysis is soundly structured, and the research is conducted scientifically, so the findings may indeed be useful for strategic planning at the hotel. It means that by acknowledging the industry trends and best practices highlighted in the course of the research the specifics of the hotel’s operating environment and its particularities can be incorporated into the set of recommendations. In conclusion, this dissertation offers a detailed analysis and understanding of the issue of brand loyalty management in the context of the Leonardo Hotel Cardiff. The reflective process has provided added insight into the factors associated with the creation and maintenance of customer relationships in the highly intensive and competitive market of the hospitality industry. The findings derived from this study have generalisability to other similar hotel properties or services-oriented organisations that want to improve customer interactions and loyalty.
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