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[bookmark: _Toc189780685]Executive Summary
This research investigates the role of Customer Experience Management (CEM) in enhancing brand loyalty within the hospitality sector, focusing on Delta Hotels by Marriott Bristol City Centre as a case study. The study aims to identify the role of hotel CEM strategies like personalised services, guest feedback systems, and staff training in enhancing guest satisfaction and encouraging long-term customer loyalty. The study identifies that the hotel has gained benefits from the implementation of Customer Experience Management (CEM) where factors such as guest contact, guest satisfaction and service delivery among others have influenced the brand loyalty level among the guests. However, this study also reveals areas that require attention to digital presence and the general efficiency of the feedback to extend the quality of guest experience. Therefore, based on the research findings, the following recommendations are made the hotel should keep on embracing the Customer Experience Management (CEM) strategy to offer a tailored guest experience and the adoption of other sophisticated technological tools that support the CEM strategy. The hotel should keep on enhancing staff training to sustain and expand customer loyalty.
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[bookmark: _Toc189780686]1.0 Introduction
[bookmark: _Toc189780687]1.1 Background of the Study
The hospitality industry is increasingly focusing on delivering exceptional customer experiences to foster brand loyalty. This research shall seek to find out how Customer Experience Management (CEM) can be applied to boost brand loyalty unique to Delta Hotels by Marriott Bristol City Centre. Delta Hotels Marriott International is a global hospitality company providing hotels and accommodations associated with personalised upscale service (Abror et al., 2020). The following research will subjectively analyse the CEM practices that are used in the hotel with the view of finding out how effective these practices are in helping create customer satisfaction and lifelong consumer loyalty.
[bookmark: _Toc189780688]1.2 Case Study Overview: Delta Hotels by Marriott Bristol City Centre
Delta Hotels by Marriott Bristol City Centre is a modern, first-class hotel, located in the city centre of Bristol, England, which welcomes business and leisure guests. As mentioned, this hotel is strategically positioned with guests being different, including corporate and tourists. Satisfaction of customers is one of the most important factors that the brand provides to gain a competitive edge in the highly competitive industry of hotels (Addis, 2020). The research questions will measure how Delta Hotels by Marriott is deploying its approach to developing and implementing its Customer Experience Management (CEM) strategies to accommodate the needs of the guests and benchmark with direct and indirect competitors (Adhikari and Bhattacharya, 2016).
[bookmark: _Toc189780689]1.3 Aim
The purpose of this research is to investigate how CEM improves brand customer loyalty at Delta Hotels by Marriott Bristol City Centre.
[bookmark: _Toc189780690]1.4 Objective
· To assess how personalised guest services influence brand loyalty at Delta Hotels by Marriott Bristol City Centre.
· To evaluate the impact of staff training programs on customer satisfaction and retention.
· To analyse the role of guest feedback systems in improving customer experience.
· To identify areas for enhancing Customer Experience Management (CEM) strategies to strengthen brand loyalty.
[bookmark: _Toc189780691]1.5 Research Questions
· How do personalised guest services influence brand loyalty at Delta Hotels by Marriott Bristol City Centre?
· What is the impact of staff training programs on customer satisfaction and retention at Delta Hotels by Marriott Bristol City Centre?
· How do guest feedback systems contribute to improving customer experience at Delta Hotels by Marriott Bristol City Centre?
· What areas can be enhanced in the Customer Experience Management (CEM) strategies at Delta Hotels by Marriott Bristol City Centre to strengthen brand loyalty?
[bookmark: _Toc189780692]1.6 Significance of the Study
The findings of this research will be significant to improve knowledge about the role of CEM in boosting the levels of brand loyalty which is particularly applicable to the hospitality industry. Delta Hotels by Marriott Bristol City Centre will be in focus of the study. Thus, illustrating how such services as individual-oriented services, staff training, and feedback technology help to increase the level of satisfaction and loyalty. The research will also make some managerial implications that will help the hotel managers to enhance the CEM strategies as well as the guest satisfaction and brand loyalty levels (Alnawas and Hemsley-Brown, 2019). This research also presents a framework for other hotels that are aspiring to develop sustainable customer relationships and contribute to the existing literature on the role of CEM in the hospitality sector (Andrews and Turner, 2017).


[bookmark: _Toc189780693]2.0 Literature Review
[bookmark: _Toc189780694]2.1 Introduction to Customer Experience Management (CEM)
Customer Experience Management (CEM) refers to an efficient approach to relating well to clients to improve customer satisfaction. In the hospitality context, CEM is targeted for segmentation, customised services, quality, communications and feedback. CEM creates better customer loyalty and customer relations because these practices are the key to long-term business success. As competition increases in urban markets like Bristol, hotels must prioritise CEM to build lasting relationships and drive guest retention.
[bookmark: _Toc189780695]2.2 The Role of Personalisation in Customer Experience Management
Customisation is a key element in most current CEM approaches. In a general way, Armstrong and Matters (2016), define personalisation as the strategies that allow firms to deliver experiences that are specific to every client’s needs. In the hospitality industry, personalisation can be as general as the customised room settings and services the special communication for the guests or the special offers by referring to previous experiences at the facility.
Different research Findings have found that personalised services, improve the abilities of guest experience and this largely affects brand reputation. For instance, Baum et al. (2023), show that customer satisfaction mediated through loyalty is a positive function of personalised managerial services in the hospitality industry. Direct customer communications enhance the perceived level of customer accommodation thus the level of customer emotional involvement. At Delta Hotels by Marriott Bristol City Centre, guest preferences include the ability to understand and apply guest preference, deliberate on how guests can be provided with personalised services and how technology can be used in fulfilling these preferences.
The operation of task-oriented CEM strategies entails efficient data management to support personalised approaches. A company needs to have skills in identifying, storing, processing, and efficiently applying customer data (Becker and Jaakkola, 2020). Lack of personalisation in hospitality loses the customers, as without making an emotional connection to the service offering, the customer is unlikely to return for repeated uses.
[bookmark: _Toc189780696]2.3 Impact of Staff Training on Customer Experience
The other relevant strategy of CEM in the hospitality sector is the training of personnel. Employees act as key touchpoints in the customer journey, and their ability to deliver high-quality service has a direct effect on customer satisfaction and loyalty. When calibrated at the workplace, employees understand customers’ requirements, respond to their concerns adequately, and improve customer relations (Beliak, 2023).
Since empathising, problem-solving and communication abilities are core aspects of each training program, they will go a long way in enhancing guest satisfaction. Bonfanti et al. (2021), have reported that customer service training positively impacts service quality, and the customer-employee relationship has a positive effect on loyalty. For Delta Hotels by Marriott Bristol City Centre, spending on training programs could guarantee that staff meet the diverse needs of clients and also surpass their expectations hence creating loyalty.
In the area of training, the hotel should not only train its customer service staff in conventional methods as employed in training the consumers but should also concentrate on other training such as conflict solving and handling of angry customers since it is understood that this is a vital area in the management of consumer complaints (Brodie et al., 2015). Another important determinant of its customers is the availability of trained personnel to meet the guests’ needs as soon as possible.
[bookmark: _Toc189780697]2.4 Guest Feedback Systems and Their Role in Enhancing Customer Experience
In CEM the role of customer feedback is magnified since it gives important information on satisfaction levels of the guests as well as the opportunities for enhancement. The authors Brun et al. (2017), note that feedback mechanisms help organisations determine customers’ expectations and experiences and hence realise areas of customer discontent in as much as enhancing service provision. Also in the hospitality industry, guest feedback systems may range from feedback forms and face-to-face guest interviews to post-stay guest feedback. These systems aid in data collection processes on aspects such as service provision by hotels and can hence fuel changes in services and system flow.
According to the study done by Buhalis et al. (2022), the feedback system allows hotels to respond to guests ‘complaints instantly enhancing guest satisfaction and loyalty. This means that a well-constructed feedback system at Delta Hotels by Marriott Bristol City Centre could be very useful in giving them feedback that would help improve the kind of touch that the hotel lays on their guests. Moreover, real-time response mechanisms assist in the identification and timely management of a dissatisfied customer to avoid the development of a negative word around a hotel.
Moreover, the use of guest feedback in shaping subsequent operations of the hotel may serve as a tool for organisational learning. According to Bustamante and Rubio (2017), feedback empowering organisations to make proper decisions for enhancing services yields better successes in achieving customer expectations of services resulting in better brand loyalty.
[bookmark: _Toc189780698]2.5 Technological Advancements in CEM
Pervasive is the fact that it is social media that is enhancing different business practices within the sphere of CEM in the context of the hospitality industry. The use application of digital technologies comprises CRM stages, mobile applications, or AI to improve the formula of satisfaction offered in hotels. These technologies help hotel companies acquire current information on consumers’ needs and reactions, meaning customer-specific communication can be enhanced and services improved (Buttle and Maklan, 2019).
Through some of the CRM systems, the hotel can be able to identify guest’s preferences while using various services and ensure that they appeal to them in subsequent visits. Through mobile apps, guests can check in on the application, order services and offer their feedback through their phone. For Delta Hotels by Marriott Bristol City Centre, the application of advanced technologies into CEM may strengthen the service advantages.
To attend to customer needs promptly, various organisations are now applying AI chatbots and virtual assistants (Carvalho and Alves, 2023). The technological applications used in consumer relations can improve the speed and lasers for communities further deepening the brand.
[bookmark: _Toc189780699]2.6 Gaps in the Current Literature
Although there are many studies on CEM in the literature, there are research limitations concerning the CEM application in the context of the hotel industry. According to Cetin and Dincer (2014), the majority of the research works primarily address the general idea of customer service without much regard to technology, feedback mechanisms and individualisation in the pursuit of loyalty. There is a deficiency in the existing literature that examines the effects of CEM on brand loyalty at the firm level, especially in the case of Delta Hotels by Marriott or other similar chains, especially in cut-throat tourism destinations such as Bristol.
While personalisation and staff training are effective individual strategies for CEM, few studies seek to examine how they can be integrated into an umbrella approach and policy for organisations that enhance the overall loyalty and patronage of clients in the long run (Cetin and Walls, 2016).
[bookmark: _Toc189780700]2.7 Conclusion
Customer Experience Management (CEM) is essential in increasing the organisations’ customer loyalty. It is noteworthy that such areas as individualisation, staff education, customers’ opinions, and IT tools have significant value for the improvement of the guest experience. The coordinated measurement approach of CEM should be implemented in Delta Hotels by Marriott Bristol City Centre. Further research should establish how best to apply CEM in other settings to build brand loyalty in hotel industries.
[bookmark: _Toc189780701]3.0 Methods
The research adopts a case study methodological approach, focusing on Delta Hotels by Marriott Bristol City Centre to explore the role of Customer Experience Management (CEM) in fostering brand loyalty. The case study approach provides a comprehensive and organisational analysis of the working system and the performance in interaction with clients. This approach is especially suitable where real-life phenomena are under consideration, in a given organisational setting (Chaffey et al., 2019). It gives extensive information regarding how strategies of CEM are practised in organisations and the effects on the customers.
[bookmark: _Toc189780702]3.1 Case Study Methodology
Case study research is a quantitative research methodology that allows the researcher to systematically analyse an event in its natural context to provide comprehensive information about the topic under consideration. In this research, using the case study approach allows for analysis and advanced scrutiny of Delta Hotels by Marriott Bristol City Centre’s targeted tailored services, training, feedback mechanisms and technology incorporations. The strength of using a case study is in producing specific, local data patterns pertinent to the goals of the study.
However, there are several drawbacks to the case study approach used in research. However, the findings derived from single-case research could not be extended to other hotels or other settings since each case has its particularities (Cook, 2015). Hence, analysis of the findings of this study shall be made within reference to Delta Hotels by Marriott Bristol City Centre, the study findings hold possible implications of equal application to other hotels with comparable operational structures or operating conditions.
[bookmark: _Toc189780703]3.2 Online Data Netnography
In the illustrated case study approach, this research will also apply the netnography technique as an online customer interaction research technique on internet platforms such as TripAdvisor, Google Reviews, and social media platforms. The information in ethnography is taste, honest, and original which are important when it comes to understanding the customers’ experiences that may not be found out through other research approaches. The analysis of online reviews and discussion concerning service quality, personalisation and customer satisfaction will strengthen the case study research and support the view of overall Customer Experience Management at Delta Hotels by Marriott Bristol City Centre.
[bookmark: _Toc189780704]3.3 Combining Case Study and Netnography
Case studies and ethnography are ideal research techniques to capture the effect of CEM on brand loyalty in a real client setting. Although the case study provides a rich analysis of CEM strategies within the hotel, ethnography enables an exploration of customers’ experiences in other channels. Combined, all these methods provide a clear understanding of how CEM can increase brand loyalty within Delta Hotels by Marriott Bristol City Centre.
The proposed combination of case studies with the application of ethnography allows for the accurate evaluation of the efficiency of CEM practices. These methods are well-suited for exploring the complex relationships between customer experience, satisfaction, and loyalty in the hospitality industry (Daffy, 2019).
[bookmark: _Toc189780705]4.0 Case Study Hotel Overview and Findings
[bookmark: _Toc189780706]4.1 Overview of Delta Hotels by Marriott Bristol City Centre
Delta Hotels by Marriott Bristol City Centre is in the Marriott International family known for its large successful hotel chain. Located in the middle of Bristol; a lively city located in the southwest of England this facility targets business and leisure travellers. This means that strategically, guests who will be visiting this hotel will be near different attractions beginning from the Bristol Museum & Art Gallery, the Cabot Circus shopping mall and the old town known as the Harbourside (Dixit, 2017).
The differentiation strategy for Delta Hotels by Marriott is to deliver transparent services of value to business and leisure travellers. The UK-based Bristol City Centre is one of the many landmark sites falling under Marriott-owned Delta Hotels that are known for being reliable and providing excellent guest service. To ensure customer satisfaction in the job the hotel has incorporated meeting and work facilities, a fitness centre and commodious guest rooms to meet and exceed various customer demands (Dixit et al., 2021).
Hotel Features and Services
Delightful Delta Hotels by Marriott Bristol City Centre includes such services and amenities of the modern style to meet the business and leisure needs of a guest. Accommodation services are most suited to businessmen and count several conference and meeting areas, a business corner and numerous places adapted to corporate events.
Key Hotel Features Include:
· Guest Rooms: Accommodation is in standard, deluxe, and executive rooms. The rooms come with facilities including high-speed internet, large LED TVs, comfortable working desk chairs, and state-of-the-art toiletries to meet all guests’ needs (Du Cros and McKercher, 2020).
· Meeting and Conference Facilities: According to the materials provided, Delta Hotels are particularly suitable to accommodate business-related meetings and events providing easily convertible spaces equipped with high-level conference technology. The spaces can be arranged to hold meetings, conferences, events and functions of all sizes and types which would enable the firm to effectively accommodate its business clients.
· Leisure and Fitness Amenities: Also included in the fitness amenities are a gym as well as spa services that are supposed to offer the guests a one-stop experience where after a day of business or touring they get to relax.
· Dining Options: Accommodation includes a restaurant offering locally prepared meals and meals from other parts of the world. The food order services form the customer touch points because the dining requirements are built into the overall guest products that are offered at the hotel to include both informal and business eating.
Key Statistics and Operations
There is no exact financial information on Delta Hotels by Marriott Bristol City Centre, but Marriott International is among the biggest Hotel Operator companies all over the world today with more than thirty brands of hotels available in the luxury, premium and mid-market segments. More particularly, Delta Hotels operates in the mid-price range market segment, though positioned in the highly competitive segment (Eissner and Gannon, 2018).
· Turnover: Currently the annual turnover rate of Marriott International globally is rated in billions of dollars and Delta Hotels are also helping Marriott to establish its foothold in the mid-market segment.
· Staffing: The hotel has a human resource of about 100 employees working in different positions such as receptionists, managers, cooks, cleaners and maintenance persons (Fagyas and Datta, 2023). The hotel pays very much attention to training and currently, the human resource department can provide trained employees to deliver the best services to customers (Hill and Alexander, 2017).
· Locations: The Delta Hotels by Marriott Bristol City Centre is strategically located at 2 Lower Castle Street, Old Market, Bristol, BS1 3AD, United Kingdom. This prime location places the hotel within easy reach of the city’s key business and cultural districts, making it an ideal choice for both corporate and leisure travellers.
· Competitors: Delta Hotel has stiff competition not only from large-scale hotels like Hilton and Holiday Inn but also from local hotels that are part of the emerging lifestyle boutique hotel industry. The competition in Bristol is stiff with guests considering the price offered, location as well as services offered in a hotel.
[image: ]
Figure 1: Delta Hotels by Marriott Bristol City Centre Map (Fotis, 2015)
[bookmark: _Toc189780707]4.2 SWOT Analysis
SWOT analysis gives information about the hotel's internal strengths and weaknesses and external opportunities and threats. Following is the SWOT Analysis of Delta Hotels by Marriott Bristol City Centre.
	Strengths:
· Strong Brand Recognition: Being Marriott International’s property, Delta Hotels by Marriott leverages the reputation of its parent brand which is credited for service provision which includes the service amenities (Hudson and Hudson, 2022).
· Service Quality: Delta Hotels has epitomised itself with personalised and efficient guest and service delivery. A relevant point about the hotel operations is that the staff has been trained to facilitate interactions with clients to create a positive atmosphere that would be conducive to obtaining high results in customer satisfaction.
	Weaknesses:
· Price Sensitivity: Since as a mid-range hotel, Marriott’s Delta Hotels may compete not only with budget but also with luxury counterparts. There is always pressure to price things reasonably well to attract guests who are looking for good value (Iglesias et al., 2019).
· Dependence on Business Travel: Business travellers now form one of the biggest customer bases for the hotel and this group of customers could be very sensitive to changes in the macro environment such as economic cycles, the emergence of new ways of working such as remote working or cost cutting by firms that have heavy travel schedules (Jayasingh, 2019).

	Opportunities:
· Sustainability Initiatives: With a rising concern from travellers regarding the environment and the use of natural resources, Delta Hotels by Marriott would benefit from practising sustainable methods including efficient systems of energy and waste, and the purchase of locally available products.
· Leisure Travel Growth: It can be identified that there is a rising proportion of people who add leisure to their business trips which represents a potential for Delta Hotels to meet the needs of such guests (Zhang et al., 2020). In addition, there are ample prospects for the growth of leisure-based propositions concerning the increase in domestic tourism after the pandemic.
	Threats:
· Intense Competition: Competitors in the hospitality industry in Bristol are strong and many, both locally and internationally operating hotels provide similar services. The nail continues to paint the finger with the need to create a niche in what at times can be a crowded market.
· Economic Fluctuations: in a similar way, and similar to the general trends in the hospitality industry, it is vulnerable to risks such as a downturn in the macro economy which slows down business and leisure travel, therefore affecting occupancies and revenues (Jordan and Crick, 2024).
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Figure 2: SWOT Analysis (Longhurst et al., 2020).
[bookmark: _Toc189780708]4.3 PEST Analysis
It defines the organisation's strategic macro-environment using the PEST (Political, Economic, Social and Technological) analysis to determine the forces of influence on Delta Hotels by Marriott Bristol City Centre. The following are the research results:
	Political:
· Regulation and Legislation: The UK’s hospitality industry involves a broad range of legal rules concerning health, safety, as well as employment (Kandampully and Solnet, 2019). These regulations have to be observed by Marriott to avoid compounding legal problems and for proper work to take place. Restriction of immigration policies besides labour laws after Brexit may affect staffing levels and mobility of workers.
· Government Initiatives: Financial incentives such as a government encouraging more people to travel to the area or offering incentives for investors to put their money into the construction of infrastructure in the hotel sector help to determine the operational success of the hotel establishment (Kokkranikal et al., 2024).
	Economic:
· Market Demand: Generally, availability and demand for hotel services are affected by changes in the Gross Domestic Product (Kandampully et al., 2017). For instance, economic problems can mean low corporate or leisure sales, and therefore little income from the hotel business.
· Cost of Living and Inflation: Elevated operating expenses, salaries, electricity, and purchases might lead to escalating of rooms’ tariffs or, in contrast, shrinking of margins.

	Social:
· Changing Customer Preferences: Most modern visitors expect something more individual and original during their travels. Delta Hotels has a great chance to build further on that by providing services that will meet the needs of business and leisure travellers (Law, 2019).
· Health and Wellness Trends: The increasing consciousness of travellers regarding their physical well-being is a factor also for the incorporation into Delta Hotels of wellness services like spas, organic meals, and exercise equipment.
	Technological:
· Guest Experience Technologies: With the increasing use of technology in the hospitality industry, Delta Hotels has the possibility of enhancing the experience of a guest via smart check-in or checkout, smart room, and Chat boxes for guest communication.
· Data Analytics for Personalisation: Guest data allows Delta Hotels to enhance the truly guest-centric experience from the preferred room type to the promotion (Leckie et al., 2016).
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Figure 3: PEST Analysis (Lee et al., 2019)
[bookmark: _Toc189780709]4.4 Competitor Analysis: Price vs. Quality
Delta Hotels seeks to operate mid-range hotels in Bristol, it is going to operate in a very competitive market. Its rivals are other strategic brands by Marriott including Courtyard by Marriott and category rivals including Hilton Garden Inn, Premier Inn, and independent boutique hotels. The main contrast here is between price and quality and the aspect of the advertisement is to make Delta Hotels known to people as cheap yet quality.
· Delta Hotels: Combines fairly low prices emphasises cost leadership, available large meeting venues, gourmet restaurants, and comfortable rooms.
· Hilton Garden Inn: Accommodating a somewhat higher LEED point score, which translates into somewhat higher price levels of services with enhanced prerequisites containing somewhat a higher level restaurant facility and more emphatic golf and fitness facility.
· Holiday Inn: Comes with similar pricing to Delta Hotels, however, this name benefits from a stronger brand awareness in the UK and caters to both business and leisure guests.
[bookmark: _Toc189780710]4.5 Netnography: Online Customer Feedback
Netnography, the major approach to analysing guest reviews, is likewise helpful in recognising customer experiences as avenues belonging to every hotel’s strengths or potential for enhancement. This study for Delta Hotels by Marriott Bristol City Centre also shows positive feedback on the most common travel platforms, including TripAdvisor, Booking.com, and Google Reviews emphasising that the hotel is mainly located in a central area, with excellent services and cleanliness.
Accessibility is another area that guests single out with the hotel located right in the city centre and within the proximity to shops and restaurants as well as business offices. High-touch management and customer service are also cited often, with many guests appreciative of the polite and helpful personnel who would do everything possible to ensure that the guests have their needs met to the full. Current events are reported often as orderly, with most guests acknowledging the clean floor and guest room areas (Lipkin, 2016).
Some of the constantly reported issues include the size of the rooms in particular as experienced by users. Several of the guests have noted the rooms as being well adorned timely and clean but cramped, especially for those guests who are accommodated for long periods or many guests in a room. It is imperative to note that some customers may have anticipated more giant hotel rooms given the prices depicted on the abrasive scaled price model.
In the aspect of improvement, feedback trends suggest that Delta Hotels may improve its guests’ experience by making some improvements in the rooms such as either providing bigger or more versatile rooms (Longhurst et al., 2020). Consequently, expanding concentration on individualised services that refer to amenities or specifically chosen rooms might enhance the guest experience along with clients’ loyalty.
[bookmark: _Toc189780711]4.6 Reflective Account: Personal Experience and Observations
During my placement at Delta Hotels by Marriott Bristol City Centre, I gained firsthand experience of the operational challenges and dynamics of managing a large hotel in a competitive market. A major finding was that it is necessary to constantly train the employees so that they would provide only the highest quality of service (Lugosi and Jameson, 2017). One of the reasons that emerged from the study indicated that the hotel had a sound Training Process and Implementation that was guaranteed to avail information and skill in the employees to meet the guests’ expectations. Some notable features of such an investment in staff development could be seen from the overall quality of the services being offered together with feedback from guests on customer services.
I realised that based on the position of the hotel which is near business centres, it often attracted business-related guests most especially during the working week. This certainly ensured regular revenue, although at times the resources were stretched during busy hours (Mahr et al., 2019). The management team’s proactive approach to planning, such as anticipating busy periods and adjusting staffing levels accordingly, helped mitigate potential disruptions. The free flow of information between departments made the operation run smoothly, especially during the busy periods instituted how critical it is to ensure good coordination between the departments.
Conclusion
Delta Hotels by Marriott Bristol City Centre is strategically located in the competitive environment of the hospitality market of Bristol. Building on the strengths inclusive of the strategic location and great affiliation to the Marriott brand, the hotel can still do better. Bigger issues like fluctuating in the economy alongside the competition are certain to require ceaseless recalibration of the strategies, especially in aspects like personalisation of the services, integrating with technologies and integrating sustainability initiatives (Makudza, 2021).
In this way focusing on the areas of improvement, and capturing the opportunities, Delta Hotels has a good chance to establish its position in the market and continue putting itself on the list of preferences for business and recreational tourists.
[bookmark: _Toc189780712]5.0 Discussion
The present discussion section underscores a critical evaluation and analysis of the research findings on CEM strategies applied at the Delta Hotels by Marriott Bristol City Centre. The research would like to understand the extent to which specific guest services, staff training, guests’ feedback systems and Total Customer Experience Management (CEM) programs may impact customer satisfaction, repurchase intention, and brand loyalty (Malhotra et al., 2020). This section will relate these findings to the current CEM literature in the context of the hospitality industry, consider the implications of the study for the hotel; and present the study limitations and viable improvements.
[bookmark: _Toc189780713]5.1 Personalised Guest Services and Brand Loyalty
The research evidence suggests that targeted hospitality offerings do play a prominent role in the generation of brand equity for Delta Hotels by Marriott Bristol City Centre. The need to create an affinity with guests means that personalisation is a key factor that defines the guests’ satisfaction and loyalty levels. As proposed by Mandić and Walia (2023), enhancing customer experiences is a result of delivering personalised services as it begins to build the value that is perceived by the guests. Likewise, Marshall (2015), also focuses on the affective nature of loyalty and puts a premium on customisation.
Loyalty was also proven to be influenced by services that are guest-specific which includes customised room preferences, repeated guests’ acknowledgement and being made special offers. The guests also reported a higher likelihood of repeat visits due to such additional touches. This result supports the findings of many other works identifying the impact of personalisation on guest loyalty in the hospitality business. For instance, room service in hotels that show consideration in acknowledging a client’s birthday or according to the favourite preference level feels welcome and encouraged to revisit hence referring others to the brand.
The studies also pointed out some limitations although personalisation revealed positive feedback. The advantages of such provision of services include the fact that it is welcomed that guests’ interactions are personalised, the only major drawback is that it may be difficult to keep consistency in the way different guests are attended to (Mbama and Ezepue, 2018). This is most appropriate in big hotel chains, where service standards can hugely depend on who meets the guests’ needs or wants. The research also indicates that Delta Hotels can improve the established best practices of personalisation by increasing the cross-business division of various services’ uniformity to retain high guest satisfaction and loyalty.
[bookmark: _Toc189780714]5.2 Impact of Staff Training on Customer Satisfaction and Retention
Another factor considered fundamental in Delta Hotels for enabling high standards of customer satisfaction and retention is staff training. This research supports the evidence that highly skilled employee teams focused on delivering quality service are critical in determining customer experience and satisfaction. As Homburg said in Mohd-Ramly and Omar (2017), training has its importance back to basics in CEM as the company empowers its human resources to effectively manage customers’ needs and complaints.
At Delta Hotels, the structured training programs observed by the researcher comprising of customer service skills, problem-solving skills and product knowledge skills the observed training programs comprehensively improved staff performance. There was a good perceived self-efficacy among employees in as much as the guests perceived high-quality service delivery with a certain level of satisfaction while interacting with the hotel employees. This finding is in line with the findings by Mostafa and Kasamani (2021), which established the existence of a correlation between staff competency and customer satisfaction.
The current study reveals that training programs could be more prismatic in the sense that training programs targeting specific experience zones could be enhanced especially in dealing with guests’ complaints or special requirements (Neupane, 2015). The guests occasionally complained they had the impression their concerns were insufficiently addressed promptly, these findings may indicate that more tailored training, dedicated to fixed service episodes, could be more effective. The study further recommends that more real-life cases or role plays should be included in training offered to Delta Hotels since the staff might be prepared to handle complex customer relations.
[bookmark: _Toc189780715]5.3 Guest Feedback Systems and Their Role in Improving Customer Experience
The impact of guest feedback systems in enhancing customer experience was also discussed in this study with a critical focus. It was learnt that Delta Hotels collects guest feedback using surveys, comment cards and guest-generated online responses to their experience. Research by Nguyen et al. (2018), supports the idea that customer feedback is a vital component of CEM, as it provides actionable insights that help improve service delivery and customer satisfaction.
At Delta Hotels, feedback from guests was used to identify both strengths and areas for improvement. Customers were most encouraged about staff friendliness and helpfulness, cleanliness of the premises and location of restaurants and shops, but dissatisfied with the small sizes of the rooms and the availability of hotel services. This feedback is then used to fine-tune services and is in line with recommendations for improvement identified in the literature (Ozols and Meyerhoff Nielsen, 2018). It is important to note that while guests may believe that their feedback is being collected and used by the hotel, there is some indication that management may not always act on that feedback promptly which might otherwise change the guest's perception regarding the ongoing hotel improvement process. Although the hotel management reads feedback on a daily, weekly or monthly basis, the research indicates that constant feedback response is essential especially whenever there is negative feedback. Faster turnaround times would also give more satisfaction to guests and remain true to its mission of satisfying customers.
The continuity of incorporating the feedback into the operation plan nowadays could be optimised. The research indicates that there is still more that the hotel could be doing regarding the feedback it takes from its guests regarding such an intentional change. If Delta Hotels were to show a more immediate and realistic response to customers, their business may gain greater customer confidence and thus their perception of the brand.
[bookmark: _Toc189780716]5.4 Enhancing Customer Experience Management (CEM) Strategies to Strengthen Brand Loyalty
The analysis led to the identification of several areas for improving CEM strategies for the hotel. Staff training, specifically the guest feedback systems are essential parts of personalisation, but there is still room for enhancement. Padilla-Meléndez and Garrido-Moreno (2014), put forward that for the brand manifestation to be coherent across all the touchpoints, organisations need to attempt CEM strategies uniformly.
One area for enhancement is the integration of technology to support personalisation and guest service delivery (Prevos, 2018). Delta Hotels practices only comprehensible forms of personalisation, for example, when the hotel remembers where a guest prefers to have meals, the latest technological tools include customer relationship management (CRM) or mobile applications that may track guests’ preferences and make offers or adjust room settings. Application of this approach would assist in eliminating the hitches that exploit the possibility of creating a unique experience across the touchpoint.
Another area of opportunity lies in staff empowerment. Although staff training is valuable, increasing client satisfaction might be achieved by liberating the employees to make decisions on their own based on the guest's requirements. In their study, Rather (2019), also mentioned that with empowerment, employees can make changes in ownership of customer relations which will in turn lead to an increase in satisfaction and loyalty of customers. The following is evidence of how Delta Hotels can employ policies that enhance the ability of workers to solve troubles without enlisting the assistance of senior personnel and while boosting customer loyalty:
The hotel can enrich its CEM strategy with a better response time to the customers’ feedback. If Delta Hotels responds to feedback more quickly and makes noticeable changes according to the guests’ suggestions, it can increase brand identity and the company’s reputation for better customer attention (Rather and Sharma, 2017).
[bookmark: _Toc189780717]5.5 Implications
Personalisation and Brand Loyalty:
Personalised guest services have turned out to be critical in building customers’ value for the organisation’s brands. Among the findings of the research, the authors reveal that the guests of Delta Hotels are concerned with customisation regarding the room and other additional optionsThe hotel could improve the technological application, by, implementing advanced CRM systems that could track guests’ preferences within the hotel in real-time. It would let the hotel provide tailor-made services to the guests which would enhance the hotel’s or brand’s reputation, in addition to capturing a larger market share in loyalty programs. According to Rather (2020), regarding customer satisfaction and loyalty, personalisation is important.
Staff Training and Customer Satisfaction:
Among individuals of the organisation, employee training has yielded its influence in enhancing customer satisfaction and loyalty. At Delta Hotels, great attention is paid to structured training programs that guarantee the skill and preparedness of employees to meet the needs of their guests. The study found that there is a possibility of increasing the efficiency and consistency of services delivery if more powers are decentralised and given to the staff to handle such cases by their selves. Robson (2016), established that staff empowerment improves not only customer satisfaction but also the employees’ productivity, which will need attention from the hotel.
Guest Feedback Systems:
The importance of guests in shaping the guest experience is seen in the ability of guest feedback to enhance the guest experience. While it is stated that Delta Hotels receives feedback through online responses, according to the research quick response and clear changes based on feedback can increase customer trust and loyalty. Existing literature shows that customer response is costly attending to it increases satisfaction and repeat patronage (Schuckert, Liu and Law, 2015). Delta Hotels needs to utilise more effective and efficient systems for recognising and processing feedback in real-time mode.
[bookmark: _Toc189780718]5.6 Limitations
While the research provides useful insights, it also has limitations that should be acknowledged. Much of the data collected for this research were derived from online reviews and observation data from one hotel only, which had a proscribing impact in terms of constructing a totalistic affiliation of the overall hotel experience of assorted sorts of customers (Sigala, 2018). Also, the limitations of collecting financial data deprived the analysis of the evaluation of the cost-to-benefit ratio of the outlined recommendations. Subsequent research may be able to overcome these limitations, by including a variety of types of data collection like survey from guest, questioner the guest, and analytical of the financial data.
[bookmark: _Toc189780719]5.7 Valuable Areas for Improvement
Technological Integration for Personalisation:
To improve personalisation Delta Hotels should invest even more in today’s technologies like AI and CRM. These technologies would make it possible for the hotel to have a better guess of the preferences of their guests and serve them as appropriate (Timothy, 2017). In the same regard, more themed mobile applications could be made available so that guest can modify their experiences in real-time with the brand.
Enhanced Staff Empowerment and Training:
It shows that Delta Hotels in particular can expand staff training in their attempts to empower those working with the guests to deal with complaints and various problems on their own. This would not only enhance status service delivery but would also increase employee job satisfaction which leads to enhanced customer satisfaction (Smith, 2015). Staff training is also ongoing, and refresher courses must be conducted from time to time, most especially on the conflict-solving process, handling of complaints, and guests.
Strengthening Feedback Mechanisms:
The hotel should consider expanding how it obtains and processes guest feedback by adopting multi-level, and real-time systems. Hearing from actual guests and using those reports to improve the facilities would be optimised with real-time analysis of guest reviews and feedback. Another way that can help is to report the actual changes made based on customers’ feedback: Such an action can also help to work on customers’ trust and loyalty as well (Walden, 2017).
[bookmark: _Toc189780720]5.8 Conclusion
The results of the present research reveal several decision markers of customer experience and brand loyalty for Delta Hotels by Marriott Bristol City Centre. In extending hospitality technology for personalisation, staff enabling, and better feedback mechanisms the hotel can become highly responsive to guests thus enhancing customer satisfaction and loyalty. The above improvements if well adopted in the hotel business would enhance its competitive position within the hospitality market.
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[bookmark: _Toc189780722]6.1 Conclusion
This research has aimed at understanding how the strategy of Customer Experience Management (CEM) can help create brand loyalty in Delta Hotels by Marriott Bristol City Centre. Research ideas in the area propose that personalised guest services, effective methods of staff training, feedback received from guests, and closely connected CEM approaches are crucial in the promotion of customer satisfaction and loyalty (Wood, 2015).
Concerning service factors this study considers customer services and notes that service excellence with special reference to personalised services has a big impact on brand loyalty. Customising guest experiences based on individual preferences improves satisfaction, leading to repeat visits. Interestingly, training emerged as one of the strategies that significantly influence service quality performances. However, the study also revealed that granting staff total authority to independently meet guests’ requests may enhance customer experiences. Furthermore, the study recognises feedback systems as prominent tools for capturing customers’ needs and improving the guest experience (Wood, 2020). Feedback hence used results to increase guest satisfaction and confidence to continue using the services.
In regards to the CEM approach, the research highlights the importance of an integrated approach of personalisation, staff development and timely response to the views of the guests. The following sections of this research will describe how by improving these areas, Delta Hotels can build long-term customer relationships and thus stand out from the competition in Bristol.
The findings suggest that Delta Hotels by Marriott Bristol City Centre should prioritise technology-driven personalisation, continuous staff empowerment, and real-time guest feedback systems to create a more responsive and guest-centred environment (Yoon and Lee, 2017). By applying these changes, the experience of guests will be improved and at the same time, the company will expand its base and adapt to the requirements of the competitive environment in the future.
[bookmark: _Toc189780723]6.2 Recommendations and Practical Strategies
Based on the findings and insights gathered during the placement at Delta Hotels by Marriott Bristol City Centre, several recommendations are proposed to enhance the hotel's operational performance and improve its customer experience management (Zaki and Neely, 2019). CEM-related recommendations made here target areas highlighted in the research as permeating advanced and effective CEM practice. Guest intimate services, staff development and training, formal guest feedback mechanisms, and systematic and strategic organisational-wide CEM. Application of these strategies will have a positive effect in concerning customer satisfaction and hotel loyalty and at the same time will enable the hotel to stay competitive in the challenging environment of the Bristol hospitality industry.
Enhancing Personalisation of Guest Services
Customised guest services are perhaps the key basic to brand loyalty. The study discovered that the various experiences increased guests’ satisfaction levels and hence increased repeat visits. To build on the hotel’s ability to offer guest-tailored experiences, the hotel should acquire sophisticated CRMs that allow for guest history to be kept and followed. This would allow the hotel to offer personalised recommendations, anticipate guest needs, and customise room settings, such as preferred amenities or room temperatures, before arrival (Zhang, 2018). Incorporating a loyalty program that provides certain benefits that alternate guests that often get admitted to as an advantage such as upgraded rooms, free-of-charge services or wage deals could enhance customer loyalty.
Strengthening Staff Training and Development
Staff training management plays a significant role in the sustainability of service quality. This study revealed that the systematic Certified Training Programs had enhanced the customers’ satisfaction level and staff outputs significantly. Delta Hotels should enrich and improve its staff training programs, particularly avoiding just single training which is only occasionally updated but should train its staff permanently (Zhang et al., 2020). For example, scheduled training on how to manage guest requests and complaints, on manners of showing empathy and conflict solving would enable the staff. Staff needs to understand how technologies that help to enhance the guest experience, which includes CRM systems and guest feedback systems, work (Neupane, 2015). 
Leveraging Guest Feedback Systems for Continuous Improvement
Delta Hotels should integrate more proactive feedback channels, such as in-house surveys, post-checkout emails, and feedback kiosks. Collecting information at the stages when the guests are still in the hotels helps to solve the problems faster and increases the satisfaction level (Nguyen et al., 2018). Also, the creation of a specific team to track feedback and reactions from clients over all channels, particularly social media will make the guests feel appreciated and will build trust and customer loyalty. Positive comments should be done publicly and on the other hand, negative comments should be dealt with in private and sequel but within a shorter interval to improve the reputation.
Adopting Technology-Driven CEM Strategies
Innovations have to achieve higher satisfaction of customers and better management of the chosen facility. The mentioned smart hotel solutions like mobile check-in, digital keys, and applications, as well as Smart TV and voice control, must be implemented into Delta Hotels. Applying data analytics to a hospitality company will assist in identifying and knowing the guest’s preferences as well as stint towards a particular company brand. Details such as customer needs can also be predicted by machine learning algorithms which will enable staff to ideally respond and attend to needs before they are even voiced, boosting the guest experience while optimising for efficiency (Ozols and Meyerhoff Nielsen, 2018).
Expanding Loyalty Programs and Partnerships
Delta Hotels should diversify its rewards program by extending an alliance with Marriott’s international rewards program and providing this program with special privileges such as lower rates, free early/late check-in, and some other amenities. Local affiliate arrangements with establishments and entertainment can improve the services offered by the hotel since the guests may be provided with concessions, in the form of tickets to special events, half-prices on meals, or even transport hail fares. These measures would not only help to deepen guest loyalty, but also increase the length of their stay, and make them ambassadors of the brand.
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