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Abstract 
Examining consumer experience and loyalty in diverse contexts, this compilation of studies examines several aspects of consumer loyalty and experience in diverse businesses and cultural settings. The research delves at the effects of social media sentiment during the COVID-19 pandemic, the effect of mindfulness on the customer experience in adventure tourism, and the relationship between product and service quality and customer satisfaction and loyalty.
Paulose & Shakeel (2021) and Naini et al. (2022) draw attention to the direct relationship between customer happiness and loyalty and the quality of the products and services provided. These results highlight how crucial it is to uphold excellent standards to cultivate a foundation of devoted clients. Nemes and Kiss (2021) offer valuable perspectives on the social media attitude around COVID-19, highlighting the influence of digital platforms on public opinion and behaviour in times of global crisis.
Mindful when travelling in their investigation of the relationship between mindfulness and loyalty in the Vietnamese adventure tourism industry, Nguyen Ngoc Quang & Dao Cam Thuy (2024) propose that a thoughtful approach can increase customer engagement and loyalty.
O'Toole (2023) explores how restaurant reputation is affected by hygiene ratings, and Sthapit (2018) provides a netnographic analysis of memorable hotel experiences, highlighting the importance of consumer perceptions in the hospitality sector.
This body of work advances our knowledge of the factors that influence customer loyalty and the critical function of the customer experience. It offers insightful information to companies looking to enhance customer engagement tactics and create enduring customer bonds.
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1.0 [bookmark: _Toc167927310]Introduction
The hospitality industry nowadays continuously struggling with bad reviews, especially with the advent of the modern and digitalised era (Dwesini, 2019, p. 14). The report on placement demonstrates the Coldra Court Resort, which is the better venue for celebrating dinners of all sizes for making the occasion of customers worth remembering. 
1.1 [bookmark: _Toc167927311]Aims and Objectives
The aim of the report is to investigate the reasons for customer dissatisfaction with the services of Coldra Court Hotel, as it is impacting the customer experiences and lowering the loyalty of guests. To cater for the aim, the objectives are as follows.
· To explore the factors of customer experiences leading to loyalty for Coldra Court Hotel.
· To understand the relationship between customer experiences and loyalty.
· To investigate the reasons for the decline in services leading to bad customer experiences and decreasing guest loyalty in Coldra Court Hotel. 
· To recommend strategies for dealing with factors that are not satisfying the customers of Coldra Court Hotel.
1.2 [bookmark: _Toc167927312]Background and Context
The hospitality industry is directly associated with customer service as one negative comment from the customer can bring change in the reputation of the organisation (Dogru et al., 2023, p. 104783). However, these industries are putting their efforts into avoiding the issues which have a higher possibility of keeping the customer to maintain a flawless brand image. 
1.3 [bookmark: _Toc167927313]Overview of Coldra Court Hotel
The Grand Coldra Court Hotel is in Newport and is part of the Celtic Collection, famous for its top-class lodging options and intriguing service (Michael and Fotiadis, 2022, p. 40). The hotel provides rooms worth sleeping in, a smokehouse restaurant inspired by the South, and a health club where customers can relax. As part of the family, the hotel gains a strong brand reputation and is associated with various resources and support systems (Coldra Court Hotel, 2024); (Celtic Manor, 2024).

[bookmark: _Toc167927314]2.0 Literature Review 
Different research studies have been conducted to investigate the reasons for customer dissatisfaction in the hospitality industry within the context of Coldra Court Hotel. However, many researchers have shared their contribution towards the impact of customer experiences and decrease in guest loyalty. 
[bookmark: _Toc167927315]2.1 Factors of Customer Experiences Leading to Loyalty
Different studies have discussed the factors associated with customer experiences which result in loyalty. The study by Chen and Chen (2022, p. 162) added that it is important for organisations to clear the perception of customers by providing better service quality by developing procedures to improve and maintain the quality of service they offer to the customers. The customer experience is significant for gaining loyalty towards the hospitality industry as claimed by Michael and Fotiadis (2022, p. 40). However, an imperative customer experience helps to increase leads and sales but with the advent of the modern era. Chalupa and Petricek (2020, p. 193) suggested that better customer services develop an exceptional category of customer experience which not only selects the services but also influences family, friends, and the wide area of the internet so that more exposure to the world would be gained. Price is one of the factors of customer experience which leads to loyalty in the industry as depicted by Chang et al. (2019, p. 146588). Consequently, the higher prices are the reason customers refuse to pay. Availability is another factor studied by Chang and Busser (2020), as it helps to meet the demand of customers. The delay in the provision of products would result in frustration for the customers (Khan and Fatma, 2022, p. 279). Contradictorily, Girija, Sharma and Kaushal (2023, p. 320) argued by adding that with the modern and digitalised age, the expectation of customers becomes higher in diverse ways. Koc (2019, p. 513) added that gaining excellent value for reliability, price, quality, as well as consistency, are the reasons which are pointed out by customers. Hence, every customer has unique needs and expectations from the services or products they are receiving (Naini et al., 2022).
[bookmark: _Toc167927316]2.2 Relationship of Customer Experience and Loyalty
The association between customer experience and loyalty is crucial to understand as it is the main reason behind the success of the organisation. Although, the evolution in resolving the issues for customers, the experience now plays a key role in post post-purchase phase of customers (Koc, 2019, p. 513). As a result, evolution in purchase intentions due to experiences has brought unique changes in strategies for nurturing relationships with the customers while enhancing their experiences (More, 2023). The importance of customer experiences as well as key influencers to nurture the long-lasting relationship of customers with brands is also discussed by Susiang et al. (2023). The shift in increasing the determination of customer experience encourages sustainable customer loyalty as claimed by Paulose and Shakeel (2021, p. 34). Subsequently, it points to the change from reactive service to initiative-taking service as supported by the study of Khan et al. (2020, p. 102408). Different research studies such as Zaid and Patwayati (2021); Manthiou et al. (2020) have elaborated on several aspects of customer experience which share the contribution towards customer loyalty. These include perceived value, service satisfaction, issue resolution abilities, trustworthiness and emotional link between the brand and the customers (Sota, Chaudhry and Srivastava, 2019, p. 25). 
In addition, customer services share the contribution towards the long-lasting relationship with customers to enhance and build the trust between customers and the organisation. Datta (2020, p. 1307) added this can achieved through prompt responses, helpful advice, and consistency in follow-up communication. Michael and Fotiadis (2022, p. 40) elaborated that the in-depth understanding of the staff members who can resolve the queries of customers helps to develop confidence among the customers about the capability of the organisation to meet the demand on a regular basis. customers. Khan and Fatma (2022, p. 279) added that offering discounts as a reward system or vouchers influences the repetition in buying from existing customers which also brings loyalty towards the company. 
[bookmark: _Toc167927317]2.3 Reasons for the Decline in Services Leading to Bad Customer Experiences
Different studies have claimed several reasons towards the decrease in the quality of service which results in bad customer experiences. These reasons are provided below. 
[bookmark: _Toc167927318]2.3.1 Lack of Self-Service Options
The reduction in the burden of the staff members working in the hospitality industry with the help of self-service is crucial to understand as indicated by the study of Castillo, Canhoto and Said (2020, p. 25). Consequently, empowering customers with self-service options for booking a room or calling room services without any inclusion of humans increases the level of comfort for the customers. It lowers the need for customers to ask frequent questions to the reception. 
[bookmark: _Toc167927319]2.3.2 Mechanical Issue
The complaints regarding the issues concerning the use of equipment in hotels is also one of the major reasons for attaining bad reviews from the customers as mentioned by the study of Mathayomchan and Taecharungroj (2020, p. 102641). These issues comprise lighting, air conditioning, ventilation or room furniture and vending machines. Hence, the use of a front office logbook for maintaining work orders promptly might help to reduce the chances of complaints. 
[bookmark: _Toc167927320]2.3.3 Lack of Communication
Communication is an effective tool between customers and the company as claimed by Khan and Fatma (2022, p. 279). The lack of communication sometimes also results in the development of complaints in hospitality industries as added by Paulose and Shakeel (2021, p. 34). Non-availability of the services can also result in bad customer experiences as it damages the expectations of customers (Paulose and Shakeel, 2021 p. 24). To reduce these kinds of issues, management can convey or update their status for closed services for present and future customers. 
[bookmark: _Toc167927321]2.3.4 Denying Reservations
Khan et al. (2020, p. 102408) added that in a few cases, most of the hotels overbooked their rooms and services to increase revenues as it seemed profitable. Castillo, Canhoto and Said (2020, p. 25) contradict this by claiming that although this seems profitable it also infuriates the customers who demand the reason for the denial of reservations. 
[bookmark: _Toc167927322]2.3.5 Delayed Services
Koc (2019, p. 513) provided the reason for the delayed services which is one of the reasons for the bad customer experiences. The late arrival of dinner, unavailability of the spa. or front desk refusal to do anything caused several complaints from the customers. These services should be treated with honesty and resolve the issues even before the actual issue arises. Moreover, when customers are told the issues openly, they tend to cooperate more with the staff of any hospitality organisation (Zhou et al., 2021). Thus, kindness and concerns should be the foremost priority for delayed services as apologising to the customers might reduce the bad feedback from the customers. 
[bookmark: _Toc167927323]3.0 Methods
The main aspect of this report is to investigate the reasons for the dissatisfaction of customers with the services of Coldra Court Hotel as it impacts the customer experiences and decreases the loyalty of guests. To cater for the aims and objectives of the report, a case study methodology has been depicted for the study. The research onion framework by Saunders, Lewis, and Thornhill (2019) was depicted in this current report to reach the desired outcome. 
The interpretivism research philosophy has been considered as it determines the feelings, and experiences of customers of Coldra Court Hotel. Since the data collected was objective in nature. For addressing the objectives, an inductive research approach has been opted as it enables to change the techniques in accordance with the context of the report. The exploratory research design helps the report to discover different perspectives as well as variables that affect the area of interest within the context of Coldra Court Hotel (Yin, 2009). According to Denscombe and Martyn (2010) exploration research design opens ways for identifying key issues or challenges in the research domain. The eligibility criteria comprised of specific keywords, the language of the articles selected and customer reviews for the study must be in English and only those studies were considered which range from 2019 to 2024. According to Cottrel (2013) and (Silverman, 2011), it is important for the researcher to focus on the information that is beneficial for the research. Qualitative data was collected which assisted the report in discovering varied factors which affect or enhance the customer experience resulting the guest loyalty. The secondary data collection has been considered where the data was collected from journal articles and websites such as Trip Advisor which comprises negative comments as this is the area of interest for the report to investigate the reasons behind it (Bryman, 2008). The main aspect of secondary data collection is that it enables the author to develop large and higher-quality databases which assist in solving the issues (Veal (2017) and (Robson, 2016). This helps to expand the data set with secondary data, where the author can significantly, enhance the accuracy and quality of their insights. While addressing the objectives, data analysis was depicted with the help of content analysis because of the exploration of reasons behind the customer's terrible experience (Saunders, Lewis, and Thornhill, 2012). 
The main aspect of content analysis is to identify patterns, themes and concepts which can be analysed as discussed by Collis and Hussey (2014). However, ethical considerations were focused on proper citations of adequate articles and websites, avoiding plagiarism, and maintaining the confidentiality and anonymity of the customers whose reviews have been used in the report. It is important to consider that there might be a risk of reviewer biases which can occur due to several reasons because of negative reviews (Marshall and Rossman (2014) and (Greetham, 2014). To mitigate these issues, the author carefully considers those reviews in which information is represented adequately. On the contrary, the risk of damaging the reputation is also present while gathering the data from secondary sources such as Trip Advisor. To mitigate this issue, the author will search for reviews on other platforms. 
[bookmark: _Toc167927324]4.0 Case Study Discussion
[bookmark: _Toc167227973][bookmark: _Toc167927325]4.1 Introduction to Coldra Court Hotel
Coldra Court Hotel is part of Catholic Manor Resort, one of the bigger, well-known luxury hotel chains in Newport, South Wales. Celtic Manor is known for its luxury accommodations, top-level quality service and facilities that meet the needs of both business and pleasure seekers (Wright, Jones and Sibert, 2020, p. 223). The tourist attraction has made severe inroads onto the scene, and, after staging the Ryder Cup in 2010, its superior hospitality facilities drew global attention.
[bookmark: _Toc167227974][bookmark: _Toc167927326]4.2 Location and Geographical Context
Located in the historic town of Newport in Southwest Wales, Newport is just about 12 miles away from Cardiff, the capital of Wales, to the North. This location offers various advantages, such as easy access to major transport routes and the M4 motorway that links to London and other important cities (Gov.UK, 2024). Moreover, Newport is full of its cultural and historical assets. Several notable places include the Newport Transporter Bridge and Tredegar House.
[bookmark: _Toc167227975][bookmark: _Toc167927327]4.3 Descriptive Information
[bookmark: _Toc167227976][bookmark: _Toc167927328]4.3.1 Hotel Turnover and Staffing
Employee turnover is expected in the hospitality industry, as is Coldra Court Hotel. At the hotel, employees have many factors that can influence their turnover rate, including job satisfaction, compensation, and career advancement opportunities. According to recent reports, the hotel has a churn rate of about 30 % annually, higher than the industry average (O'Toole, 2023). This turnover rate reflects the company's hardships in providing job security in one of the most competitive labour markets (Cottrell, 2011).
[bookmark: _Toc167227977][bookmark: _Toc167927329]4.3.2 Number of Branches and Locations
Celtic Manor Resort operates multiple branches, including Celtic Manor Hotel, Coldra Court Hotel, and the Newbridge on Usk. Each property offers unique features and amenities, catering to different market segments. The main resort in Newport is a sprawling complex with golf courses, a convention Centre, and multiple dining options. Coldra Court, a more intimate property, provides a comfortable and convenient stay for business and leisure guests.
[bookmark: _Toc167927330]4.4 SWOT Analysis
[bookmark: _Toc167549496]Table 1: SWOT Analysis
	STRENGTH 
	WEAKNESS

	Brand Reputation
Celtic Manor, already well-known for its luxury and exemplary service standards, reassures Coldra Court guests of an image they can rely on (Martinez, 2017). This collaborative relation tends to teleport the connotation of exclusivity and trust to the Celtic Manor brand, attracting both recurrent and new clientele interested in impeccable service provision and luxury events.
Strategic Location
The Court benefits from its favorable location (South Wales, the UK). Its ease of access from motorways like the M4 is one reason it is preferable to domestic and foreign travelers. In addition, the hotel is close to all the major attractions of Newport and Cardiff, making it a prime destination for business and leisure travelers (Verawati et al., 2023, p. 477).
Facilities and Amenities
The Coldra Court's accommodating features certainly cover a vast array of guest-requested services. For instance, these facilities include a gym, a pool, and food shores of different tastes. Thus, the guest experience contributes (El-Sawalhy and Farid, 2017, p. 133). The location also has conference and meeting rooms available, which makes it even more attractive for business functions such as business events and corporate functions (Koo, Yu, and Han, 2020, p. 102328).
	High Turnover Rate
The high employee turnover rate is another main problem with the operation of Coldra Court. This is an obstacle to the stability of the service, which could cause some lapse in quality care as new staff may not be as knowledgeable and experienced as people who have served longer in the organisation (Lorne et al., 2022). Besides the cost of filling vacancies, this situation adds to the recruitment and training expenses, putting an extra financial burden on the hotel.
Seasonal Demand
The lodge needs to change occupancy rates due to seasonal demand, which creates less predictable revenue sources. As occupancy rates decline during the off-season, improving profitability becomes a challenge (Kulakoğlu-Dilek, Kızılırmak and Dilek, 2018, p. 67). Proper management strategies are the only way to combat the revenue loss experienced during these times.


	OPPORTUNITIES
	THREAT

	Market Expansion
The UK's tourism is now diversified into new suppliers of visitors after Brexit, with a particular focus on emerging markets (Worimegbe, Worimegbe and Abiola-Oke, 2020, p. 72). Strategising marketing campaigns and associating with primary international tour agents is crucial to elevating the hotel's visibility and attracting people's attention from different nationalities (Mishurova et al., 2020, p. 313).
Corporate Partnerships
Considerable opportunities exist to attract more corporations by offering relevant partnerships for strategic purposes and hosting corporate events. Implementing strategies to tie up with nearby and foreign businesses, Coldra Court can position itself as an elite venue for conferences, meetings, and corporate retreats (Khan et al., 2020, p. 102408).
	Economic Downturn
The main danger is economic instability, which can curb people's willingness to spend money on travelling and recreation. With a recession, travelers may reduce trip spending as consumer demand drops, leading to occupancy reduction revenue loss and bad customer experience (Karim et al., 2022, p. 16481).
Competition
The hotel, along with other upper-class hotels in the area, faces competition from other alternatives, such as rival lodges and Airbnb. In addition to those keenly priced retailers, the competitors offer a wide range of experiences, making it an all-time high necessity for Coldra Courts to develop innovations and never disappoint the quality to retain the competitive positioning (Hariandja and Vincent, 2022, p. 59).
Overall, despite the hotel's robust brand reputation, strategic location, and wide range of amenities, it must contend with high employee turnover and fewer visitors during the offseason. While new market opportunities and corporate partnerships seem promising, economic crises and real competition have raised great concern that leadership must be proactive and adaptive.


Source:(Own Illustration)

[bookmark: _Toc167927331]4.5 PEST Analysis
[bookmark: _Toc167549497]Table 2: PEST Analysis
	Factors 
	Description

	Political
	The politics within the UK since Brexit have been a catalyst for problems and opportunities within hospitality services (Latif, 2021, p. 1892). Immigration policy modifications significantly influence staffing, mainly because of the increasing reliance on the international workforce (Köseoglu et al., 2021, p. 529).

	Economical
	The hospitality sector and the economy greatly suffer from economic booms and busts (Gomez-Suarez and Veloso, 2022, p. 135676672211351). During solid or weak economic cycles, the only recession-proof segment is essential services and utilities. Discretionary spending can decrease, and occupancy rates and revenue can be affected (Astuti et al., 2024, p. 28).

	Social
	Increasing consumer preferences, such as for sustainable and eco-friendly accommodations, continuously drive changes in the sector (Seonjeong, 2024, p. 22). Coldra Court has opportunities to enhance the sustainability field to attract environmentally conscious travellers.

	Technology
	Technology developments like online reservation systems and digital marketing are vital for appreciating and retaining guests (Nguyen Ngoc Quang and Dao Cam Thuy, 2024). Coldra Court's use of these technologies can aid their entertainment and ease their operations.


Source:(Own Illustration)
[bookmark: _Toc167927332][bookmark: _Toc167227980]4.6 Competitor Analysis (Price vs. Quality)
An analysis using price-quality aspects most effectively reveals Coldra Court's competitors. The target rivals, the others in the area, like Park Plaza Cardiff and St David's Hotel, are also significant competitors.
[bookmark: _Toc167549498]Table 3: Competitor Analysis
	Hotel
	Price Range
	Quality Rating
	Key Features

	Coldra Court Hotel
	£100-£150
	4/5
	Comprehensive amenities, strategic location

	The Park Plaza Cardiff
	£120-£180
	4.5/5
	Prime city location, luxury services

	The St. David’s Hotel
	£150-£200
	4.5/5
	Waterfront location, high-end spa


Source:(Own Illustration)
[bookmark: _Toc167927333][bookmark: _Toc167227981]4.7 Netnography
Netnography, the process of online netnography, includes netnography exploration of the virtual space and consumer reviews, which enables the identification of attitudes and viewpoints. The approach utilises data about social media, review sites, forums, and others from where the visitors share their reviews and experiences (Khan and Fatma, 2022). While Coldra Court Hotel can call on netnography to unearth the significant drivers of customer satisfaction (and where further improvements can be made), this gives the contact a comprehensive vision of the guest's sentiments and expectations (Milton, 2024, p. 47).
[bookmark: _Toc167227982][bookmark: _Toc167927334]4.7.1 Online Reviews and Social Media Analysis
With sites like TripAdvisor, Google, and Time, there are reviews, customer information can be used, and customer feedback can form big data. Raving reviews concerning the quality and comfort of the Coldra Hotel can be found on websites such as TripAdvisor, booking.com, etc. (Sthapit, 2018, p. 108). They also establish the hotel's incredible reputation. Most reviews often sing the praises of the hotel's quality service, highly skilled staff, and beautiful location.
Service Quality and Staff Friendliness
The staff is noted for their professionalism and kind attitude, and many guests highly appreciate that. For instance, phrases like "incredibly useful," "warm," and "friendly" often get repeated in reviews (Girija, Sharma and Kaushal, 2023, p. 320). For instance, the 'TripAdvisor' review says, 
The staff were helpful and did everything to make us feel comfortable. We loved their friendliness, and this was a real home atmosphere.
This means that the hotel's strengths are demonstrated in the welcoming environment.
Convenient Location
The hotel's proximity to the central point of transport services and local entertainment is mentioned medially (Trip Advisor, 2024). The convenient location for visitors and guests, the accessibility to Newport and Cardiff, and the convenience of nearby establishments are highly appreciated by guests (Giannoukou, 2024, p. 24). The Google review states,
Wonderful location to be near South Wales. Easily accessible by M4 and less than a half-hour drive to Cardiff City.
Nevertheless, customers have complained about pinpointing where innovations should be introduced.
Room Maintenance
Not a week goes by without this issue popping up in negative reviews. Among visitors' concerns are the substandard decor, damaged or unfixed appliances, and general wear and tear. according to one review from Booking (Booking.com, 2024). According to incidents like this, he stated that his stay in the closet room was clean but seemed old-fashioned. Therefore, in the hotel industry appearance of the hotel and its equipment can end up getting negative reviews from customers (Kaushal and Yadav, 2024, p. 140). Also, the air conditioning needed to be in better condition, and the bath fixtures needed to be updated.
Noise Levels
Noise pollution is another common problem in these settings, especially for rooms facing busy streets or near common facilities. Therefore, having noise free environment is important for gaining attention of customs (Huang et al., 2024, p. 103565). A Trip Advisor reviewer stated.
The corridor noise with the traffic outside interrupted our sleep; insulation needs to be enhanced.
Value for Money
When most visitors come (peak season), some clients may think the ticket prices are less fair than the experience theirs. For example, 
For the money we paid, I found the room below room quality and amenities standards. It appears pricey compared to other hotels during the high season.
[bookmark: _Toc167227983][bookmark: _Toc167927335]4.7.2 Social Media Sentiment Analysis
Platforms such as Facebook, Twitter, and Instagram are highly interactive and generally provide supplemental information concerning guest experiences. Analysing the sentiments on these channels, we find guests generally give a favorable opinion of the Coldra Court Hotel; however, some specific aspects need addressing (Yue et al., 2019, p. 617).
Positive Sentiments
A sentimental attitude is formed when customers hear about new events and discounts the hotel offers. Guests almost always talk about their experiences at the hotel after being at a wedding, a conference, or another event, often making positive remarks about the hotel's service and atmosphere (Drus and Khalid, 2019, p. .707). For example, let us take an Instagram post that reads, 
I was delighted by a fantastic performance at the wedding held at Coldra Court. The venue and its service lined up to the highest standards!
Negative Sentiments
The hostile reception of social media comments strongly resembles what is said in reviews, especially concerning the room quality and the noise problem (Nemes and Kiss, 2021, p. 15). They further complain that the internet connection is sometimes prolonged when the network is crowded with a tweet saying.
Wonderful hotel; however, experienced prolonged service during breakfast. More staff is required during busy times.
[bookmark: _Toc167227984][bookmark: _Toc167927336]4.8 Key Insights and Recommendations
[bookmark: _Toc167227985][bookmark: _Toc167927337]4.8.1 Strengths
Exceptional Staff Service
Staff friendliness and service quality touch great heights, evident from the numerous praises. Keeping the commitment to train continued staff and ensuring high-quality service may further develop this positive image (Limna, 2023, p. 1306).
Strategic Location
The hotel's location is undoubtedly an essential advantage. Including this component in the marketing campaign will interest guests who want easy-to-access and centrally situated lodging. Thus, the visibility of the hotel is increased when the location and other elements such as consumer experiences of the hotel are demonstrated on social media platforms (Helal and Saleh, 2024, p. 78).
[bookmark: _Toc167227986][bookmark: _Toc167927338]4.8.2 Areas for Improvement
Room Maintenance
One vital arrangement is providing room maintenance to solve repeated problems. This effect can be envisaged through constant inspections and frequent room refurbishments that do their best to persuade room users of their satisfaction with the services delivered. Developing the room decor and facilities to a modern level will help the guests feel at home (Koc, 2019).
Noise Levels
Improving the throughput of sound in rooms, especially in spaces facing busy areas, will be one of the main steps to providing a better experience for guests (Miguel, 2024, p.26). Combining earplugs or white noise machines as a short-term solution could lessen the complaints.
Value for Money
Giving a high-quality experience the amount of money it deserves matters. Guest satisfaction can be ensured even during peak seasons through additional amenities or services (Atua and Turki, 2024, p. 1348). These can also be used to offer higher rates and increase perceived value. A more dynamic pricing approach that fluctuates in line with demand but maintains a competitive price level can also effectively balance occupancy and revenue (Chang et al., 2019).
[bookmark: _Toc167227987][bookmark: _Toc167927339]4.8.3 Engagement and Communication
Responsive Management
Replying to online reviews and social media comments can be valuable evidence that guests' opinions and feedback are valued, which improves guest satisfaction. Addressing public concerns forms a positive basis for the hotel's image and symbolises a strong will by management to turn the situation around (Aydin, 2020).
Promotional Campaigns
Bringing success stories of special events and positive guest encounters to social media could promote the venue (Kucukusta, Perelygina and Lam, 2019, p. 2129). Disclosing reports and accounts and your personnel's stories can be utilised to make the brand more understandable, and thereby, the audience will develop a closer connection (Mohammad Shafiquzzaman Bhuiyan, 2024, p. 162). To sum up, Netnography offers a valuable tool for understanding the views and feedback of our guests at Coldra Court Hotel. By paying attention to the improvement focuses and strengths mentioned, the hotel can reach a higher level of guest satisfaction, attracting them back and putting them in a stronger market position. Developing these perceptions will help the management team improve the guest's experience and meet higher service standards (Ashaal et al., 2024).  
Coldra Court Hotel, being a subsidiary of the famous Celtic Manor Resort brand and being in a strategically important place, is a well-recognised brand. Nevertheless, this business encounters challenges specific to hospitality, including increased employee turnover and fierce competition. By playing to its strengths, bolstering its weaknesses, and leveraging opportunities, Coldra Court can gain more competitive advantage and guest appeal. Combining results of SWOT, PEST, and competitor analyses with that of netnography gives a whole picture of existing standing and growth opportunities. This case study vividly shows the complexity of managing a luxury hotel in a changing environment, which calls for strategic planning and continual adjustment to emerging fashions and guest demands.


[bookmark: _Toc167927340]5.0 Theme Exploration
[bookmark: _Toc167927341]5.1 Customer Experience and Guest Loyalty
From the above aspects, and discussion, the theme generated from the report comprises customer experience and guest loyalty. The customer experience is a major aspect of any hospitality. Guest loyalty is the outcome of a positive customer experience as depicted in the case study. Subsequently, the commitment of customers towards the purchase to remain loyal over the course of time. The main aspect of the Coldra Hotel is to establish a strong association with customers so that they become advocates for their services over a longer period. For operating the Coldra Hotel, it is important to have in-depth knowledge regarding guest behavior. As evident from the study of Michael and Fotiadis (2022, p. 40), the connection between customer experience and guest loyalty is the main factor for the progress of any hospitality industry such as Coldra Court Hotel. This is because it helps to play a major role in post-purchase experiences. This change brings significant transformation strategically to position the customer experience as the issue-resolving tool to nurture long-lasting customer experiences and increase brand advocacy. Thus, without giving exceptional experiences to the customers and hospital organisation is rarely to gain their long-lasting loyalty (Diamantopoulos and Schlegelmilch, 2002).  
The findings from the case study depicted that higher competition means higher customer demands and expectations. The significance of customer experience is a major factor which needs to be undermined by careful consideration as achieving the satisfaction of customer and guest loyalty leads to repetition in buying behavior. The main aspect of guest loyalty is to decrease the ability of customers to compete with competitors by convincing the customers regarding services. However, the fundamental rule to enhance customer loyalty in the hospitality industry is associated with the expectation as well as customer perception regarding the company. 
The hospitality industry explained the customer experience as a diversified concept which is encouraged by varied factors. It has been depicted from the case study discussion that a positive customer experience is not just a simple transaction, but it develops the connection of the customer with the brand and leaves an imperative long-lasting impression. The provision of quality service can contribute towards the development of effective memory for the customer. As evident from the study of Sota, Chaudhry and Srivastava (2019, p. 25), service satisfaction, issue resolution capabilities and trustworthiness are the major aspects of developing positive customer experiences. However, it has been depicted from the case study discussion that having guest loyalty can increase the business by keeping it resilient from crises, for instance, a pandemic. From the case study discussion, it has been identified that customer experience comprises interaction with the guest where the service ranging from booking to checkouts has a direct association with the staff members. Customer experience begins when the guest arrives at the hotel. The first impression is everything as the customer frequently goes through websites or booking platforms like Trip Advisor. A smooth booking process with a strong clear understanding is the key to a positive customer experience. Communication, for instance, confirmation emails or messages might be helpful to enhance the experience of customers. 
Non-availability of the services can also result in bad customer experiences as it damages the expectations of customers. To reduce these kinds of issues, management can convey or update their status for closed services for present and future customers. Consequently, the quality of the rooms as well as noise issues are also depicted in the case study discussion for the Colorado hotel. This is because customers always expect a relaxing and comfortable location for rest after a long day of travel or work. Therefore, clearing the hall for a peaceful environment and room brings a positive experience for the customers. 
The positive experience of customers has increased their chances to become repeat customers which not only brings loyalty but also brings more customers through word of mouth and reviews. This helps to increase sales and revenue. The need for personalised customer services is important for the Coldra hotel for instance, a reward system in the form of discounts, vouchers or other codes helps the customers to understand that they are appreciated which influences them to come back. In addition, sentiments also drive the customers to buy the services. Therefore, it has been depicted from the case study discussions that a customer experience program must be developed and designed with respect to emotions. However, interaction and perception about the Coldra Hotel are an integral part of customer experience where the main aspect of the organisation is to focus on the experiences which help the customers to realise that they made correct decisions by opting for this hotel. 
The case study discussion also suggests that customers also care about trivial things particularly when it comes to personalisation. For instance, a targeted email from the brand to the existing customer who had already visited the hotel is exceptional. However, customer must log into their account while clicking the link present in the email. In accordance with the report from Global Web Index, around 68% of the customers in the UK would consider not using the brand due to misleading corporate social responsibility whereas 50% would pay a premium for the brand with a positive image. Moreover, the room where the customer spends most of their time is the main element of the overall experience of the customers. Various aspects can be considered, and the amenities should be taken into consideration. Hence, many characteristics such as higher quality of bedding, air conditioning technology and enhancement in the room services, for instance, handwritten notes, and personal gifts make the guest feel valued and respected. Therefore, updating daily about room service is important to make sure that the customers get what they were expecting. Additionally, service quality is a major element of guest loyalty in the hospitality industry. This comprises of attitude, efficiency of staff members. The mentorships and continuing education program Coldra Court show its employees how to improve and move up the corporate ladder. Measures such as flexible work schedules and extra time off are introduced to help workers manage their work-life balance better. This is good as what they are doing helps minimise employee turnover, but they need to do more to improve their strategies. Acknowledging the accomplishments and contributions of employees through a well-designed recognition program is potent to enhance job satisfaction and loyalty. Demanding and commending workers' efforts and achievements may help develop and maintain a positive working atmosphere. Hence, training programs which are aimed at customer service skills, and problem-solving can ultimately empower the employees to offer exceptional services. As a result, the staff members should be trained enough to anticipate the needs of the guests by handling the complaints with kindness and concern. Consistent service quality across the entire company ensures a positive customer experience which brings about guest loyalty. 
The case study discussion also elaborates on the way issues and complaints can be handled effectively. The impact of guest satisfaction and loyalty brings about prompt and effective resolution techniques which show a sense of commitment towards guest satisfaction. However, it is imperative to consider that Coldra Hotel must have clarity in the process of handling issues and complaints which empowers the staff members to resolve the issue smoothly. Therefore, the collection of feedback is important (Limna, 2023, p. 1306). Daily feedback in the form of surveys and reviews offers deeper insights about the key areas for further improvement which not only helps the Coldra Hotel to change the needs of guests but also increases the expectation of customers. An open communication style with regular meetings, updates, and feedback sessions will create a community feeling at the level of the staff members. The theme of workplace wellness programs, which is based on mental and physical fitness, can remarkably reduce job stresses, and improve overall employee wellness. Such services may involve having wellness facilities within the workplace premises, access to mental health services, or regular wellness activities. The improvement with respect to innovation, training programs for staff members and process optimisation are important to consider. However, updating services, reviews, and offers make sure that Coldra Hotel stays competitive where meeting the need of the customer is the priority. This can be achieved by developing the staff and creating an environment which promotes sustained higher-quality services. The delay in services is another reason for the decline of the services and negative feedback as the reviews from Trip Advisor stated above claimed that long hours of wait for checking are the main reason for customer dissatisfaction because rooms are not prepared at the time of arrival of guests. Another issue is communication where around 64% of the customers expect the organisation to respond as well as interact with them as soon as possible. 
Consequently, the increase in the desire of the guests for reducing their interaction with staff members to get what they require. This can be achieved by using advanced technologies which enable the guest to order anything with the help of their mobile phones from ordering dinner to late checkout. For instance, at Amenity, automated communication management has been taken into consideration where the guest has a personal assistant with minimal need for staff support and efforts. Technologies like this can enhance the overall efficiency of the services of Coldra Court Hotel while improving overall services which can increase customer experience and enhance guest loyalty. 
[bookmark: _Toc167927342]5.2 Future Areas for Development
[bookmark: _Toc167927343]5.2.1 Feedback from Existing Customers
The implementation of feedback loops where Coldra Court Hotel seeks feedback from the existing customers regarding their experiences assists in determining the area for further development. It is usually comprised of rewards for those who provide significant advice making them feel valued and respected. Different steps have been considered, as the development of connection with the customer depends upon mutual respect and values resulting in the repetition of customer experiences which can be enhanced to increase the profit but also enhance the guest loyalty. 
[bookmark: _Toc167927344]5.2.2 Use of AI Driven Chatbots 
The use of AI-driven chatbots on websites and applications so that the customer can get prompt answers which need them most without having to wait for the team. This can also improve the customer experiences where the companies must be concerned with developing the whole services which are aligned with customer satisfaction.


[bookmark: _Toc167927345]6.0 Conclusion and Recommendation
The Coldra Court Hotel placement project report analysed the reasons for customer dissatisfaction, the multifaceted link between customer experience and loyalty, and decreased quality of services. Here are the following recommendations with corresponding insights to support the recommendations to eliminate these issues and enhance guest satisfaction and loyalty to Coldra Court Hotel.
[bookmark: _Toc167927346]6.1 Recommendations
Enhance Self-Service Options
Self-service technologies like automated booking, Virtual voice assistants for routine inquiries or room service, and in-room tablets to request services can enhance the experience of customers. Roy (2024) has posited that such technologies not only help to ease the burden on staff but also make it easy for guests to have a smooth experience.
Address Mechanical and Maintenance Problems
Mechanical upkeep, including lights, air conditioning, and other rooms’ fixtures, should be checked frequently and any problems addressed immediately. Howazit (n.d.) recommend using a comprehensive maintenance management system that records and monitors all maintenance requests to address the problems and alleviate customer complaints about the conditions of the rooms.
Improve Communication Channels 
The hotel needs to have proper interactions with the guests it is serving. This involves regularly notifying the guests of any service interruptions, managing reservations in a way that can be easily understood, and training the staff on proper communication. Cx (2022) also stresses the need for frequent updates through e-mail, text, or even application notification to avoid miscommunication.
Focus on Staff Training and Development
The service quality delivered by the staff has a significant impact on the satisfaction of the customers. Additional training sessions to develop customer relations, conflict solution and prevention, and interaction can improve employees’ performance. Rewarding excellent performers also helps to motivate the rest of the staff and improve service delivery, as pointed out by Roy (2024).
Modernise Room Decor and Amenities
The room and the decor and amenities that are offered in the room should be updated to meet the current generation standards to improve the experience of the guests. The emphasis should be placed on the quality of bed linen, contemporary furniture, and modern technologies in the rooms. Turner and Hesford (2018, p. 27) suggest that the hotel should have a constant plan of refurbishing to maintain the freshness of the place.
[bookmark: _Toc167927347]6.2 Conclusion
The Coldra Court Hotel is a business that is surrounded by multiple threats that may hinder it from delivering quality services and customer satisfaction. Based on the findings, several areas emerged as critical factors that need to be addressed: self-service options, communication, maintenance, and up-to-date amenities.
·  Customer Experience and Loyalty: The positive correlation between customer satisfaction and guest loyalty confirms the significance of maintaining ambitious standards of service delivery (Chang et al., 2019, p. 146588). Making every interaction with the guest a positive one can be beneficial overall and will help garner more business from the same customer.
·  Service Quality Decline: Mechanical issues, lack of communication, and poor room maintenance are some of the factors that make customers give negative reviews and develop dissatisfaction with a certain company or brand Mathayomchan and Taecharungroj (2020, p. 102641). These issues can negatively affect guests’ experiences but addressing them early enough can help minimise their effects.
·  Staff Performance: In positive feedback, the work and the warm attitude of the staff are highlighted. This means that when the staff is continuously trained and recognised, there will be an improvement in service quality and guest satisfaction (Limna, 2023, p. 1306).
·  Room and Facility Maintenance: Maintenance and upgrade of facilities are crucial as guests repeatedly report problems with room conditions and mechanical systems (Koc, 2019). Another approach to enhancing the guests’ impressions is to update rooms and make sure they are clean and comfortable.
·  Noise and Value for Money: Two of the most critical areas to manage are noise issues and satisfaction of the guest’s perception of the value of the services they are paying for (Chang et al., 2019). Regarding this, it is possible to implement measures aimed at soundproofing as well as to offer packages that would give added value.
By implementing the recommendations in the above-mentioned areas, the Coldra Court Hotel can enhance the quality of services, ensure customer satisfaction, and hence ensure that the consumers are loyal to the hotel. Applying these changes will not only solve modern problems but also help to create a favourable image of the hotel for new and repeated visits, which will ensure the hotel’s reputation and competitiveness in the sphere of hospitality and tourism.


[bookmark: _Toc167927348]7.0 Reflective Account
[bookmark: _Toc167228001][bookmark: _Toc167927349]7.1 Experience
My placement at Coldra Court Hotel was one of the many components of a strategic research project dedicated to shedding light on the job-leaving phenomenon in hospitality. Currently affiliated with the Celtic Manor brands, Coldra Court is recognised to offer world-class luxury and is situated in Newport, a small city in the United Kingdom. For business trips and holidays, the hotel provides amenities that include a fitness center, swimming pool, and restaurants.
Consequently, the fact that I was given this placement meant that I would be able to gain some on-the-job experience in the functioning of a luxury hotel and identify some of the conditions, which may contribute to employee turnover in this industry. During this time, I have reported to the human resources of the company dealing with recruitment, onboarding and other duties concerning the employees. Nevertheless, it was quite interesting to study the employee management issue and its features within this specific environment which is characterised by high levels of stress. The starting point was to dig deeper into the causes and impacts of employee turnover so that I could acquire effective retention strategies and get hands-on experience in human resource management. Furthermore, I propose substantially adding to the hotel community by providing ideas based on my observations and study.
[bookmark: _Toc167228002][bookmark: _Toc167927350]7.2 Reflective Process
Something positive about the job placement experience for me is seeing the dedication and effort of the staff. Nevertheless, some employees showed persistence and dedication to offering our clients the desired service. I have also been involved in team meetings and training programs that broadened my understanding of the strategies of the hotel management system and my readiness to learn and develop.
The main drawback was presuming the high turnover rate that disrupted both employees and the generalised experience of the guests. I met with welfare personnel regularly, whose distress sometimes affected their mood and behaviour. Being present in the absence of an organised orientation process that newcomers are going through was also disillusionment, often resulting in a lack of understanding and annoyance.
This experience was an education. The need for efficient human resource management emerged as a critical factor in retaining employees to ensure service quality. The hotel's efforts to establish training and development programs represented an encouraging signal of preparation to invest in its human resources. I participated in training sessions that enabled me to understand the gains I would have gotten from further professional development.
The high staff turnover rate was a clear indication of the severity of the issue noted with respect to the hospitality industry. The main causes of the problem were the unorganised induction process, and the lack of proper staff coaching, as this led to the employees’ dissatisfaction. The most defining work environment, in the sense of working hours and job demands, only compounded matters. Together, they formed a cycle which generated a solution that was rather difficult to tackle.
[bookmark: _Toc167228003]This should indicate the necessity of providing adequate provisions for the employees' needs in organisations. Thus, for employee retention, I have realised that proper onboarding, continual training, management support for employees, and a pleasant workplace environment are paramount. Understanding the root causes of these issues enabled me to get it that managing high employee turnover cannot be achieved through temporary solutions and planning to innovate is in the long-term approach.
[bookmark: _Toc167927351]7.3 Action
Therefore, the 12 months of working as an HR have greatly influenced the observation of turnover and what needs to be considered to combat it. I understood how crucial it is to have a thorough onboarding process within a company and how valuable constant training can be in improving employees’ productivity and reducing attrition rates. In addition to that, leadership skills, the offer of the appropriate supervision, and a support system became a notable aspect of my practice.
While with this company during the internship, I could have taken a strong initiative to develop and implement strategies in a bid to reduce cases of employee separation in the company. For instance, designing a comprehensive onboarding program or arranging regular feedback meetings between affected employees and top-level management would have been very helpful from a near-term perspective. Furthermore, I could have conducted an employee survey to gather more direct feedback on their feelings and recommendations for improvement.
By integrating these wisdom gears in my future career HR management positions, I will be able to deliver exceptional results and boost performance in my workplace. Recognising the key variables that lead to employee turnover indicates a need for a more powerful retention technique to be developed and implemented. I will underline why effective onboarding, consistent training, and collegial management lead to success anywhere the organisation I choose to work with will be a priority.
To address the issues identified during my placement, I recommend the following steps for Coldra Court Hotel:
· Enhance Onboarding Programs: Create a well-structured and organised onboarding process that involves complete and thorough training for new hires. This will teach them both and provide the skills and information needed to perform the job.
· Implement Continuous Training and Development: Provide regular training sessions so your employees have constant career development and growth opportunities. They will grow in their skills, become more confident, and have a high job satisfaction rate.
· Promote a Positive Work Environment: Facilitate a supportive and empowering working environment by planning team-building activities, open communication, and regular feedback meetings. Employees should also be recognised and awarded for their hard work and achievements, which can increase morale and motivation.
· Strengthen Management Practices: Run supervisory training programs to ensure managers have the skills to lead and support their staff well. Instill a leadership style that encourages supervisors' active involvement in decision-making processes.
· Introduce Wellness Programs: Use programs that address employees' wellness in mind and body. Discuss how these programs work with employees and foster a healthy and amicable work environment.
Through these measures, Coldra’s Court Hotel can pinpoint the factors and eliminate the root cause of frequent unemployment, thereby turning the table on the committal worker. These enhancements will improve employee retention and satisfaction and boost organisational performance and guest satisfaction.
Overall, my experience at the hotel during my placement was invaluable, and it gave me insight into the challenges that employee turnover in the hospitality industry faces. In the process of self-analysis, I specified several major fields where I need to work, such as onboarding, training, a working environment, employee recognition, leadership, and wellness programs. Such reflective conversations can help the hotel lower the rate of worker turnover and create a healthy and happy working environment. This reflective writing activity made me see more clearly that continuous learning and adapting to work situations are what matter. It has also raised the need for efficient management practices and a good working environment to retain employees. Having gone through this experience, I resolve to use the lessons I learnt to develop employee-driven and employee-centered strategies that will ensure both the employee and organisational success.
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