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                                  Executive summary

The goal of this study is to analyse the various strategies that the management team of the Coldra Court Hotel Newport uses to enhance the guest experience. It was conducted to identify the factors that influence the hotel's success and identify the areas where it can improve its efficiency. The literature review emphasized the importance of high-quality service and personalized attention, which are the factors that can influence a hotel's success. It also highlighted the need for staff training and the establishment of a strong brand perception. Through academic sources, the study revealed that the hotel's weaknesses were mainly related to its outdated facilities and labour shortages. Strategic cooperation and technological advancements offer growth opportunities, while the current economic recession and competitive pressures can threaten their existence. The PEST analysis showed that emerging technologies can have an impact on both the hotel's market competitiveness and operations. According to the Competitor Analysis, the hotel is situated in a competitive zone, and it can break out of the pack in certain areas. The establishment, which is known for its services and dedication to its clients, is regarded as one of the most prestigious hotels in the hospitality industry.
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1. INTRODUCTION
Customers experience management (CEM) is a vital part of any hospitality establishment's operations to ensure that its patrons are satisfied and stay loyal. Although it's still a relatively new field, the concept of CEM has gained widespread interest within academia (Grewal et al., 2009; Puccinelli et al., 2009; Jaakkola et al., 2015). According to Marketing Science Institute, CEM is a “tier 1 research priority “for theory and practice for 2014-2016. The Coldra Court Hotel is located in Newport, Wales, and is regarded as a prominent member of the tourism industry in the region. It is situated in a beautiful location and serves as a smart choice for both business and leisure travellers. 
The study aims to analyse the effectiveness of CEM practices within the hotel industry. It is because, as a business, hotels are constantly adapting to satisfy the needs of their customers. According to Gartner (2014), almost 90% of hospitality businesses expect to compete on the basis of CEM. This strategy is becoming more prevalent among prominent companies such as Marriott, Hilton, Disney, and Starwood. Creating a distinct CEM for both online and offline channels has helped these organizations achieve success. However, these changes can also affect the quality of their experiences. To gain a deeper understanding of the challenges and advantages of implementing CEM techniques in a hotel, this study will look into the operations of Coldra Court Hotel Newport.
1.1 Aims and Objectives
The study explores the varying strategies utilized by the hospitality sector to improve the experience of its customers and aims to evaluate how these tactics can help enhance the overall experience of consumers:
·  Analyse the various strategies used by the Coldra Court Hotel in Newport to improve the customer experience.
· Look into the effectiveness of CEM strategies in increasing consumer satisfaction and establishing brand loyalty.
· Recommend practical approaches, such as those utilized by the Coldra Court Hotel in Newport's restaurant and F&B operations.
· Analyse various aspects of the CEM approach employed by the Coldra Court to determine its weaknesses and areas for improvement.
 Since CEM encompasses every aspect of a customer's interaction with a company, service, or product, a business strategy must be devised to foster a favourable relationship between the client and the enterprise (Grewal et al. 2009). Practical observations are used to analyse the theoretical underpinnings of CEM management.
1.2 Key Findings

· Customers experience management (CEM)
 The Coldra Court Hotel in Newport has various CEM programs that include employee training and technology integration.
· Client loyalty and contentment 
 Analysing the effectiveness of CEM strategies in improving the general satisfaction and loyalty of the hotel's customers.
· Finding the areas of growth and weakness.
 The areas of weakness or potential development that a hotel could focus on in its CEM program are identified. These include outdated infrastructure and service delivery gaps.
· Realistic suggestions for improvement.
 Provide actionable ideas and recommendations to enhance the experience of visitors to the hotel in Newport and strengthen its client relationships.



2. LITERATURE REVIEW

2.1 Introduction to the Chapter
Today, customer experience management (CEM), is a serious business. It involves implementing various techniques and procedures to improve the customer experience of an organization. Numerous definitions of the concept can be found in literature, for example, Gentile et.al (2007), stated that it involves the interactions between companies and their customers. Through these interactions, customers can develop feelings that reflect their various perspectives. Meyer and Schwager (2007), defined CEM as the internal feelings of consumers when interacting with a company, whether directly or indirectly. This paper provides an introduction to the subject that will allow to explore its precise effects.
2.2 Absence of CEM
A business ability to retain and attract customers, as well as its brand image, is greatly affected by CEM. Without it, businesses run the risk of losing clients to rivals, having a higher staff turnover rate, or encountering negative feedback from the public.
2.3 CEM strategies in contemporary business
In the hospitality industry, personalization and customization are crucial factors that can help improve the experience of customers and attract more repeat visitors. According to Jeong and Shin (2022), it is important for hotels to tailor the experience of their guests to make them remember their stay and to encourage them to recommend it to others. Research conducted by Rane et al. (2023), revealed that individuals prefer experiences and interactions that are tailored to their specific needs and preferences. To ensure that every visit is unforgettable, hotels can utilize guest data to personalize the various aspects of their stay, such as room amenities and dining selection. A hotel's welcome package includes a personalized list of local attractions and sights that are relevant to the traveller’s needs. It takes into account their likes and desires. Personalization involves the use of various elements, such as physical touch points and communication.
 Through the use of guest data, hotels can improve the experience of their customers by tailoring their interactions to suit their needs. One of the most effective ways to enhance the experience of a hotel's customers is by using their product history and stay preferences in order to send those customized emails. This method can help them feel like they are not merely numbers on a screen. Malik et al. (2020) revealed that ambitious standards of service are especially important for a hotel's image and customer satisfaction. To establish itself as a leader in the hospitality industry, hotels should offer high-quality services ranging from cleaning the premises to providing assistance to guests. They should also handle any issues efficiently. Apart from the one-time encounters, the environment and the ambience of the hotel are important. The guests' opinions are based on the various aspects of the facility, such as its cleanliness, the staff's attention, and the quality of its services. A hotel's standards of service are maintained through the efforts and time spent in making the guest experience as enjoyable as possible. The study also found that when guests think that a hotel's service is good, they are more inclined to recommend it to others.
Impact of technology in Customer Experience
The rise of the connected marketplace has forced companies to rethink their customer relationships. Due to the wide use of mobile devices and the internet, the customers of today are more likely to have different mindsets. They are also more likely to embrace the idea of co-ownership of their brand (Kandampully et al., 2015). This is because they are more likely to take on extended roles beyond just creating value (Frow and Payne, 2007; Payne et al., 2009). Technological advancements have greatly impacted the way hotels operate, giving them more efficiency and convenience. Online bookings have become an important part of many hotel operations. These changes have also altered the way tourists experience various parts of their trip. Anyone who visits the Internet can easily make a reservation at a hotel. With the help of a booking system, one can reserve a room knowing that it will be available at a specific time and with the necessary information (Foroudi et al. 2018). Mobile applications have proven to be effective at raising the level of engagement and experiences of visitors. They can be used to check-in and check-out, as well as provide various other useful features such as area suggestions and room service menus (Herstein et al. 2018).
 However, hotels can also create their own custom apps that allow users to interact with their staff and book a room. According to Buhalis et al. (2019), in-room tech, which includes smart TVs, digital concierge services, and voice-activated assistants, can provide guests with the best possible experience when they stay at a hotel. This type of technology could help improve the regularity and happiness of visitors by making their stay more enjoyable.
Staff training and motivation
According to Karatepe (2013), both practice and theory recognize that employees play a vital role in the success of a company. They also consider the value that they provide to the organization. Employees of hospitality establishments are expected to interact regularly with customers (Sathish and Venkatesakumar, 2011). This is a crucial position that can help guarantee client satisfaction (Tsai, 2013), and prompt repeat business (Van Doorn et al., 2010). In order to provide the best possible experience to guests, hotel employees must undergo training and development. The training process involves the modification or development of one's skills and attitudes in order to meet the demands of an organization. Babagbale (2020), states that it involves using experiential learning to accomplish tasks in a systematic manner. In addition, Rasid, Tannady, and Rahayu (2019) refer to staff training as a process that aims to enhance the employees' performance by acquiring necessary knowledge. After several studies, it has been shown that funding employee development and motivation can help keep customers satisfied and enhance service levels. Frye, Kang, Lee, and Huh (2020), noted that employees often feel that they are not being appreciated and that they are not being able to perform their duties properly due to their lack of expertise. This issue led to them leaving their jobs. Amrik (2014) noted that employees should be trained to make them feel valued and that this can help improve their motivation. A well-trained and motivated staff member can provide the best possible service to their customers. They can also identify their customers' desires and provide the necessary accommodations. One of the most key factors that businesses can consider when it comes to providing top-quality customer service is employee engagement. According to Busser and Kang (2018), this is because it can help build a stronger customer base and encourage positive feedback.
 In addition to being able to provide a great customer experience, employee engagement also benefits the company by allowing them to develop a deeper understanding of their customers. A positive work atmosphere that is conducive to physical development and open communication can help improve the output and satisfaction of employees.
Brand reputation and customer loyalty
The brand signature is an integral part of any brand's communication, and it refers to the distinctiveness, lasting attributes, and image of the brand. These characteristics can help a label reflect its global image and reputation (Henderson and Cote, 1998; Melewar and Saunders, 1998). A company's signature can have a significant impact on its desired attributes and positively affect its reputation (Van Riel and Vanden Ban, 2001). A study revealed that customers use a hotel's reputation to set their expectations, and this can greatly influence their happiness during a stay. Awareness regarding a brand can help a customer purchase a product, even if the individual has little knowledge of its actual characteristics (Herrera and Blanco, 2011). The perception of a trustworthy and high-quality brand can also increase the support for that organization. A hotel's reputation can be built by providing guests with high-quality service and by implementing strict cleaning and maintenance procedures. According to Chajet and Shachtman (1991, p.28), brand reputation is the “heart and soul of a company”. Reputations are not just about what people see on social media, but also about the quality of the feedback they provide. According to Ashforth and Mael (1989), customers are more likely to identify with brands that use their attributes to define themselves. A trustworthy organization can be built on the foundations of its customers' expectations (Aurier and N’Goala, 2010). A negative review can affect a hotel's brand image and customer loyalty, while a satisfied guest can elevate it. The perceived value and emotional ties of a hotel are closely interconnected.
 Literature Gap
There are still gaps in the literature regarding the various strategies that can help improve the experience of hotel customers. 
Varying factors such technological advancements and the preferences and market dynamics can affect this approach (Bilgihan et al., 2014). These gaps are not yet filled. Despite the wide variety of studies that have been conducted on the subject of CEM, few of these studies provide sufficient evidence to link the various strategies to improve the customer experience (Grönroos, 2001). For instance, they do not provide a link between the effectiveness of these initiatives and the financial performance of a hotel. Through the bridging of these gaps, hotel managers can create effective CEM strategies that cater to their guests' specific requirements (Lee et al., 2010). 
3. METHODOLOGY 
The methods section talks about the study's approach to examining the various aspects of CEM in the Coldra Court Hotel in Newport. It utilizes a secondary qualitative analysis method to examine existing literature and present new insights into the subject. The study aims to highlight the hotel's proficiency in CEM practices. It thoroughly combines industry reports, academic literature, and other sources to produce a comprehensive analysis of the subject. The research will also help develop effective purposeful strategies.
3.1 Research method
The objective of this study is to analyse the literature on customer experience management in the hotel industry. It uses a secondary qualitative analysis method to gather information on the various aspects of this discipline, including the Coldra Court Hotel. This process involves going through academic articles and industry reports to identify common themes. The information collected during the study provides a deeper comprehension of how CEM techniques are implemented within a certain hotel setting, such that the example presented in the case of The Coldra Court. A thematic analysis is a process that allows researchers to quickly identify trends and patterns in a large amount of data. It helps them see how visitors feel about the Coldra Court Hotel in Newport. The process of theme analysis condenses qualitative data into comprehensible pieces. It helps researchers identify trends and patterns and gain a deeper understanding of the factors that influence the satisfaction of guests at the Coldra Court Hotel Newport.
3.2 Strategy
The selection process for this study involves choosing sources that meet specific criteria. These include relevance to the hotel industry, the publication date, and the specific focus of the Coldra Court Hotel in Newport. To ensure that current views aren't ignored, papers will be prioritised and articles that were published in the last decade. The sources will be able to provide information about the various aspects of the hotel's operations such as its CEM strategies and guest satisfaction.
3.3 Data Analysis 
Through qualitative data, researchers can collect information about the text passages in which they are interested. They then look for recurring themes or similarities in the coded segments. These themes can help them understand the various aspects of the customer experience and the strategies that were used by Coldra Court Hotel to improve its CEM.
3.4 Limitations
The values and prejudices of researchers can have an effect on how they view certain subjects. This can lead to different interpretations or identifications. In scientific studies, this type of bias can also occur. This type of study requires a lot of research and intense observation (Nguyen et al., 2018). With a large amount of complex data, it can take a long time to analyse. In other cases, thematic analysis can focus on a few themes and ignore the details that can carry significant explanatory power. Unclear or contradictory results can make it hard to use qualitative data to identify major themes.
3.5 Ethical Matters
The study followed ethical guidelines to ensure the confidentiality and integrity of the data. All of the sources used, including industry reports and academic articles, are cited as appropriate. Furthermore, no sensitive information or personal data of individuals is collected. The study takes into account the rights of others and has the necessary permissions to reproduce and distribute copyrighted works.
 In order to avoid bias, the research has adopted various measures to ensure that the findings are thoroughly analysed and that they are not influenced by external factors. Despite the assorted studies that have examined the effects of demographic factors such as ethnicity on the experience of customers, no empirical research has been carried out on how cultural differences affect the perceptions of people from diverse backgrounds (Chou, 2009; Axelsen and Swan, 2010).
3.6 Key Techniques 
Furthermore, conducting studies on data, researchers can also incorporate reflective writing techniques in their discussions to enhance their openness and sense of purpose in interpreting information (Hair et al., 2009). This can help them develop theoretical insights and practical approaches for the hospitality industry. One of the most common methods researchers use to improve their understanding of customer experiences is by combining reflective writing with other critical methods.
4. CASE STUDY DISCUSSION
The Coldra Court Hotel Newport, which is part of Hilton Malaysia, is located in Wales. It has a long history of providing excellent customer service. The hotel also offers various luxury facilities and services to fulfil its mission to provide exceptional experiences to its guests. The hotel's modern amenities and comfortable accommodations are designed to provide guests with a relaxing experience. Butcher, Sparks, & O’Callaghan (2003), noted that cleanliness is a vital requirement for any business, including the hotel industry. The goal of the Coldra Court Hotel Newport is to provide the best possible service to its guests. It has a "guest first" policy that involves the staff members, such as the front desk and the housekeeping crew. Throughout the hotel, various areas are designed to provide guests with unique features. Situated in the heart of Newport's bustling market town, the Coldra Court hotel features all of the modern conveniences that today's explorers need. Its convenient location and the hotel's food and beverage options are designed to cater to every taste. The restaurant of the hotel, which is known for its impeccable service and cuisine, is led by a skilled chef. The Coldra Court Hotel is situated in a peaceful and quiet location away from the hustle and bustle of the city.
 According to a study by Shanahan and Hyman (2007), certain factors, such as a hotel's location, rooms, and value, are particularly important to a business' success. This property is surrounded by countryside that is full of colourful scenes and historic shade trees. This area provides guests with an opportunity to get away from their daily grind and recharge.
4.1 Key Analysis
SWOT Analysis
The SWOT analysis is a widely used technique to identify and position an organization's resources and environment. It can be used to evaluate several factors such as strengths, weaknesses, threats, and opportunities (Samejima, Shimizu, Akiyoshi, & Komoda, 2006).
Strengths
The elegant Coldra Court Hotel in Newport is a part of the Celtic Manor resort chain. This 148-room establishment features various rooms and suites, all of which are equipped with modern amenities and decorations. The rooms are designed with a warm and welcoming atmosphere. The Coldra Court Hotel is located in the Celtic Manor Resort, which is situated near Newport, Wales. This area has various attractions such as the Tredegar House, the Newport Transporter Bridge, and the Newport Castle. The hotel is well-positioned to provide guests with a pleasant experience. It is also able to maintain a competitive advantage due to its many good points. The members of the network have a lot of reverence for the hotel. It's a prestigious establishment that's known for its impeccable service, and the people who stay there are more confident in their relationship with the staff and the facility (Tanford, Raab, and Kim ,2012). The Coldra Court in Newport is not a typical dive. It features a variety of services and experiences that are designed to cater to each individual. The hotel's first-class services and location make it an ideal choice for discerning individuals seeking to experience the best in Newport accommodations.


Weaknesses
The Coldra Court Hotel in Newport has many positive aspects, but it also has many disadvantages that could negatively affect its competitiveness and productivity. One of these is its lack of updated facilities and services. Various renovation and reconstruction projects are needed to improve the hotel's appearance and provide a better experience for guests. Doing so will allow the hotel to maintain its operational efficiency and service quality (Keiningham et al., 2020). he hotel's high turnover and hiring problems could also affect its operations. The Coldra Court Hotel is a single establishment within the Celtic Manor Resort, and it's not affiliated with other establishments.
Opportunities 
The countless opportunities presented by the Coldra Court Hotel in Newport allow the establishment to expand its offerings and attract more fans and buyers. In addition, it can promote interaction between sellers and buyers by constantly enhancing the experience of its consumers. Due to the rise of online reservation platforms and digital technology, people are more likely to search for the best deals on hotels. To attract more potential customers, the hotel can work with other businesses or travel agencies. These organizations can then promote the hotel's brand and develop new clientele. The Coldra Court Hotel in Newport has been able to enhance its guest experience through various joint projects. As global warming becomes a prevalent issue, the hotel can start implementing programs and practices that are geared toward being more eco-friendly.
Threats
The Coldra Court Hotel in Newport is a highly competitive hotel, and its survival hinges on its ability to fend off external threats. The competition among similar establishments, which cater to the hotel's clientele, poses a threat. To avoid getting caught off-guard, the hotel should carefully consider its competitors' offers and develop a distinct service strategy. The income generated by the hotel can be boosted by the best economic periods, as well as by fair distribution throughout the year. 
Pai et al. (2013), noted that “the strengths of competitor become the threats of the organisation, and the weaknesses of competitors can become the opportunities of the organisation”. The Coldra Court Hotel in Newport has a reputation for its impeccable service and luxurious facilities. A restaurant experience may result in a change in eating habits, the tastes of customers, or the relationships of friends and family members (Pohl et al., 2000). At the time, the outdated facilities could have contributed to the staff strife. Despite the hotel's many opportunities, it is still adapting to the changes brought about by recent technology and economic depression.
PEST Analysis
Political Factors
The hotel industry is affected by political changes in different countries. For instance, the taxation and legislation policies of different nations can affect the operations and cost structure of Coldra Court Hotel. Due to the rise of international travel culture, instability in a particular region could affect the tourism industry's trends (Huang et al., 2019). This could also affect the profitability of hotels. The hotel is easily accessible to major highways and the Newport rail station via public transportation. Its convenient location also allows guests to reach the nearby areas (Ibrahim and Wang, 2019). The maps of the hotel highlight its location and surroundings, capturing a casual yet comfortable atmosphere.
Geographical Location
[image: ]
Economic Factors
The profitability and performance of hotels depend on the state of the economy. For instance, shifts in income can affect the demand patterns of hospitality services and travel (Bagdare and Jain, 2013). In addition, changes in exchange rates can raise operating expenses for products and services that are imported. The Coldra Court Hotel in Newport has a turnover of around £10 million annually. Its 150 staff members work hard to provide the best possible service to its customers. Other factors such as economic crises can also affect the performance of hotels. For instance, the decline in leisure spending can cause sales and occupancy rates to fall.
Social Factors
The increasing number of people visiting hotels due to social trends and demographic changes has created a demand for more facilities and services. According to studies conducted by Klaus and Maklan (2012), loyalty and customer satisfaction are some of the factors that influence a brand's success. Other factors such as service quality and tourism experience are also taken into account (Barsky and Nash, 2002). This is why it is important that hotels are now more inclusive. Due to the increasing number of people visiting hotels, Coldra Court Hotel has had to change its offerings to accommodate the varying needs of its guests. These include the increasing number of tourists. who are seeking out sustainable travel and the rise of digital nomads. The hotel offers various facilities and services such as a restaurant, conference rooms, an exercise centre, and spa treatments. This location is known for its cultural heritage. In addition, guests can explore Newport, where they can enjoy a variety of art scenes and historic sites. Those who visit the sites such as Newport Castle and National Roman Legion Museum will learn about the history of the city. The hotel also offers 24-hour front desk and free Wi-Fi throughout its various buildings.
Technological Factors
The hotel industry is undergoing a radical transformation as innovative technology enables more streamlined processes and communication tools. 
With the rise of online booking platforms and mobile applications, people can now reserve rooms and travel more quickly. The rise of guest profiling and analytics has helped improve the customer experience and loyalty of hotels (Parasuraman et al., 2005). In order to keep up with the changes in the industry, hotels must also invest in modern technology and improve their infrastructure. One of the most crucial factors that hotel managers must consider is the security of their data. Due to the increasing number of cyber-attacks, it is important that they have the necessary measures in place to protect their guests' information (Verhoef et al., 2009).
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PEST Overview
The PEST analysis of the Coldra Court Hotel in Newport revealed that political stability and favourable regulations are some of the factors that influence the hotel industry's operations. Other factors such as the rise of social trends and the impact of economic fluctuations are also taken into account to determine the hotel's competitive environment (Zientara and Zamojska, 2018).
4.2 Competitor Analysis
The Coldra Court Hotel in Newport is in direct competition with establishments such as The Newport Hotel and The Priory Hotel. 
Other lodgings that are similar to the hotel can also be found in the area, such as The Angel Hotel in Cardiff and Cowbridge's Bear Hotel.
4.3 Comparison
By price category, the Coldra Court Hotel in Newport is an ideal choice for people seeking cool accommodations. Although its prices are higher than other establishments, the quality of its service and accommodations remain the same. Its rivals base their pricing points on the brand and location, while the hotel's brand and location are unchanged. The hotel is known for its impeccable service and diligence. It places the utmost importance on its reputation. This luxury establishment provides guests with top-notch services and facilities, and it places emphasis on the enjoyment of its guests. According to Wijaya et al. (2013), social factors play a significant role in the experiences of tourists when it comes to dining out. Besides the quality of food, other factors such as the environment and culture also affect the quality of the experience. Its competitors may offer more reasonable rates but no provide the same level of service and elegance. A hotel's competitive standing is linked to its customer satisfaction scores (Alnawas and Hemsley-Brown, 2019). The Coldra Court Hotel Newport has consistently received high ratings from its customers, who recognize its commitment to providing exceptional experiences. This is a clear indication that the establishment stands out from its competitors. The establishment's reputation as a preferred choice for tourists has made Newport and its surroundings more popular.
4.4 Key Features
Due to its prominent brand, the Coldra Court Hotel is regarded as one of the best hotels in Newport. This place is part of the Celtic Manor Resort group, and it's easy to see why its customers are satisfied with its services and appearance. The hotel's focus on innovation and quality allows it to take advantage of different opportunities. These include collaborating with local businesses, launching new experiences, and introducing eco-friendly initiatives. The establishment will continue to operate successfully by taking advantage of its strengths and making necessary changes.

5.FINDINGS
5.1 Theme Exploration
	            Topic
	Article/Journal
	Author Name
	Year of Publication

	Emphasize the development of brand experience for affective commitment
	Journal of Brand Management
	Iglesias et.al
	2011

	Develop and extend the framework of customer experience
	European Management Journal
	Gentile et.al
	2007

	Explain the role of total customer experience in sustaining lasting customer loyalty
	Journal of Consumer Marketing
	Mascarenhas et.al
	2006



5.2 Data Analysis
5.2.1 Enhancing the guest experience and loyalty
The paper seeks to identify the generators and constructs of unforgettable experiences experienced by guests and hosts of luxury hotels. Such encounters can stimulate different sensations on a personal, intellectual, spiritual, and psychological level and can take place within different environments, such as the hotel’s atmosphere and ambience. In order to create unforgettable experiences, experience designers need to consider the several factors that influence the interaction between guests and the hotel. This can be done through the development of effective value generators and cues. A hotel can also enhance its relationship with its guests by providing personalized service. A hotel's employees should have a deep understanding of their guests' past experiences and interests to engage them in meaningful encounters. 
Providing personalized service, which can be done by calling them by their names, taking note of their requirements, or keeping a record of their preferences, can create a feeling of gratitude and concern for both the visitors and the hotel. According to Koo (2020), this study aims to investigate the link between loyalty programs and customer satisfaction. It also explores the factors that influence the perception of loyalty programs and their value to customers. Many researchers believe that providing members with increased value and satisfaction can lead to higher levels of loyalty. One of the main advantages of a customized experience is it allows a hotel to provide its guests with a personalized service. This process involves gathering information about its customers' past behaviours and preferences. It then uses this data to create customized recommendations and provide a variety of services to enhance their enjoyment. In addition to being a key factor that affects the experience of customers, past experiences also play a significant role in the tourism and hospitality industry's overall development. Verhoef et al. (2009), noted that previous dining experiences had a major influence on current dining experiences. Other studies supported this claim, such as those conducted by Kwun and Oh (2007), Ryu and Jang (2006), who revealed that numerous factors, such as the destination's knowledge and demographic factors, can affect the diner's experience.
5.2.2 Importance of Superior Service Standards and Positive Experiences
The hospitality industry is expected to grow over the next few years due to the increasing number of satisfied customers and the quality of service that hotels provide. However, it is important that they are focused on meeting the needs of their customers. Due to the varying characteristics of the industry, the challenges that it faces are different from those other businesses face. The risk of failure in the delivery of services is higher than in the sales of products. This means that maintaining ambitious standards of service is especially important for the hospitality industry to maintain its competitive advantage. Studies have shown how food quality can affect the experience of consumers. They looked into the various aspects of food's presentation, taste, variety, and quantity (Ha and Jang, 2010; Namkung and Jang, 2007; Okumus et al. 2007). 
These findings suggest that the quality of food and service are crucial factors that affect the customer's experience. A hotel's quality of service is particularly important to its customers. 
If they are able to provide the best possible service, they will be incredibly happy with their experience. Training helps employees develop their self-confidence and satisfaction. It also increases their ability to contribute to the organization. Prasetyo et. al (2021), recommend that employees undergo refresher courses to maintain their learning capabilities. The hospitality industry is expected to grow over the next few years due to the increasing number of satisfied customers and the quality of service that hotels provide. The success of the hospitality industry depends on having satisfied customers. For this reason, service providers in this sector must raise the bar in order to offer the best possible service. Identifying which clients require the most attention will enable them to provide enhanced services. A superior service offer by a hotel can result in more business. According to Schouten et al. (2007), a peak or transcendent experience can help strengthen a brand's relationship with its consumers and create positive outcomes. It can also support the halo effect of the experience by helping to increase loyalty. Apart from having an extensive range of products, a hotel should also ensure that its offerings are of exceptional quality.
5.2.3 The importance of Staff Training and motivation
According to Sabri et al. (2019), businesses know that their strategies depend on the human capital they have available. This implies that the productivity of an organization is not affected by the use of capital or technologies, but by the employees' abilities, knowledge, and skills. An inspired work force can help boost an organization's output. In order to gain a competitive edge, the hotel industry needs motivated workers. In this field, employees have to work long hours and stay focused on providing the best possible service to their customers. Understanding the factors that influence employee motivation is important for any organization. According to Castro-Casal et al. (2019), the quality of service provided by front-line staff members is a crucial factor that businesses consider when it comes to being successful in the hospitality industry. 
This is why it is important that they implement effective human resource practices that foster positive attitudes. Another practice that can help promote positive behaviour among employees is service training. 
It has been proven that this type of training can help boost job satisfaction and commitment among staff members. Training can help improve the sustainability of hospitality establishments. 
According to Subodh (2021), the main goal of staff training is to develop the skills of the employees so that the organization can meet its current and future workforce needs. However, Huang and Lin (2010), conducted a study on the core competencies of management trainees in the hospitality industry.
5.2.4 Brand Perception and Reputation on Customer Loyalty
People interact with businesses that embody their values and identities regularly. According to researchers, brands that consistently provide high-quality services and have a keen sense of identity among their consumers are more likely to engage and develop positive connections with their shareholders. One of the most effective marketing strategies that can improve a company's image and brand performance is by providing high-quality services. This can help customers retain their business and feel more loyalty. According to studies, customers who are familiar with a certain brand name are more likely to recommend a company's products and services. The study explores the link between satisfaction and businesses of varying sizes, focusing on the effect of reputation and relationship management on loyalty. Since a business s reputation is heavily impacted by consumer satisfaction, loyalty and reputation are linked. In order to cultivate a loyal consumer base, emotional commitment and trust must be considered (Baloglu, 2002; Bowen and Shoemaker, 2003; Tanford and Baloglu, 2013). These factors are closely interconnected. For instance, a stronger level of trust in a brand is known to result in increased consumer loyalty (Baloglu et al., 2017; Sui and Baloglu, 2003). The loyalty of a hotel's customers is based on their positive experiences and the reputation of the brand. This is because people are more likely to stay with the same hotel multiple times if they have a good opinion of its reputation and name. A loyal consumer can also become a brand ambassador, helping the company promote itself to others.
5.3 Coldra Court Hotel Present
The Celtic Manor Resort is a short drive away from the Coldra Court hotel. This facility features world-class golf courses. Guests staying at the hotel can enjoy a variety of activities, such as watching football and rugby matches at the Principality Stadium in Cardiff and attending horse racing in Chepstow. The hotel offers a convenient location for those seeking fresh air and a taste of the Usk Valley.
 Its various recreational amenities and on-site dining options make it an ideal choice for tourists (Coldra Court Hotel, 2024). All of its rooms feature a flat-screen TV and free Wi-Fi. All guest bathrooms boast free high-end toiletries and walk-in showers. While accommodations are made for mobility, accommodating families with several members can be accommodated. The Coldra Court Hotel is a well-positioned establishment that enjoys ample respect from its peers and is part of the Celtic Manor Resorts network. Its relationship with the community also helps boost repeat visits and reservations (Coldra Court Hotel, 2024). The establishment is known for its impeccable service, high-end amenities, and attractive staff. Apart from being an excellent choice for individuals seeking accommodations in Newport, the hotel's distinct features also raise its profile and set it above the competition. The hotel is conveniently located near the M4 motorway and the city centre of Newport, making it an ideal choice for both leisure and business explorers. It features a wide range of accommodations and dining options, and it caters to varying needs of its guests.
5.4 Areas of Development
Due to the highly competitive nature of the hotel industry, it is important that operators take the necessary steps to improve their services and develop their establishments. Coldra Court Hotel has some areas upon which it can improve. The hospitality industry is a vital part of the community, and establishments must do their best to provide the best possible experience for their customers. They must also review the ratings and feedback of their guests to improve the overall experience. The quality of the experience that a hotel provides to its customers is especially important to its success. Until a hotel provides a superior level of service, it is hard for it to attract and retain customers. 
A good customer experience is a broad concept that refers to the diverse services and interactions that a hotel or resort provides to its guests. It has a significant impact on profitability and reputation, as well as on the loyalty of consumers and the overall operations of the hotel trade. According to Berezan et al (2015), in order to build loyalty, an organization should interact with its consumers in a friendly manner. It should also regularly monitor their communications. The concept of the customer experience was presented by Pin and Gilmore (1999, p. 12). They noted that it refers to events as “events that engage individuals in a personal way.”
 They also said that the experiences of customers are subjective, and that their spiritual, emotional, and physical engagement is related to the experiences.
The rapid emergence and evolution of innovative technology has greatly impacted the operations of the hospitality industry. It is also faced with various obstacles, such as a lack of workers and rising operational expenses. To stay relevant in today's competitive environment, hospitality businesses must update their products with the latest technology. This can be done through the use of artificial intelligence, robots, and mobile ordering systems (McColl-Kennedy et al., 2015). Instead of relying on robots, the hotel industry is adopting technology to improve its efficiency and provide better services. As the advancements in technology continue, the hotel industry will have to continuously innovate to keep up with the changes in customer demands. As technology and the internet continue to evolve, hotels need to remain relevant and successful in order to attract and retain customers. 
A brand within the hospitality industry can help with this. It can establish credibility and persuade potential clients to try it. In the hotel industry, branding is particularly important as it can help draw and retain customers (Klaus and Maklan, 2013). An unpleasant experience or deficient performance by a hotel can affect a customer's loyalty. The success of a hotel depends on its team's talent and knowledge. Having a good customer service team is especially important to ensure that the company's clients are satisfied. 
Furthermore, being able to provide a good customer service, employees also need to have the necessary training and experience to be successful in their job.
 The benefits of these initiatives can be seen in the increase of employees' self-worth and satisfaction, as well as the company's bottom lines (Park et al., 2010). Apart from being able to train their staff members, hotels can also assist them in becoming experts in certain products.
6.Conclusions and Recommendations
The success of a hotel like the Coldra Court Hotel Newport depends on good customer experiences management. 
This study has identified several key findings and strategic recommendations that need to be made in order to improve the hotel's operations.
1. The quality of CEM strategies is related to the success of hospitality businesses. For instance, during July-September, the number of satisfied consumers increased by 63.2% at the Coldra Court Hotel. This shows that the hotel's CEM programs have helped improve the experience of its guests. As the competition in the hotel industry intensifies, more establishments are forced to focus on CEM initiatives. By continuously training and developing their staff members, hotels can ensure that their employees can deliver exceptional service standards.
2.The success of a hotel is linked to its ability to deliver personalized and unique experiences to its customers. Coldra Court Hotel Newport is committed to providing the guests with the best possible experience. In the future, insights and data-driven technologies will enable the hotel to provide guests with better experiences. One of the most effective ways to improve the guest experience is by implementing guest preference indicators. These will allow the hotel to anticipate the needs of its customers.
3.The standards of an international hotel are highly dependent on the quality of its service. This is why it is important that the Coldra Court Hotel Newport regularly conducts performance evaluations and training programs to maintain and improve its standards. In addition to regular training, the hotel also needs to implement feedback mechanisms to improve its customer experience. Feedback mechanisms can help the hotel identify areas of its operation where it can improve its services.
4.The hotel has introduced various technological innovations to improve its operations and provide the best possible service to its customers. These include the use of online booking systems and the development of new processes to improve its management. To stay at the forefront of technology, the hotel needs to continuously assess and adjust its technological capabilities.
5.The reputation and perception of an organization can significantly affect the choices of its customers. For instance, the Coldra Court Hotel has made itself a prominent and memorable establishment by consistently providing high-quality services. To build on its current image and improve its contact with its customers, the hotel should stay connected through social media platforms and review sites. A positive online identity can help strengthen the hotel's connection with its customers.
7.Reflection
During my internship at Coldra Court Hotel, I was able to gain a deeper understanding of the hospitality industry. In addition to learning about the various facets of a hotel's operations, I was also able to interact with its customers and follow its departments. This experience gave me a better idea of what it takes to run a place. The hotel's commitment to providing its customers with the best possible experience was one of the most significant factors that impressed me during my internship. This establishment has built a strong following due to its creative and personalized services. The effects of CEM initiatives can be seen in the increasing number of satisfied guests and loyalty. In my post, I talked about how important communication and teamwork are in order to provide the best possible service. The members of the hotel's front desk, as well as the individuals who greet the customers, are also crucial in making the experience memorable. During my internship, I was able to see how a hotel operates, and it always seeks improvement. Even though it's already well-respected, the establishment still wanted to enhance the experience of its guests using recent technology and other attractions. It also has a mechanism that allows customers to provide feedback. The establishment's initiative-taking approach to constantly adapting to industry changes and the needs of its customers was also highlighted by its willingness to invest in innovation. This made me realize how difficult it can be to run a hotel.
 Being able to deal with the expectations of guests during peak times or unexpected issues was also a valuable lesson in how resilient a hotel can be. The Coldra Court Hotel provided me with a sturdy foundation in hospitality management, and it made me desire to provide guests with exceptional services. The internship reinforced my resolve to serve others in a more significant way. I would also like to thank the hotel for giving me the opportunity to meet people from divergent backgrounds. I have what it takes to succeed in the hospitality industry. The placement process also provided me with an opportunity to reflect on the individuals who helped me develop my skills. I am indebted to them for their continuous support and guidance. Every lesson and interaction I have had with people from divergent backgrounds has left an impression on me.
After completing my internship, I am eager to move on to a new journey in the hospitality industry. I will take advantage of the knowledge I've gained, and I will continue to search for opportunities in this field.
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