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Executive Summary
The study aims at understanding customers’ satisfaction and loyalty regarding the guest experience and service quality at Marriott Cardiff. It examines Marriott International’s approaches for delivering high quality service, the issues that it encounters, and ways of enhancing the level of service delivery. The purpose of the study is to improve the management of service quality in order to promote business development. This paper aims to review the literature regarding the link between customer satisfaction and service quality in Marriott with the help of Expectation-Confirmation Theory (ECT). It looks into the issues of how to address, the opportunities in addressing these challenges, and the part played by employee satisfaction in improving guest experience. It also points out challenges that are, for instance, franchising that leads to service inconsistency and suggests the way forward.This research aims at giving a brief description of Cardiff Marriott Hotel, including its profile, services, and products. The present work also contains SWOT and PEST analysis, a short analysis of the main competitors, and information gathered through netnography. Also, the author presented personal stories of the work process in different departments of the hotel concerning both customer relations and operations. The discussion part focuses on the continuity of the guest and the service quality in the Marriott Cardiff through the Expectation-Confirmation Theory (ECT) in relation to the satisfaction and loyalty of the guests. It outlines factors such as accommodation quality, food services, conference facilities, or customer service issues and ways of improving service offering and customer loyalty. This research intends to identify the factors that affect perceived satisfaction, perceived quality, and behavioural intentions of guests to Marriott Cardiff Hotel. These include service standards and competition, alongside recommendations on customer outreach, individualisation, technology implementation, staff development, brand identity, and environmental management to fortify customer bonds and brand appeal.
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[bookmark: _xn8yb4qebv41]1.0 Introduction
[bookmark: _hc4vuvr72nsl]1.1 Introduction
The aim of this place research project is to discuss the guest experience and service quality at Marriott Cardiff with a case study of customer satisfaction and loyalty. Customer satisfaction is the key to customer loyalty and business growth in the hotel industry which is pursued by one of the biggest hotel chains Marriott. However, there are some issues as well in the customer service of the company which needs to be effectively mitigated through strategic stances. The research thus discussess multiple aspects of guest experience and service quality at the chosen organisation with detailed analysis and discussion throughout. 
[bookmark: _3m486rfrhid4]1.2 Background 
Marriott Cardiff, one of the leading hotels in the hospitality industry, has to compete with other hotels while ensuring that its guests are satisfied with the services offered to them. As the consumers become more discerning, it is important that one gives very good service to be able to sustain market dominance. This paper will look at how Marriott Cardiff ensures that it delivers high quality services through aspects like guest relations, quick and effective services, and the general atmosphere of the hotel. This study will seek to establish the following objectives with regard to the subject of service quality and brand loyalty among customers in the context of the hospitality industry:
[bookmark: _fg1g7kaihmvq]1.3 Overview Of Case Study 
Marriott Cardiff is one of the premier luxury hotels that operates under the Marriott International incorporated in Wales, United Kingdom. Accommodations in the hotel are luxurious and the hotel boasts of all the luxurious features that are associated with it, making it suitable for business and other purposes. Marriott Cardiff is also highly committed to customer care; it prides itself in staff professionalism, excellent services, and befitting facilities such as dining, conference, and health services. Since it is a representative of the hospitality industry, it complements Marriott’s international standards of quality making it possible to use it in explaining the effect that service quality has on customer satisfaction and loyalty.
[bookmark: _hox93mais8tr]1.4 Key Themes To Be Explored 
· The maintenance of guest experiences at Marriott hotel chains with a case study of Marriott Cardiff
· Service quality maintenance as the customer attraction point at Marriott Cardiff
· Customer satisfaction and loyalty at Marriott hotel chains as part of business growth.
· Challenges the hotel chain faces in customer service providing and strategies to improve. 
[bookmark: _8qfn44r1nzb1]1.5 Aim And Objectives 
Aim: 
This study is to establish the ways Marriott Cardiff sustains customer experience and service quality, the results on the satisfaction and customer loyalty and the issues with solutions for bringing long-term business advancement.
Objectives: 
· To analyse the strategies Marriott Cardiff employs to maintain high service quality and enhance guest experiences.
· To evaluate the role of service quality in attracting customers and fostering loyalty at Marriott Cardiff.
· To identify challenges in delivering exceptional customer service within the hotel chain.
· To propose effective strategies to improve service quality and guest satisfaction.
[bookmark: _768w8pm90al4]1.6 Research Question
· How does Marriott Cardiff maintain high service quality and guest experience?
· What is the impact of service quality on customer satisfaction and loyalty at Marriott Cardiff?
· What challenges does the hotel face in delivering exceptional customer service?
· What strategies can enhance service quality and guest retention at Marriott Cardiff? 
[bookmark: _9f9tksntrkja]

[bookmark: _f6yecxu2mvj7]2.0 Literature Review 
[bookmark: _7tbzl2u8c7ei]2.1 Introduction
This literature review aims at analysing the link between customer satisfaction and service quality in the Marriott organisation with the help of Expectation-Confirmation Theory (ECT). It looks at how Marriott seeks to improve guests' experience, the issues that arise when delivering the services and the part played by employee satisfaction in delivering quality services. Concerns like technology acceptance, customer loyalty, and staff development are presented to demonstrate their impact on the satisfaction of the customers.
[bookmark: _bu0oaku4xabe]2.2 Customers Of Marriott Hotel Chain
Marriott’s brand awareness in the UK stands at 82%, indicating strong market recognition. However, only 32% of hotel customers express a preference for the brand, highlighting a gap between awareness and appeal. With a 14% usage share, Marriott attracts a modest portion of the market, and while 86% of its users demonstrate loyalty, overall customer retention remains limited (Statista. 2022). The low media buzz (11%) suggests minimal active engagement or marketing impact. This indicates that while Marriott enjoys significant recognition, its conversion rate from awareness to preference and usage is relatively low, necessitating stronger customer engagement and marketing strategies for growth (Statista. 2022).
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Figure 1: Marriott brand awareness, usage, popularity, loyalty, and buzz among hotel customers in the UK in 2023
(Source: Statista. 2022)
[bookmark: _whfyzeo1kwr0]2.3 Theoretical Underpinning 
This theory is known as Expectation-Confirmation Theory (ECT) by Oliver, which prescribes that the extent to which consumers are satisfied and loyal is the extent to which their expectations are met or exceeded (AlSokkar et al.,2024). All guests, in the case of Marriott Cardiff, make a preliminary judgment depending on the brand image, previous experience, and appeals. The perception that people have after consuming a particular brand impacts the likelihood that the same brand will be patronised in the future. According to the results, when expectations are exceeded, customer commitment increases and results in customer loyalty. However, there is the flip side of the effect where inconsistency of services delivered brings about dissatisfaction, thus eradicating brand loyalty though there is awareness. Therefore, this research work utilises ECT to assess Marriott’s capacity in maintaining customer loyalty through service delivery to identify key areas that need to be addressed in order to improve guests’ experience.
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Figure 2: Application Of Expectation-Confirmation Theory (ECT) To The Concept Of Customer Service And Loyalty 
(Source: Created By Learner)
[bookmark: _ijdxdhse60t2]2.4 Strategies Marriott employs to maintain high service quality and enhance guest experiences
In order to ensure that Marriott Cardiff delivers high service standards and improves the guests’ satisfaction, the organisation uses various strategies, which stem from the Expectation-Confirmation Theory (ECT), which states that customer satisfaction is a result of expectation fulfillment. One of the strategies is the application of technology to enhance the following; provision of services, check-in services, and guest relations (Bharwani and Mathews, 2021). Finally, Marriott pays much attention to customer loyalty, using such approaches as loyalty cards and bonus services (Bardukova, 2023). This is especially important in maintaining service quality as well as guaranteeing that employees are ready to provide the best services (Hassanein and Özgit, 2022). Moreover, Marriott also increases the level of guest’s emotions by focusing on passion and delivering the experience that is better than the guest’s anticipation (Kwan and Tong, 2023). Even when there is a possibility of formulating strong service strategies, there is always a problem of consistency. Thus, Marriott can improve the approach and thus increase the level of customer satisfaction that will inevitably increase brand loyalty and strengthen the positions in the market due to the positive attitude of guests.
[bookmark: _qvpmldoh79do]2.5 Role of service quality in attracting customers and fostering loyalty at Marriott 
The service quality is one of the most important concepts in Marriott International’s business strategy that aims to attract customers and retain their loyalty. The company leverages technology to provide customised services to the guests to boost customer satisfaction and loyalty. Also, Marriott & Marriott Bonvoy is a guest loyalty program that provides customised rewards giving it a plus in the program relevance. 
Marriott Bonvoy program of loyalty enables the members to receive points to be spent on such things as free night stays at over 8,000 hotels across the globe, as well as access and participation to events and experiences. Earlier in 2019, the firm launched the Marriott Moments program, through which the points can be used to obtain special events such as a concert or food tour. It is noted that 60% of the Marriott Bonvoy members who redeemed points for experiences, they are 20% more loyal to the brand than those who redeemed points for traditional rewards of free stays (Renascence.io.2024).
In addition, talent management and training of the employees are also other strategic areas that Marriott focuses on so as to have a standard service delivery throughout its properties. By concentrating on these areas Marriott has a chance to deliver satisfactory or even better results to guests, which will lead to greater customer satisfaction and loyalty (Marriott International. 2023). This is in compliance with the main value that is people first, which is important in the success and stability of the company. 
[bookmark: _e0ni2pm9rxq]2.6 Challenges in delivering exceptional customer service within the hotel chain
A number of challenges are found at Marriott while providing the best customer service in the hotels. A problem is the problem of inconsistency which is caused by the franchise model of operation. Every business has its franchise that independently manages, therefore, the company’s outlets differ in their approach to providing services to customers (Zhorzholiani et al., 2024). Also, another challenge is the ever increasing customer demands and their rate of change especially in the area of technology. According to Kwan and Tong (2023), the use of advanced technology when interacting with the guest is crucial, however, some of the Marriott outlets lag behind in the technological aspect. Also, human resource satisfaction is very important in the delivery of services; lack of commitment by the employees is likely to compromise the service quality (Zhorzholiani et al., 2024). Last but not the least, Marriott needs to manage the increasing customer expectations to get more personalised services yet keep it operational (Harnjo et al., 2021). These challenges can only be addressed by increasing the staff competence, procuring new equipment, and achieving a greater level of uniformity in services delivered at different facilities.
[bookmark: _2jd0kayv07t2]2.7 Effective strategies to improve service quality and guest satisfaction
Therefore, for the purpose of enhancing service quality and guests’ satisfaction in Marriott, it is imperative to deploy effective strategies that relate to ECT. This theory proposes that the level of satisfaction that a customer has can be explained by his or her expectations and perceived service quality (Harnjo et al., 2021). By effectively communicating with the customers, with the intent of setting and meeting their expectations, Marriott can improve satisfaction. To meet and even exceed these expectations, it is also necessary to train the staff to attend to customers’ needs as soon as possible (Zhorzholiani et al., 2024). Other recommendations of Kwan and Tong, (2023) that can enhance satisfaction include the use of technology in the provision of guest services. Through feedback from guests that are allowed to give their complaints, Marriott can correct services before they fail to meet the guests’ expectations. By adopting these strategies, Marriott will be in a position to enhance the quality of services offered and at the same time increase guests’ satisfaction and loyalty.
[bookmark: _145gv8nffxay]2.8 Conceptual framework 
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Figure 3: Conceptual Framework 
(Source: Created By Learner) 
[bookmark: _m7oz3fa5fvdp]2.9 Literature gap 
Although there is much information regarding customer satisfaction and service quality in Marriott, there is not much information that is specific to the issue of consistency in Marriott’s franchising. Further, there is a lack of knowledge of how Marriott can respond to such dynamics and adapt them to their services as the customer expectations change over time and with the progression of technology. More research is required in those areas.


[bookmark: _ck57iam3fav9]3.0 Methods 
In this research, a secondary research approach was used to identify the previous literature and data associated with guest satisfaction and service quality in Marriott Cardiff Hotel. Secondary data is a great starting point that does not involve the gathering of primary data, as it provides a vast amount of knowledge regarding trends within the industry (Saunders et al., 2012). From the reports, studies, and articles, the researcher found out some of the concerns and findings relevant to the customer loyalty and service quality. Categorisation of the data was done using thematic analysis to enable comparison of the secondary data. This method is particularly important for analysis of qualitative data, identification of patterns and helpful in coming up with conclusions (Cottrell, 2014). As mentioned by Collis and Hussey (2014), thematic analysis is particularly valuable in the research context as it allows for the exploration of the factors that relate to the topic of the study. This way, the study was able to structure data collected and hence enhance comprehension of factors including service delivery and customer satisfaction. Hence, thematic analysis guarantees that the themes developed are relevant to the research question and could be useful in providing recommendations (Veal, 2006).
The study employs a case-study methodological approach in assessing the level of service quality and customer satisfaction at Marriott Cardiff. A case study approach is especially useful in analysing and investigating multifaceted and real-life processes as they occur . It helps in analysing the various strategies implemented by Marriott Cardiff, the issues faced and the relationship between Marriott Cardiff and its customers, and hence, the general understanding of the functioning of Marriott Cardiff in the competitive environment of the hospitality industry. Using a case study method has its benefits and one of them is that it gives the detailed description of one particular case and therefore allows the researcher to make more precise conclusions regarding the hotel’s service quality and the effects of the strategies mentioned above. Thirdly, the case study approach is unstructured in a way that it can easily incorporate both qualitative and quantitative data into the study as was done in this research hence making it more comprehensive (Eisenhardt, 1989). This approach is most suitable for the analysis of Marriott Cardiff since it enables the researcher to investigate various aspects of service provision and customer satisfaction and positioning.
However, there are some weaknesses inherent to the case study approach. The major weakness of this study is that the research is confined to a single case since it relies on a case study method (Flyvbjerg, 2006). Such findings can be useful for Marriott Cardiff and may not be generalised to the rest of the Marriott hotels or to the chain of hotels in general. Additionally, the method relies on available data and therefore limits the number of potentially biasing factors if the sources of data collected are not varied and inclusive. Apart from the case study method, netnography is used online to get a feel of the customers and their activity, preference, and feedback from online avenues. Netnography is a qualitative technique of research whereby the researcher investigates online communities and various contents to comprehend culture and consumer behavior (Kozinets, 2015). The research, therefore, provides an insight into the service quality at Marriott Cardiff through customer reviews and ratings, social media engagement, and perception to give an insight into the customer’s standing and their perception of the hotel. The self-observatory data also contains the researcher’s view of the situation, as the researcher has worked at Marriott Cardiff before, which makes the understanding of the work processes and service delivery more profound. This type of knowledge gives a good insight of how Marriott operates and the success of its strategies. Information pertaining to the competitors like other hotels in the local region is obtained from their website, customers and other online resources. This is useful to draw Marriott Cardiff’s performance to a broader perspective that makes it easier to comprehend the extent of its competitiveness.


[bookmark: _x4op0hta5z08]4.0 Case Study Hotel Overview And Findings
[bookmark: _mhp9yoshg98e]4.1 Overview Of The Organisation
The Cardiff Marriott Hotel is a luxury segment player situated in the centre of Cardiff, which is the capital city of Wales. Located only a few minutes’ walk from the Utilita Arena and in close proximity to other attractions such as the Principality Stadium and Cardiff Castle, this hotel is well placed to offer guests good access to all that the city has to offer. The hotel has a contemporary style and also offers a warm welcome in the Welsh tradition, which is why it is liked by tourists and businessmen.
[bookmark: _4a89i586xv9z]Key Features:
1. Turnover: The market leader Marriott International received about 23.71 billion U.S. dollars of revenue in 2023, which is 20.77 billion U.S. dollars more than in 2023 (Statista. 2023). The revenue of the company was considerably lower in 2020 due to the coronavirus (COVID-19) pandemic. In that year, the hotel industry was significantly affected by the restrictions on travel around the world (Statista. 2023). 
2. Branches: Marriott currently has over fifty hotels in the United Kingdom. These hotels are situated in many places including cities, towns, and even in the rural areas. Marriott International is a hospitality company that operates, licences and franchises Lodging brands Marriott International has more than 36 hotel and timeshare brands. Marriott International has its establishments in 141 countries and territories (Marriott International. 2024).
3. Location: The hotel is located in central Cardiff with proximity to major cultural, shopping, and entertainment and leisure facilities (Marriott. 2024).
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Figure 4: Location Of Cardiff Marriott Hotel 
(Source: Marriott. 2024) 
4. Accommodation: Guest rooms and suites have been recently renovated to include luxurious pillow-top beds, wireless high-speed Internet access, and other contemporary comforts (Marriott. 2024). The rooms are provided to provide comfort to those who are spending a few hours or a few days in the premises.
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Figure 5: Choice Of Room And Suites For Customers
(Source: Marriott. 2024) 
5. Dining: Browns Brasserie and Bar is available in the hotel for clients who are interested in eating and drinking; it has a wide menu and focuses on breakfasts, teas, and cocktails (Marriott. 2024). One of the amenities that are now highly sought after is an on-site restaurant where the guests may enjoy their food after a hard working day in the city.
6. Meetings and Events: This Cardiff Marriott Hotel is well suited for conferences, meetings and occasions. There are six modern and newly decorated business and celebration meeting rooms available for rental (Marriott. 2024). Both planning and catering services departments do their best to provide the best ever experience to the event organisers as well as the participants (Marriott. 2024).
7. Fitness Centre: A fitness centre is also available in the hotel and this is an added advantage since the facility is available throughout the day and night for guests who have a tight schedule (Marriott. 2024).
8. Parking and Accessibility: The hotel has its own parking space available and it has a charging hourly rate as well as daily rate (Marriott. 2024). The hotel is also equipped with facilities that will suit every guest’s needs in terms of accessibility to services and other amenities.
9. Sustainability: The Cardiff Marriott Hotel has pledged on sustainability and received the Green Key Award; the Hotel also takes part in the reduction of food waste with The PLEDGE™. These efforts may include the following in demonstrating sustainability that is a sign of the hotel’s care for the environment (Marriott. 2024).
[bookmark: _akspx1x9t05n]Offers and Packages:
· Marriott Bonvoy® Rewards: GFor customers it is possible to get extra points to their account and get member-only savings, where there is always something to save money throughout the year, for example 20% off for members in the selected periods (Marriott. 2024).
[image: ]
Figure 6: Rewards For Customers 
(Source: Marriott. 2024) 
· Exclusive Packages: As a service delivery, the hotel has seasonal offers like John Lewis Shopping Package that targets clients who want to shop in Cardiff (Marriott. 2024).
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Figure 7: John Lewis Shoppong Package 
(Source: Marriott. 2024) 
[bookmark: _jzu12os3q93j]Overall Experience:
This hotel is a good example of a comfortable and luxurious hotel which is comfortably located in Cardiff, with modern facilities and services oriented primarily on business people and tourists (Marriott. 2024). Whether participating in a conference or a business meeting, visiting the city, or simply enjoying leisure, the guest will hardly forget the Welsh capital.
[bookmark: _8c8xr8pqd99i]4.2 SWOT Analysis Of Marriott Cardiff: 
	Strengths
	Weaknesses

	Cardiff Marriott Hotel provides a high standard of customer service, including 24/7 guest assistance and a well-equipped fitness centre, which enhances the overall guest experience (Marriott, 2024).
	The hotel’s premium pricing may deter budget-conscious customers, reducing its accessibility to a wider market segment.

	The hotel benefits from strong brand loyalty due to the Marriott Bonvoy® programme, which rewards frequent guests and encourages repeat bookings (Marriott, 2024).
	Limited personalised guest experiences compared to boutique hotels, which may impact customer satisfaction and engagement.

	The strategic city-centre location ensures convenience for business and leisure travellers, contributing to positive customer perceptions and repeat visits (Marriott, 2024).
	Service inconsistencies during peak seasons can result in longer waiting times and reduced service quality, affecting guest satisfaction.



	Opportunities
	Threats

	Implementing AI-driven customer service enhancements, such as chatbots and personalised recommendations, could improve guest satisfaction and efficiency (Marriott, 2024).
	The intense competition in Cardiff’s hospitality sector, including boutique hotels offering tailored experiences, could impact customer retention.

	Strengthening sustainability initiatives may enhance the hotel’s reputation and attract eco-conscious travellers, further improving customer loyalty.
	Economic downturns and inflationary pressures could affect customer spending, reducing demand for premium hotel services.

	Expanding exclusive membership benefits, such as early check-ins and unique experiences, could foster greater guest loyalty (Marriott, 2024).
	Negative online reviews related to service delays or pricing may damage the hotel’s reputation, influencing potential bookings.



[bookmark: _tr9j2fld5pgy]4.3 PEST Analsysis Of The Company
	Factor
	Analysis

	Political
	The political risk in the United Kingdom is relatively stable thus favoring the hospitality industry as the government encourages tourism and infrastructure sectors. However, Brexit restrictions may reduce the flow of skilled employees in the hospitality industries which will impune service quality (Giousmpasoglou and Marinakou, 2024). Also, legal factors that are new and can affect the operating costs include sustainability compliance requirements.

	Economic
	The high inflation rate in the UK affects consumers’ expenditure and this has led to the decreased purchasing power when it comes to luxury hotels by the low budget travelers (Jain et al., 2023). In addition, economic instability tends to have an impact on business and corporate travel, which can lead to less corporate business. However, the Cardiff Marriott hotel is well positioned and hence it is able to have price control over the market no matter what the situation may be in the market (Marriott, 2024).

	Social
	Services that are individualised and centered on experiences are also preferred by consumers, thus forcing hotels to change their service delivery (Tsiotsou, 2022). Also, the trend of family travelers as discussed by Marriott (2024) is an opportunity since it means that marketing strategies to accommodate them can be developed. Also, the expectations concerning the staff, including working conditions and the well-being of employees, affect staff retention (Marinotti and Johnston, 2024).

	Technological
	The rise of digitalisation in the hospitality industry requires improved customer service solutions such as use of Artificial Intelligence in personalisation of services and use of robots for bookings (Heyes and Lashley, 2017). Two major opportunities that Cardiff Marriott can consider to improve its competitive standing include: Also, the use of big data analytics can enhance customer satisfaction and organisational performance (Giousmpasoglou and Marinakou, 2024).


[bookmark: _hmz634kp1g67]4.4 Competitor Analysis 
	Hotel Name
	Average Nightly Rate
	Quality Ratings (TripAdvisor)
	Notable Features

	Cardiff Marriott Hotel
	£83 - £103
	4.0/5
	Centrally located with spacious, refurbished rooms featuring pillowtop beds and high-speed Wi-Fi; on-site Browns Brasserie and Bar; fitness centre; paid private parking (£18/day) (Tripadvisor. 2025)

	Hilton Cardiff
	£90 - £120
	4.5/5
	Overlooks Cardiff Castle; modern rooms; indoor pool; fitness centre; multiple dining options; complimentary Wi-Fi; valet parking available.

	Radisson Blu Cardiff
	£80 - £110
	4.0/5
	Stylish rooms with city views; free Wi-Fi; on-site restaurant and bar; fitness centre; limited on-site parking (fee applies) (Tripadvisor. 2025).

	Clayton Hotel Cardiff
	£70 - £100
	4.0/5
	Proximity to Cardiff Central Station; contemporary rooms; complimentary Wi-Fi; fitness suite; on-site restaurant and bar; no on-site parking.


[bookmark: _gijynn80g37]4.5 Netnography
The Cardiff Marriott Hotel, situated in the heart of the city, is renowned for its prime location, offering guests convenient access to local attractions, shopping centres, and the train station. This central positioning has been consistently highlighted in guest reviews as a significant advantage (Tripadvisor. 2025).
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Figure 9: Customer Reviews Of Cardiff Harriott Hotel 
(Source: Tripadvisor. 2025) 
In terms of customer service, many guests have commended the hotel staff for their friendliness and professionalism. For instance, reviews on Booking.com frequently mention the helpfulness and welcoming nature of the personnel (Cardiff Marriott Hotel. 2025).
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Figure 10: Customer ratings and reviews on Booking.com 
(Source: Cardiff Marriott Hotel. 2025)
However, some reviews indicate variability in service quality, with certain guests noting a lack of responsiveness during their stay. Regarding customer loyalty, the hotel's commitment to the Marriott Bonvoy programme provides regular guests with benefits such as room upgrades and late check-outs, fostering a sense of appreciation and encouraging repeat visits. Nonetheless, some patrons have expressed concerns over the value proposition, citing additional costs for amenities like parking and in-room services, which may affect their loyalty decisions (Tripadvisor. 2025).
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Figure 11: Positive and negative reviews of customers for Cardiff Marriott Hotel
(Source: Cardiff Marriott Hotel. 2025)
Customer behaviour towards the Cardiff Marriott Hotel appears to be influenced by the balance between its strategic location and service offerings against the perceived value for money. While many guests appreciate the convenience and service quality, others are deterred by additional charges and occasional service inconsistencies. Addressing these concerns by enhancing service responsiveness and reassessing pricing strategies could improve overall guest satisfaction and loyalty.
[bookmark: _vbvqza586564]4.6 Personal Account Of Professional Observations And Experience: 
At the Cardiff Marriott Hotel, I was fortunate to be posted to work in several departments so that I got adequate exposure of the quality of the service offered to the customers and the measures being taken to maintain customer loyalty. Working at the various departments including housekeeping, conference and banqueting (C&B), front office, kitchen, and engineering, gave a broad vision on how the hotel functions and how the customers’ experiences affect it.
In my housekeeping I noticed that cleanliness is a significant aspect that defines the level of satisfaction of the guests. Customers could express satisfaction with the service and especially when their rooms were clean and properly managed. However, there were cases whereby housekeeping services were delayed slightly leading to minor complaints especially when the occupancy of the facility was high. This is because housekeeping needed to relay instructions from the front desk to have their work time-tables adjusted to ensure they prepare the rooms on time.
I was also able to learn about the event hosting of the hotel from my time in the C&B department. It was a well-coordinated group to ensure that all the conferences, weddings, and corporate events were in order. Satisfaction of the customers in this department relied on personalised services and flexibility. Though many guests commented on the courteous and business-like behavior of the employees, there were instances when the guests were served inefficiently due to lack of proper communication between different sections of the organisation.
The most enlightening position was at the front desk since it involves the first and sometimes the last impression of the guests. The cheerful and professional attitude of the team influenced the perception of guests about the hotel most. Some of the guests were members of Marriott Bonvoy and they expected special attention, special services like upgrades to better rooms and late checkout. In general, this loyalty programme was efficient in maintaining the customers who frequently patronised the hotel; however, some guests complained that they had to incur extra expenses including parking fees and the extra charges for premium internet connection that should be inclusive of the membership package.
Through the kitchen assignment, I got to learn the measures that are taken to ensure good service delivery in the dining section. The group ensured that there was smooth preparation of the food at the correct time with special focus on how they were presented and how they tasted. However, there was a decrease in the speed of the service during the peak traffic hours which in some instances affected the delivery of the food. However, the flexibility of meals, diversity, and quality of meals especially the breakfast was a plus to many guests. Finally, I came to know how the engineering team is responsible for managing and maintaining the facility of the hotel. Repairing of air conditioning units or any other problems such as plumbing were among some of the issues that needed quick response to enhance guests’ satisfaction. In general, I received the opportunity to observe how customer-oriented companies and loyalty programs influence guest satisfaction. The Cardiff Marriott Hotel is well-positioned in service quality and professionalism, and better inter-organisational communication and concerning the issue of prices would help to build a more solid customer base.


[bookmark: _z66xdr1u7v80]5.0 Discussion
[bookmark: _zfeq22vaz7q6]5.1 Theme 1: The maintenance of guest experiences at Marriott hotel chains with a case study of Marriott Cardiff
Marriott International Company is one of the market leaders in the hospitality industry, and according to Statista, 2023, it reported total revenues of approximately 23.71 billion USD after experiencing a drop in revenue during the pandemic in the year 2020. Marriott has more than 50 hotels in operation in the UK, and it has its presence in 141 countries globally, which makes the organisation one of the prominent luxury hospitality chains (Marriott International, 2024). The Cardiff Marriott Hotel located in the capital of Wales is an excellent example of how the brand sustains guest satisfaction with the help of superior services, up-to-date facilities, and customer-oriented measures. Using the Expectation-Confirmation Theory (ECT) which aims at asserting that the level of satisfaction equals to the extent that the expectations were met or exceeded prior to a visit (Prentice et al., 2024), this assessment discusses how Marriott Cardiff can further improve guests’ experience and build loyalty.
One of the most important criteria that define the guest satisfaction in Marriott Cardiff is the quality of the accommodation. Hospitality: most of the guest rooms as well as suites have been redecorated with luxurious pillow-top beds, high-speed Wi-Fi, and modern comforts (Marriott, 2024). These features are in line with the guests’ first impression of a luxurious hotel. ECT has it that this leads to a positive word of mouth as well as repeat business when these expectations are met or even exceeded (Bharwani and Mathews, 2021). However, some customers have complained of service delivery hitches in some of the more recently refurbished guest rooms, especially during busy occasions; therefore, this may lead to disconfirmation of expectations which in turn affects the level of guests’ satisfaction (Tripadvisor, 2025).
The existence of eating places also contributes to the comfort of the guests because they can eat within the compound. In particular, Browns Brasserie and Bar is situated in Cardiff Marriott Hotel and it offers the customers a wide range of breakfasts, teas, and cocktails (Marriott, 2024). This is in line with changes in demand since most travellers conduct themselves with expectation of restaurant services within the facility (Jogarao, 2024). By the same token, the ECT framework suggests that if such expectations are met, the guests are in a better place to have a better brand affiliation; thus, the opportunity is offered to the hotel. Nevertheless Marriott Cardiff does adequate in fulfilling these requirements; competition from other hotels like Hilton Cardiff, and Radisson Blu that have a variety of restaurants and other luxury services may influence the guest perception and choice.
Business and event services are among the essential aspects of value that Marriott Cardiff offers. The hotel boasts of having six versatile contemporary conference and event facilities, accompanied by professional conference and event planning as well as food services (Marriott, 2024). Business travellers have especially high expectations in terms of productivity and service delivery. Such expectations should be met or even surpassed to ensure that the level of satisfaction to the clients is high enough for them to continue using the services of the business (Harit and Agrawal, 2024). However, there are several issues that have a negative impact on the hotel’s ability to deliver individual experiences to clients, which are key in a boutique hotel business. Some of the problems caused by the lack of a highly individualised approach include: Disconfirmation of expectations, especially for guests who are interested in personalised event planning services.
Apart from lodging and eating, other important factors that affect the stay of guests are the ease of access to services and products. The Cardiff Marriott Hotel has facilities for paid parking and has amenities provision for the physically incapacitated to suit every guests’ needs. Also, the existence of a fitness centre that operates throughout the day and night is advantageous for businessmen on working trips and tourists. These features ensure that Marriott Cardiff gives the best conveniences to the guests to ensure that they are comfortable and satisfied. However, some of the reviews indicate that the pricing aspect is still wanting, especially from the side of the cheap-tastic travellers who may feel that the price does not justify the services offered (Tripadvisor, 2025). Based on ECT, if the guests get the impression that the price charged does not correspond with the experience they are offered, then the post experience customer ratings will be worse and thus the loyalty and subsequent bookings will be affected (Prentice et al., 2024).
Other trends that are also becoming influential include sustainability efforts that are taken into account when designing the experiences of the guests. Marriott Cardiff also has the Green Key Award and is involved in reducing food waste through the PLEDGE™ program by Marriott (Marriott, 2024). Any modern person, especially those who are aware of the conditions in which the world lives, expects hotels to be environmentally friendly. Satisfying these expectations does not only improve the image of the brand but also the experience of the visitors (Bharwani and Mathews, 2021). However, to make the best out of this opportunity, Marriott Cardiff could scale up the visibly of its sustainability efforts in the hotel, including the utilisation of energy-efficient technology in the provision of eco-friendly amenities in guest rooms.
Marriott Cardiff has a good customer base, which it has encouraged over the years through the Marriott Bonvoy® programme offering customers repeated discounts and privileges (Marriott, 2024). According to ECT, there is a positive relationship between rewards and customer retention when rewards are higher than expected. The offer of the hotel such as; John Lewis Shopping Package targets small market segments and increases customer perception of the value in booking a Marriott Cardiff hotel. Nevertheless, competition from existing similar programmes offered by hotels in the same business and offering cheaper room rates requires constant adaptation in the ways of reaching out to the customers (Harit and Agrawal, 2024).
[bookmark: _e3hu9pmkxuoq]5.2 Theme 2: Service quality maintenance as the customer attraction point at Marriott Cardiff
This paper aims to affirm the significance of service quality at Marriott Cardiff by exploring the role that the Expectation-Confirmation Theory (ECT) can play in the process. According to ECT, a customer has some expectations before the service delivery process and these expectations are either met or not met by the service experience and hence affect the overall satisfaction (Khan et al., 2023). With regards to Marriott Cardiff, it is thus possible to see service quality as an instrument, which could be used to meet or even over satisfy the customer expectations, thus providing the confirmation of the positive feedback (Marriott, 2024). For instance, Marriott International Limited focuses on timely customer service delivery ranging from the initial check-in process to room service delivery so as to ensure that the customer’s expectations are met, hence creating a favorable service experience. When customers believe that the service quality is equal to or even better than what was expected, they are likely to revisit the place and recommend others to patronise the place (Harit and Agrawal, 2024).
In addition, the Marriott Cardiff has an additional service delivery channel in that it has a mobile application that enables guests to access its services (Marriott, 2024). When pursued in tune with the expectations of the customers, digital engagement goes beyond meeting their needs or demands, but rather delights the customers to affirm their decision to choose Marriott as their preferred accommodation offering (Khan et al., 2023). Therefore, Marriott Cardiff’s commitment to upholding high standards of service through personalisation, fast food and beverage service, and technology supports the correlation between service quality and ECT. Through satisfying or even surpassing customers’ expectations, Marriott is capable of winning customers’ loyalty and therefore guarantees business sustainability.
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Customer satisfaction and loyalty are two critical variables in the growth of any business, especially in the Marriott hotels, and the expectancy confirmation theory (ECT) is useful in explaining such factors. ECT proposes that expectations are developed prior to the service encounter and can either be confirmed or disconfirmed during the time of consumption or use of the service which in turn affects satisfaction of the customer (Khan et al., 2023). At Cardiff Marriott, expectations that the potential guests develop before checking into the hotel affect their level of satisfaction in the service quality, location and facilities (Marriott, 2024). In order to meet these expectations, the Cardiff Marriott has chosen the location of being in the city centre and offers such services as the Marriott Bonvoy programme (Marriott, 2024). This benefits the company to retain its customers and increase traffic flow by providing special privileges to customers and making them stick to the company’s brands (Barreto and Mayya, 2022). However, some services may sometimes be deficient; this is especially the case during a high occupancy period, which poses a problem to the customers (Boukhaoua and Habbache, 2024). Such disparities call for effective organisation and efficient co-ordination in service delivery among the departments. Furthermore, with the rise of technological advances such as the use of mobile applications, the experiences of customers have been enhanced so that the hotel can provide efficient service delivery (Khan et al., 2023). With regards to the elements of customer service that have been augmented through the use of AI, Cardiff Marriott can go even further by matching its delivery to customers’ expectations, thus ensuring better satisfaction and customer retention.
[bookmark: _vgtvlhykaa1]5.4 Theme 4: Challenges the hotel chain faces in customer service providing and strategies to improve
This is a familiar scenario in many hotel franchises like the Cardiff Marriott in that the chain often experiences difficulties in ensuring that they deliver good customer service due to the high occupancy levels. These challenges are as follows: Failure to meet the customer expectations hence lowering the satisfaction level. To understand these challenges the Expectancy Confirmation Theory (ECT) is applicable. In the view of ECT, the customers have certain expectations before going for a hotel stay and depending on the kind of service they encounter, the expectations may either be confirmed or disconfirmed (Boukhaoua and Habbache, 2024). When such expectations are not met, the level of satisfaction among the customers is likely to be lower and so is the level of loyalty. Some of the main areas that require attention in the Cardiff Marriott include; inconsistencies in service delivery especially during the peak seasons (Cardiff Marriott Hotel. 2025). These are some of the problems that emanate from things like delayed response and lack of efficiently passing information from one department to another hence inconveniencing the customer. It is also important to take note of other costs that customers consider as factors that lead to dissatisfaction which include (Barreto and Mayya, 2022). To overcome these challenges, Cardiff Marriott needs to pay much attention to the improvement of communication between departments, particularly, during the peak operating time. The application of AI-based service tools could integrate advanced technology into the organisation’s operations, thus helping it to operate faster and provide customers with the required response within a shorter time (Boukhaoua and Habbache, 2024). In addition, more disclosure on extra fees and proper communication on the costs related issues can assist in managing expectations by the customers and hence decrease the likelihood of disconfirmation. To do this, Cardiff Marriott can leverage ECT to ensure its service delivery matches the expectations of the customers in order to achieve high satisfaction and loyalty.
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[bookmark: _6bp36176wsso]6.1 Conclusion 
Therefore, the study on Marriott Cardiff Hotel based on ECT is beneficial to understand the factors impacting guest satisfaction, service quality, customer loyalty and various issues that Marriott Hotel faces. Guest satisfaction is well achieved through the provision of accommodation, quality food and beverage services, business services, and the services that are provided by the Marriott Hotel to the customers. However, as highlighted above, there are some aspects that should be worked on for future improvements in order to improve the guest experience and increase brand loyalty.
Nevertheless, there are certain areas that the Cardiff Marriott needs to address these include; inconsistency in service delivery especially during the busy hours and perceived value pricing. Also, competition from other hotels in the hospitality business, especially the luxury brands, poses a constant pressure on the chain to adapt and differentiate itself. The adoption of such technologies as AI-based service tools will eliminate service gaps, and in the process match service delivery with the guest expectations. Also, more coordination between the departments especially during the peak seasons and adequacy of information concerning charges required from the customers will help to ensure that customers’ expectations are not disconfirmed.
The Marriott Cardiff’s recognition towards the Green Key Award and its fight against food wastage is also a plus in reaching the environmentally sensitive consumer. But, enhancing the visibility of these sustainability practices can even improve the brand perception and thus increase the brand appeal. They also include the loyalty programs such as Marriott Bonvoy which help in retaining customers for another round of business. However, it is for this reason that product adaptation to the ever-changing customers’ demands and the competition must always be carried out. In doing so, Marriott Cardiff has the potential to provide a better-quality service, create a loyal customer base and become a market leader for both business and tourists in Cardiff.
[bookmark: _hp4e0t1duwdv]6.2 Recommendations and Practical Strategies
Enhancing Customer Communication through social media
One of the key issues that should be addressed in the current and future activities of Marriott International is the need to enhance the company’s interaction with the clients using social networks. According to the literature, social media is an important tool for improving customer satisfaction in the hospitality industry since customers can use it to give feedback, ask questions and make comments instantly (Boukhaoua and Habbache, 2024). Marriott can thus further engage its clientele through designing a stronger online platform, and by ensuring that it addresses the queries that clients post on its social media platforms. Emphasis on giving specific solutions and offers based on the preferences of the customers would help the brand and retain the customer base.
Fostering Customer Loyalty through Personalised Experiences
In the highly competitive hotel industry, one of the key components that may be used as a bargaining power is personalisation. Marriott should focus on the aspect of customer relations by offering services delivered according to the guest needs and requirements. Research shows that personalisation increases customer loyalty and is a result of data analysis (Latif, 2021). In this way, the company can use the guest profiles, and the previous data to provide options such as special offers, special promotions, or services that would make the stay of the guests more interesting if they are repeated guests. The use of the improved customer relationship management (CRM) systems can guarantee that the touches are integrated in the guest’s stay.
Incorporating Technology to Enhance Service Quality
The advancement in technology plays a major role in enhancing the quality of service delivery particularly in the luxury segment. Marriott should therefore consider increasing its investment in technologies to be used in running the business and satisfying consumers. According to Shin and Jeong, (2022), the benefits of using technological means for check-in/check-out, smart control over the rooms, and mobile application for concierge services are evident. Marriott can provide guest services that are integrated and user-friendly, which can lead to shorter waiting times and added convenience as well adding a luxurious, technology-based component that will certainly be advantageous for the business traveler as well as the vacationing traveler.
Enhancing Employee Training to Improve Service Delivery
It is therefore important for hotels to satisfy customers through provision of quality services by their staff. One of the critical factors that the Marriott has to consider is to ensure that its staff is well trained and is capable of delivering quality service. According to Ali et al. (2021), the findings indicate that the establishment of a well-trained staff has a positive relationship with the level of customer satisfaction in the hospitality industry. Marriott should establish training courses that deal with communication, problem-solving and interpersonal skills because all of these help in its interaction with the guests. Arming the staff with proper tools and knowledge will in a way improve the outlook of the company from a customer’s perspective.
Leveraging Brand Power to Differentiate from Competitors
Marriott brand is one of the strongest and most valuable resources that can be used to enhance the competitive advantage of the company. According to Barreto and Mayya, (2022) a strong brand image has a positive effect on customer loyalty and satisfaction. Marriott should persist in advertising its brands with creating programs that focus on the aspects that set them apart such as superior services, environmentally friendly policies and international presence. Also, Marriott can also leverage on endorsement by famous personalities and other key opinion leaders in the market to guarantee that the image of the company is well portrayed in all its classes as a quality and luxurious brand.
Expanding Sustainable Practices to Align with Customer Expectations
Eco-tourism is a factor that is fast gaining importance among travellers especially when it comes to luxury hotel accommodations. Marriott needs to step up its game in the effort to meet the new expectations of the environmentally conscious customers. According to Ali et al. (2021), customers are more satisfied with sustaining projects depending on the extent to which guests consider the hotel as sustainable. Marriott needs to implement the solutions that will ensure that the company and its guests decrease waste, use environmentally friendly products, and support green energy. Marketing these efforts to the customers and being open about them will also benefit Marriott on the other hand by appealing to the environmentally conscious consumers.
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