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[bookmark: _Toc181827048]Research Title: 
Analysing the influence of Brand loyalty in attracting the customer in food and beverage at Ibis Hotel, Constitution Hill, Leicester, UK.


[bookmark: _Toc181827049]Abstract 
This research is to analyse the influence of Brand loyalty in attracting the customer in food and beverage at Ibis Hotel, Constitution Hill, Leicester, The UK. For this reason, the This researcher is going conduct secondary research regarding brand loyalty and its implication on food beverage department to attract customer in the hospitality industry. The researcher is going to follow the quantitative method and positivism research for collecting the research data and interpreting the research data with the deductive research approach. The research outcome relates the positive relationship between brand loyalty management and customer attraction to the hospitality sector. The researcher used the positivism research, with the deductive research approach that were very useful in achieving the research objectives based on the secondary research data.


Table of Contents
Research Title:	2
Abstract	3
Chapter 1: Introduction	5
1.1 Background of the research	5
1.2 Aim of the research	5
1.3 Objectives of Research Activity	5
1.4 Research Questions	5
1.5 Rationale for the research	6
Chapter 2: Literature Review	7
Chapter 3: Research Methodology chosen	11
3.1 Introduction Research	11
3.2 Research Philosophy (Positivism research)	11
3.3 Research Approach (Deductive research)	12
3.4 Research Method	12
3.5 Research strategy	13
Chapter 4: Case Study	14
4.1 Overview of the case study (Ibis Hotel, Constitution Hill, Leicester, The UK)	14
4.2 SWOT Analysis	16
4.3 PESTEL analysis	17
4.4 Porter’s Five analysis and implication	20
Chapter 5: Theme Exploration	23
Chapter 6: Conclusion and Recommendation	31
Chapter 7: Reflective Account	34
Reference list	38

Chapter 1: Introduction 
[bookmark: _Toc181827051]1.1 Background of the research 
It has been burning issues in the post-pandemic situation regarding the brand loyalty and its implication in increasing the customer flow. The brand loyalty management is able to draw the attention of the customers in the hospitality industry. As was said in the background, the problem is crucial for marketers who build goods to satisfy user needs and increase demand, which in turn leads to a higher response rate for purchases (Sirdeshmukh, Singh and Sabol, 2022). As a result, brand-loyal customers are more likely to purchase and continue using the same type of good or service and to recommend the brand to others. In the hospitality industry, the need for brand loyalty is important to increase the customer attraction.
[bookmark: _Toc181827052]1.2 Aim of the research 
To examine the importance of the brand loyalty in attracting the customer regarding food and beverage in Ibis Hotel, Constitution Hill, Leicester, UK.
[bookmark: _Toc181827053]1.3 Objectives of Research Activity
1. To review the importance of the brand loyalty in hospitality industry
2. To explore the current aspects of brand loyalty issues at Ibis Hotel, Constitution Hill, Leicester, UK
3. To investigate the importance of successful brand loyalty in Ibis Hotel, Constitution Hill, Leicester, UK
[bookmark: _Toc181827054]1.4 Research Questions
What is the brand loyalty that impacts on customer mindset in hospitality industry?
How does Ibis Hotel, Constitution Hill, Leicester, UK manage the brand loyalty for drawing the attention of customers?
What are the effects of the brand loyalty in the hospitality industry, at food and beverage sector in order to attracting the customers?
[bookmark: _Toc181827055]1.5 Rationale for the research 
The researcher selected the study in order to complete the course requirement. The study also aims to investigate the implications of the brand loyalty that the hotel sector is now experiencing. The researcher is interested in the Ibis Hotel's food and beverage industry's brand management and how it affects customer attractiveness in Constitution Hill, Leicester, UK.


[bookmark: _Toc181827056]Chapter 2: Literature Review
One important component of the constantly changing corporate environment is unwavering: the power of branding. For good reason, businesses spend a lot of money developing their brand identities. Branding is a strategic strategy that has a big impact on consumer loyalty and retention; it's not just about logos and slogans (Fauziah et al., 2023). In this thorough investigation, we examine the significant influence that branding tactics have on creating enduring relationships with clients (Bing et al., 2024).
For a variety of products, including fast-moving consumer items, services, durables, and ideas products like political parties and social behaviours, loyalty is a desirable marketing outcome. Research indicates that having a foundation of devoted clients is beneficial to a company since it lowers marketing expenses and boosts revenue (Lia Siti Julaeha, 2024). Over the years, there have been several schools of thought about definitions, conceptualizations, and measurement, leading to a variation in approaches to loyalty. This article emphasizes the need of comprehending the nature of the product and consumer behaviour in order to choose the best strategy for loyalty. The historical evolution of brand loyalty and the main theories surrounding it are discussed in this article (Lia Siti Julaeha, 2024).
Worldwide, brands bring in billions of dollars in corporate income annually. Corporate efforts are heavily focused on creating new brands, enhancing or safeguarding those that already exist, and achieving "the most important of all consumer responses – brand loyalty." It is said that the incorporation of brands into a buyer's evoked set is a risk-reduction tactic motivated by the perceived assurance of reliability and quality that brands provide. Brands assist consumers in making decisions by conveying values that go beyond the primary advantages of the product. Therefore, encouraging brand loyalty among consumers is one of marketers' main objectives (Rahman et al., 2023). A key idea in strategic marketing is loyalty (Cardoso et al., 2022). Customers who are loyal have less motivation to conduct in-depth research on potential competitors.
Solomon (2006) suggests that a consumer's pleasure with their present brand(s) may lead to a reduction in complexity and even the development of a habit when making purchases based on loyalty. An organisation benefits from having a foundation of devoted clients since it lowers operating expenses related to marketing. Furthermore, tactics like market penetration and brand expansion can profit from loyalty. Last but not least, having a sizable base of devoted clients is a plus for a business and has been found to be a key precursor to brand equity. In the last four decades, scholars have engaged in discussions on brand loyalty, with the central concern being the construct's dimensionality and measurement. Brand loyalty seems to be a multifaceted, intricate concept (Rudzewicz and Strychalska-Rudzewicz, 2021).
Brand loyalty, which is influenced by psychological processes and emotional reactions, is the biased (non-random) behavioural response (buying) that a decision-making unit exhibits over time with regard to one or more alternative brands out of a group of brands. The consumer's inclination toward a brand as a result of psychological processes is known as attitude brand loyalty. Attitude preference, brand loyalty, and purchasing intention are all included in this. Consumers' propensity to repurchase a brand is known as behavioural brand loyalty, and it is demonstrated by actions that have a direct influence on sales of the brand and can be assessed (Albaity and Rahman, 2021). Cognitive brand loyalty refers to the psychological preference for brand purchases that consists of positive beliefs and thoughts about consistently buying a brand, while emotional brand loyalty is the psychological preference for brand purchases that consists of positive feelings and affective attachment to continuously purchasing a brand. Oliver (1999) identifies cognitive brand loyalty as one of the four components of loyalty. Cognitive brand loyalty is a component of attitudinal loyalty, which refers to the beliefs and attitudes about a certain product where the preference for the brand derives from decision-making and judgment (Kleber and Juusola, 2021).
Customers' fondness for a specific brand and their repurchases led the researchers to investigate brand loyalty further since it is more of an external expression of behaviour that stems from a deeper motivation. As a result, loyalty is linked to the likelihood of making a purchase, the sequence of purchases, and recurrent buy behave (Brakus, Schmitt and Zarantonello, 2019) r. The existence of competing brands, however, made the problem more complicated and led to conjecture that the aspect of brand loyalty and repeat business was being influenced. As a result, the marketers' viewpoint on re-buying or patronizing was examined in a situational context, and the behaviour was classified as flipping (Garbarino and Johnson, 2015).
According to Aaker and Joachimsthaler (2007), users began to migrate to similar alternative brands when their brand loyalty waned. The discussion of the attitudinal component of this continuum gave a fresh perspective on users' attitudes about the brand, whether favourable or unfavourable. Patronage and preference will only be successful when the attitude is favourable. This relativity of attitude toward a new or old brand is dependent on the user experience. The value of the products or services purchased was also taken into consideration; hence, a user's participation in a high-value or daily-use product will differ in terms of loyalty (Mannan, 2019).
In order to maximize the amount of money spent and acquire the finest, the consumer is likely to look for durability. This suggests that a user's opinion of a brand's ability to continuously satisfy their expectations is correlated with their level of loyalty (Lee, Ha and Widdows, 2024).
The perceived value that they consider is the reason for the consumer contentment. Only physical amenities that please guests and prolong their stay may be used to gauge their level of satisfaction. Because visitor happiness is based on individual opinions like culture and prior experience, different guests express varying levels of pleasure for comparable service interactions (Witkowska, 2021). This might have an influence on the expectations of one's future purchase choice. consumer loyalty is impacted by service quality, which has been found to be a major driver of consumer satisfaction. The hotel sector has demonstrated the mutually beneficial link between loyalty and client happiness (Tepeci, 2020).








[bookmark: _Toc181827057]Chapter 3: Research Methodology chosen
[bookmark: _Toc181380230][bookmark: _Toc181827058]3.1 Introduction Research 
[bookmark: _Toc181380231]The combined steps done to gather, analyse, and provide research findings for readers regarding a certain topic make up the research technique. Making the study findings legible and understandable for readers depends on the research methodology (Keightley, 2020). The research data gathering technique, sources, strategy, and tactics that are helpful in presenting the data can all be included in the research methodology in this regard. Data collection and analysis techniques are determined by research methodology. Saunders' research onion technique will be used in this investigation. The study's design, methodology, data collection strategy, data collection and analysis, sample process, data collection tool, and ethical considerations are all covered in this article (Ellingsen, Størksen and Stephens, 2021).
[bookmark: _Toc181827059]3.2 Research Philosophy (Positivism research)
[bookmark: _Toc181380232]Because the researcher intends to adhere to the goals and objectives of the study, positivism will be used in this investigation. Because positivism research gathers secondary data and analyses it according to the research's issue, it is pertinent to secondary research. When a research theme is present, positivist research is helpful (Tüzemen, 2019). Therefore, the researcher must gather the data and connect it to the goals and objectives established according to the study subject. The benefits of positivist research over interpretivism are succinct and obvious. The conclusion and anticipated findings of positivism are good, while the interpretivism research's conclusion and extensive data emphasis are not (Collins, 2010). The notable advantage of the positivism research is relevant in demonstrating the finding relating the finding with the existing research them because the researcher needs to be close with the research aim and objective in creating the literature and finding. Because the researcher must be closely aligned with the study purpose and objective while developing the literature and findings, the positivist research advantage is significant in deciding the findings and linking them with the current research (Gioia, Corley and Hamilton, 2013).
[bookmark: _Toc181827060]3.3 Research Approach (Deductive research)
The researcher is going to use the deductive research because the researcher has a theme and an established hypothesis to support. Based on the information gathered from secondary research sources, the researcher attempts to test the research subject, which is where deductive research begins. The researcher must adhere to the study objectives and targets when gathering, presenting, and interpreting the data since deductive research is beneficial in secondary research and quantitative research (Saunders, Lewis, Thornhill 2012). The advantage of the deductive research is conclusive and precise in determining the finding relating the finding with the existing research them.
[bookmark: _Toc181380233][bookmark: _Toc181827061]3.4 Research Method
The quantitative research has been used here because quantitative research aligns with positivist research theory and secondary research, it was employed in this study. More significantly, quantitative research is useful while performing secondary research. On the other hand, in order to comprehend complicated societal events, qualitative research examines individual experiences and views (Park, Konge and Artino, 2020). But the quantitative research is relation with the secondary research data.
[bookmark: _Toc181380234][bookmark: _Toc181827062]3.5 Research strategy
In order to gain expertise with the chosen topic, the researcher will do a case study of the hotel where they were placed. The impact of brand loyalty on the organization's ability to attract customers has been studied. The researcher will investigate how the brand loyalty may affect the organization's performance based on the experiences of the placement.

[bookmark: _Toc181827063]Chapter 4: Case Study 
[bookmark: _Toc181827064]4.1 Overview of the case study (Ibis Hotel, Constitution Hill, Leicester, The UK)
[image: A map with a location marked
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Address: St George's Way, Constitution Hill, Leicester LE1 1PL, United Kingdom
Phone: +441162487200
1. Check-in time: 3:00 PM
2. Check-out time: 12:00 PM
[image: A building with a sign on it
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The hotel provides daily housekeeping and available breakfast. More than 150 staff are working at the hotel having nearly 200 room division service.
The hotel took care of the customer properly to attraction the customer attention (Leicester, 2024). 

[image: A white text on a black background

Description automatically generated]
This hotel is fantastic; the staff was amazing and so kind to us. They are always ready to help in any way they can to make our stay lovely. We will definitely return if we ever get the chance to visit Leicester. Korishma, Anita, Claire, Ana, Patrick, and Viktoriya for their wonderful service throughout our more than two weeks at the hotel. Without a doubt, we will tell our friends and relatives about the hotel (Accor.com, 2024).
The ibis Leicester City is a contemporary, reasonably priced hotel in the East Midlands that is situated in the heart of the city, less than five minutes' walk from Leicester train station. Visiting nearby relatives or friends? Take advantage of your stay by visiting the King Richard III Visitor Centre, the Jewry Wall, or the amazing National Space Centre, all of which are conveniently located near our contemporary hotel that welcomes pets. Leicester City Football Club is about ten minutes away by automobile, therefore support your side there. 
If you decide to stay with us, you may take advantage of our contemporary, light-filled décor. Free fibre optics  Wi-Fi, a restaurant and front desk open around-the-clock, a tasty breakfast, comfortable Sweet Beds, and large power showers in each room are among our amenities. 
[bookmark: _Toc181827065]Fosse Shopping Park and M1 J21 are just five miles apart, allowing you to continue on to East Midlands attractions like Donnington Park Circuit. There isn't much parking on site, but the nearest public lot is five minutes away at the train station (City, 2024).

4.2 SWOT Analysis 
Strengths
The ibis Leicester City is reputed having stronger customer demand. The place is good because one can go to central city within 5 minutes train journey. In addition, the public car parking makes the hotel enjoyable for the customers. Meals are tasty enough to give deliciousness to customer and the hotel offer better customer management strategies and behaviour. Ibis Leicester City is said to have a higher demand from customers. The location is advantageous because it just takes five minutes to take the train to the core city. Additionally, guests like the hotel because of the public parking. The hotel offers improved customer management techniques and conduct, and the meals are sufficiently wonderful to satisfy customers. More importantly, customers find it Vibrant economy hotel (all.accor.com, 2024).
Weaknesses 
The room we were given felt more like a jail cell, and the parking lot is rather unpleasant. There were no shower mats in the bathroom, and when we asked for one, we were informed that we would need to pay £10 for one. For what seemed like a very low-budget experience, the room cost about £150. The shower was filthy and would shoot water all over the floor when it was turned on, and the room's lights were damaged. The entire floor was soaked without a bathmat. The beds were unpleasant and quite small (City, 2024).
Opportunity 
It is very much effective opportunity for the company to improve the performance by reconciliating the gaps reviewed by the customers. Based on the online review the company can improve the parking lot, access to information needed for customers, increase the modern service and promoting the brand through internet. By filling up the holes that the consumers have examined, the business has a very good chance to boost performance. The business may enhance the parking lot, provide clients with the information they need, provide more current services, and promote the brand online based on the online review (Osum, 2024).
Threats
The main threat the Ibis Hotel is going to face the emerging company because the emerging hotels are very meticulous in providing better service to the customer. In this connection, the multinational hotels are taking the advantage of the customer attractions. The Ibis Hotel's biggest challenge will come from the new business as they are more careful to give their customers superior service. The international hotels are using the consumer attractions in this regard (ibis.accor.com, 2020). Possibility of entering new markets and clientele, as well as the potential to develop local partnerships with rival hotels. Additionally, the Ibis hotel is capable of integrating with vendors.
[bookmark: _Toc181827066]4.3 PESTEL analysis 
PESTEL analysis critically explain and explore the external business environment and organisation. Following is the explanation of the PESTEL based on the Ibis Hotel.
Political Factors: The political factors incorporate the government policies, bilateral agreement and others are expected to impact on the hospitality aspect, business function and others. It's not all terrible, though, since Britain was listed as one of the top nations in the world in a recent survey for 2024. The UK was rated ninth in a new US News globe Report that assessed every nation in the globe from best to worst. Government policies, bilateral agreements, and other political considerations are anticipated to have an influence on the hotel industry, company operations, and other areas.
Economic Factors: The inflation rate of the UK rose by 2024 and it is expected on the hospitality organization to attract the new customers with the adjusting price of the customers. In September 2024, the UK's inflation rate dropped from 2.2 percent to 1.7 percent. The UK saw double-digit inflation for seven months between September 2022 and March 2023, with a peak of 11.1 percent in October 2022. In September 2024, the UK's inflation rate dropped from 2.2 percent to 1.7 percent. The UK saw double-digit inflation for seven months between September 2022 and March 2023, with a peak of 11.1 percent in October 2022. The unemployment rate is also increasing in the UK that impacted on the hospitality industry.
Social Factors: The social factors include the age, demographic factors, life style and others. These are expected to impact on the hospitality industry product too. Companies are struggling to pace with the dynamic needs of the hospitality customers. Age, demographics, lifestyle, and other elements are examples of social influences. It is anticipated that they would also affect the product of the hotel sector. Businesses are finding it difficult to keep up with the ever-changing demands of the hospitality clientele. It is challenging to get a precise figure because this is a constantly changing phenomenon (Shiue, 2022). On the other hand, the UK House of Commons released migration data in 2021 that revealed 9% of UK citizens were foreign-born. The United Kingdom is a hive of multicultural delight, with almost six million people sharing their customs and culture.
Technological Factors: With the development of the technologies the hospitality organisation is expanding the branding strategies with a view to attracting new customers. The social media prevalence and internet are used to promote the product and service that boos the sales of the companies and improve the brand strategy. As technology advances, the hotel company is broadening its branding tactics in an effort to draw in new clients. The widespread use of social media and the internet to advertise goods and services boosts business sales and strengthens brand strategy (Lopes, 2021).
Environmental Factors: Whether they are aware of it or not, hotels, motels, resorts, dining establishments, and entertainment/sports venues deal with environmental responsibility on a daily basis. In particular, on-site operations, waste and supply transportation, and trash disposal are the three main areas where the majority of hospitality facilities or properties are exposed to the environment. To find hazards that might expose the company to environmental responsibility, each location has to be investigated. Indoor air quality, which is impacted by the growth of germs, viruses, and mould, is one of the largest operating hazards. clean-up and liabilities related to disposing of garbage or materials at recycling facilities or disposal sites. This might make the company liable under Superfund. Chlorofluorocarbon (CFC)-containing air conditioners, acids, dry cleaners, adhesives, halogen lights, waste oil, batteries, and other garbage are examples of such materials (Gallego-Álvarez and Fernández-Gómez, 2022).

  

[bookmark: _Toc181827067]4.4 Porter’s Five analysis and implication 
New entrant: A new entrant must ensure that the significant capital expenditures are utilized to fully achieve a hotel's potential, which takes a lot of work. Furthermore, an established hotel chain would have a significant edge over this newcomer due to its established reputation, brand, and devoted clientele, which are hard to attract (Kinderlerer, 2020). The quality and distinctiveness of services must also be considered by the new industry player and customers value the ongoing enhancement of service delivery; hence the market demands significant expenditures in innovations. It is limited chance to come in the hospitality industry because the exit wat is limited and narrow because it incurs much cost in operation. There is little opportunity to enter the hotel sector since there are few and narrow exits due to high operating costs.
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Intensity of the Substitution: The new substitution of the hospitality product or service are limited because the small hotel organizations are not capable of managing high demanding customers. In this connection, the limited substitution of the hospitality products makes the existing business attractive but the technology related product is widening the market that might reduce the demand of the physical needs of the hospitality organization. Due to the inability of small hotel businesses to handle highly demanding consumers, there are few fresh alternatives for hospitality products or services. In this regard, the current business is appealing due to the limited replacement of hospitality products; nevertheless, the market is expanding due to technology-related products, which may lower demand for the physical requirements of the hospitality organization.

Bargaining power of customers:  A buyer has a low switching cost if transferring from one product or service to another doesn't cost them much financially or emotionally. Due to their low switching costs, hotel and airline customers have significant negotiating leverage. Undifferentiated Industry Products: Customers have more negotiating power if they think there aren't any notable differences between the supplier's products. In addition, the power of customer depends on the availability of substitute product and flow of the information regarding the price of different hotel. Social media ensures the easy access to information regarding hotels. Additionally, the flow of information about the prices of other hotels and the availability of replacement products determine the customer's power. Social media makes sure that information on hotels is easily accessible.
Power of Suppliers:
The suppliers in the hospitality industry has more options to switch on so, it has been hard to keep them under control by Iblis Hotel. The inflation makes the suppliers very desperate in increasing the price of raw materials. The intense competition in the supply chain, it has been hard for the hotel to do business relation with the suppliers. It has been challenging for the Iblis Hotel to maintain control over the suppliers in the hospitality sector since they have more alternatives. The suppliers are desperate to raise the price of raw materials due to inflation. Due to the fierce competition in the supply chain, the hotel has found it challenging to establish business relationships with its suppliers.
Existing Competitors: The pressure on earnings increases with the level of competition. Because it increases consumer value, competition on factors other than price, such as features and support services, is likely to reduce profitability. Price-based competition is influenced by the characteristics listed below. In order to make enough money to pay for their fixed expenses, businesses with large fixed costs sometimes cut prices during lean times. Excess supply and pricing pressure continue when exiting is challenging. In this connection, the innovative service, innovative delivery method might help Iblis Hotel to outdo other competitors in this market. In this regard, Iblis Hotel may be able to outperform rivals in this market thanks to its creative service and delivery approach. In this regard, Iblis Hotel may be able to outperform rivals in this market thanks to its creative service and delivery approach.



[bookmark: _Toc181827068]Chapter 5: Theme Exploration 
Concerns about brand loyalty and its impact on boosting consumer flow have been hot topics in the post-pandemic environment. In the hotel sector, brand loyalty management may attract clients' attention (Catic and Poturak, 2022). Regardless of rivals or other influences, brand loyalty is the strong, emotional bond that a customer has with a particular brand, which is frequently demonstrated by their advocacy for the brand and frequent purchases (Abola, 2024). Brand loyalty goes beyond consumer loyalty, which is all about repeat business. It's the strong emotional bond and dedication a consumer has with a brand that causes them to consistently pick it over rivals, irrespective of cost or practicality. 
When consumers turn into ardent supporters and admirers of the brand rather than merely consumers, it is essentially brand loyalty (Bae and Jeon, 2022). Customers purchase your items because they believe in what your brand stands for, not just because they need them. They align with the identity, message, and values of your brand. Even if it meant paying a little more or making an extra effort, they wouldn't consider moving to a different brand because of how strongly they are connected to it. This type of loyalty develops gradually and is frequently based on a customer's identity and self-perception in connection to your brand. For example, a person may select a specific sports brand not just because of the sneakers' quality but also because they believe the brand aligns with their lifestyle and athletic goals (Banasiewicz, 2020). 
Customers are usually individuals, and people are difficult to comprehend. Therefore, developing and putting into practice techniques that would guarantee favourable results from them requires a significant amount of time, effort, study, and other resources. Engaging with your customers, learning about their needs and desires, keeping your brand consistent, investing in design, and many more strategies are ways to guarantee brand loyalty (Dhillon, 2017). 
The consumer's emotions are greatly influenced by purpose-driven marketing, which builds trust that goes beyond the product, service, quality, or cost. Customers feel involved and a strong brand-consumer link is formed, opening up a place for interaction. By doing this, the customer becomes an advocate for the brand rather than merely a customer whose role stops with the purchase of your goods or services. A strong strategy for building a community of customers who share your values and objectives and who support your progress is purpose-driven marketing. Conversely, you develop into a productive contributor to the community. This mutually beneficial partnership is undoubtedly one that will last (Ha and Park, 2021). The constant preference and selection of a brand's goods or services by consumers, motivated by satisfying experiences, is known as customer loyalty. 
Customer loyalty may be summed up as when your customers consistently choose you over your rivals (Hardjono and San, 2017). It goes beyond whether or not they enjoy your goods or services. It's about people choosing to come back to your brand on purpose. It's because these consumers have a deep bond with your brand, frequently as a result of satisfying interactions, steady value, and the emotional bonds they've formed over time. They have faith in the Caliber of your offerings, trust your brand, and are pleased every time they deal with your company. Value for money, consistent product quality, outstanding customer service, or even a rewards program that makes customers feel appreciated may all contribute to this loyalty. Dedicated consumers frequently become brand ambassadors.  They will promote your company to friends and family, post glowing reviews of your items on social media, and offer insightful criticism that can help you improve (Hardjono and San, 2017). 
Positive experiences and contentment lead customers to consistently select a brand's goods and services. Consumers have a strong emotional bond with a brand, which encourages advocacy and repeat business, frequently regardless of cost or practicality. primarily motivated by value for money, product/service quality, and customer pleasure. motivated by a sense of personal affiliation with the brand, shared values, emotional attachment, and brand identity. Loyalty to customers is crucial (Kandampully and Suhartanto, 2020). 
It is the cornerstone of steady sales and a steady flow of income. It's usually less expensive to keep existing customers than to get new ones, and over time, loyal consumers tend to spend more. Additionally, returning clients are more understanding during any service and offer insightful comments (Khamitov, Wang and Thomson, 2019). Loyalty to a brand and to customers is quite advantageous.  While brand loyalty creates a robust, durable market presence and draws in new clients through word-of-mouth, customer loyalty guarantees a steady stream of income from recurring business.  When combined, they provide a thorough strategy for preserving and expanding your clientele and market share (Kim and Kim, 2022).
In the hotel sector, word-of-mouth marketing is crucial to bringing in new clients. According to a Nielsen poll, 88% of respondents said they trusted recommendations from friends and family more than any other type of advertising when making a purchase. Brand affinity may be increased via brand loyalty through favorable word-of-mouth referrals. Additionally, it is anticipated that the UK loyalty market would expand by 10.2% a year, reaching $9.02 billion in 2024 and $12.67 billion by 2028. The standard of guest service must be the top priority for hotels in the cutthroat business world of today. In addition to increasing client pleasure, providing exceptional service upholds a favourable and long-lasting company reputation (Abola, 2024). 
The expectancy-disconfirmation hypothesis of Richard L. Oliver states that satisfying or surpassing consumer expectations causes satisfaction, but not meeting expectations causes discontent. Building loyalty with consumers requires addressing their demands and offering acceptable service (Kim and Kim, 2022). In order to boost customer happiness and foster loyalty, hotels should think about the entire experience they provide when creating their loyalty plan and strive to improve it. There are three levels of customer satisfaction: satisfied, happy, and complacent. Honesty, integrity, dedication, and principle may all help to increase customer trust, which is closely related to loyalty and satisfaction (Liu and Jiang, 2020). 
Maintaining client delight and contentment over time by constancy, continuity, solidarity, repetition, and redoing is how customer loyalty is created. It is crucial to remember that loyalty programs alone won't be enough for hospitality firms to succeed; experience and service are essential components. Loyalty cannot be purchased; it must be earned. Fast service and prompt resolution of complaints are expectations of the customer. Sixty percent of consumers anticipate a response to their customer care inquiries within ten minutes, and ninety percent want an instant answer (Kim, Kim and Holland, 2017).
Hoteliers must have a thorough understanding of their clientele in order to determine which is best for them. In order to identify patterns in the opinions and then target them with customised marketing efforts, it is imperative to gather client feedback and monitor sentiment. In loyalty programs, the points-based system is a common approach. According to data from the Global Hotels Alliance, visitors prefer a points-based system where they can view the benefit and the points they may trade as having a clear monetary value (Martínez and Rodríguez del Bosque, 2013). According to the GHA survey, 73% of visitors use their points whilst on vacation. 
According to iSeatz's "The state of Loyalty 2023" research, there has been a rise in the number of visitors using loyalty points to earn and pay in recent years. Visitors join loyalty programs in quest of discounts, offers, and strategies to save money, which may be connected to the rising interest rates and inflation. Compared to before the epidemic, guests now appreciate their money more. As a result, their demands and expectations have increased (Martínez and Rodríguez del Bosque, 2013). Listening to the consumers is one of the finest methods to find out what they need and desire. Organizations can do this by conducting surveys, collecting feedback, monitoring online reviews, and engaging with them on social media (Mascarenhas, Kesavan and Bernacchi, 2021). Hotel organizations can determine their consumers' expectations, preferences, pain areas, and degrees of satisfaction by listening to them. Additionally, hotel organization might get knowledge from their compliments, grievances, and recommendations and they may enhance your reputation, quality, and service by paying attention to what the consumers have to say. Companies must spend money on advertising in order to draw in new clients (Pansari and Kumar, 2017). These expenses are reduced or eliminated for devoted clients. Happy clients tell their friends and acquaintances about the company. Referrals are an essential source of new clients, and clients who are convinced by a personal reference are more likely to stick around. Customers that are brand loyal pay more for a brand because they believe it offers a special value that no other company can match, and they are less likely to be enticed away by a little discount. A lot of individuals would rather spend extra to stay at a hotel they are familiar with than risk staying at a less costly rival (Rubio, Villaseñor and Yagüe, 2017).
Gaining and retaining clients is crucial for growing and maintaining market share in crowded and fiercely competitive sectors like hospitality. Since a significant portion of accommodation and food revenues are from repeat business, brand loyalty is essential in the hospitality sector. Brand-loyal patrons assist hotel businesses sustain high occupancy rates by opposing price reductions from rivals. Hotel operators should inform their clients about their offers as product (and service) knowledge plays a significant role in the hotel choosing process. In conclusion, as loyal consumers offer competitive advantage, increased market shares and profits, repeat business, and recommendations, brand loyalty is one of the most crucial competitive survival weapons.
True brand loyalty, however, is a difficult to achieve (Ryu, Lee and Gon Kim, 2023). 
The immaculate room, the well-executed reservation, and the sincere concern shown in each encounter—all of which are the direct consequence of your efforts—are proof of the power of the ordinary exalted (Satti et al., 2020). It dives into the tactics needed to get that elusive consistency and looks at how hotels may go above and beyond the call of duty to leave a memorable impression that converts visitors into devoted supporters (Morgan and Hunt, 2021). 
The distinction between just meeting and anticipating the demands of your guests lies in your branding. Genuine warmth, proactive problem-solving, and personalized touches create relationships that go beyond check-out. These experiences might be anything from the distinctive aroma of a property to special local collaborations or carefully planned events. Consider the Ace Hotel's emphasis on supporting artistic groups or The Four Season's capacity to provide visitors with access to exclusive locations. Details like remembering a guest's preferred beverage or proactively providing answers before issues emerge demonstrate their dedication to anticipatory service. The most valuable asset in the cutthroat hotel industry is patronage (Ryu, Lee and Gon Kim, 2023). Although survey findings support the fundamental significance of constant quality, true brand attachment necessitates a more sophisticated strategy. When outstanding service, distinctive experiences, and genuine personal connection are combined, happy customers become ardent supporters for life. Building loyalty should be a continuous endeavour rather than a one-time event for hotels. It's critical to regularly compare present procedures to changing visitor expectations. Hotels can leave a lasting impression that goes well beyond a single visit by carefully adopting technology, giving employees autonomy, and tracking the data that really count. The most valuable asset in the cutthroat hotel industry is patronage. Although survey findings support the fundamental significance of constant quality, true brand attachment necessitates a more sophisticated strategy (Schmittlein, Morrison and Colombo, 2022). When outstanding service, distinctive experiences, and genuine personal connection are combined, happy customers become ardent supporters for life. Building loyalty should be a continuous endeavour rather than a one-time event for hotels. It's critical to regularly compare present procedures to changing visitor expectations. Hotels can leave a lasting impression that goes well beyond a single visit by carefully adopting technology, giving employees autonomy, and tracking the data that really count (Satti et al., 2020)


[bookmark: _Toc181827069]Chapter 6: Conclusion and Recommendation 
Structured loyalty programs are powerful tools for fostering repeat business. Implement a rewards system that incentivises guests to choose your hotel for their future stays. This could include points for each night stayed, exclusive discounts, or complimentary upgrades. Ensure that your loyalty program is user-friendly and offers tangible benefits, motivating guests to actively participate and reap the rewards (Shankar, Smith and Rangaswamy, 2022).
Although competitive price is crucial, the perceived value that a guest receives is frequently the foundation of brand loyalty. Highlight your hotel's special features and benefits, which go beyond the price of a stay. This might entail agreements with nearby companies, free services, or exclusive access to events. By highlighting the value that visitors receive, you can divert attention from cost to the whole experience, which will increase gratitude and patronage (Tan, 2024).
Well-designed loyalty programs are effective means of encouraging recurring business. Put in place a rewards program to encourage visitors to book with your hotel again. These might be free upgrades, special discounts, or points for every night spent. Make sure your loyalty program is easy to use and provides real advantages to encourage visitors to become involved and enjoy the perks (Tan, 2024). In the hotel sector, cultivating brand loyalty is a complex process that calls for a calculated strategy. Every step of the guest journey, from developing a distinctive product to putting personalized experiences, little tokens, and loyalty programs into place, influences how people view your brand as a whole (Yi, 2020).
It has been said that brand loyalty is a psychological process as much as a behavioural reaction. In other words, attitudes and action both influence brand loyalty. Repurchases are insufficient proof of brand loyalty; deliberate purchases are required (Back and Parks, 2020). A certain level of dedication to a brand's excellence that results from both favourable sentiments and recurring business is known as brand loyalty. Within a certain product category, many brands of the same product are typically provided, and the buyer must select one of these brands at the time of purchase. Nowadays, a lot of goods and services are marketed as branded goods and services, demonstrating the high regard for branding's efficacy (Back and Parks, 2020). Generally speaking, the brand that has been selected for several prior purchases has a significant likelihood of being repurchased. Customer loyalty has cumulative and long-term benefits. A firm may make more money from a single consumer the longer they stay loyal (Rasool, Shah and Tanveer, 2021). 
Companies must spend money on advertising in order to draw in new clients. These expenses are reduced or eliminated for devoted clients. Happy clients tell their friends and acquaintances about the company (Xu, Li and Zhou, 2022). Referrals are an essential source of new clients, and clients who are convinced by a personal reference are more likely to stick around. Customers that are brand loyal pay more for a brand because they believe it offers a special value that no other company can match, and they are less likely to be enticed away by a little discount. A lot of individuals would rather spend extra to stay at a hotel they are familiar with than risk staying at a less costly rival (Mohammad Badruddoza Talukder et al., 2023).










Recommendation 
Artificial intelligence may help analyse the patterns of repeat visitors and provide tailored offers based on comparable behaviours. You may create customized offers based on similar behaviours by using For-Sight's CRM, which delivers information on the patterns of recurring visitors. Your personalization strategy is further improved by the platform's capacity to segment your visitors and provide tailored messaging. You can think about using artificial intelligence to attain accuracy and save time. Hoteliers may use Winston AI in the For-Sight Marketing Hub to save workload with cross-channel support and clever copy. They provide branded loyalty solutions that are simple to use and can be used to gather valuable data, improve customer experiences, boost visitor numbers, and encourage repeat business. Promote returns by offering exclusive member discounts on a branded loyalty website. a points-based scheme to acknowledge, reward, and involve your visitors. Hoteliers may use segmentation to automate transactional messages and generate member-specific multi-channel communications when they incorporate For-Sight.
[bookmark: _Toc181827070]Chapter 7: Reflective Account 
I have come to know regarding the brand loyalty and its impact on the customer attraction, Basically, A consumer's persistent preference for one brand above all others, which is frequently demonstrated by their repeated purchases of a good or service, is known as brand loyalty. Brand loyalty is more than simply a habit; it stems from a customer's strong feeling of happiness and confidence in a brand and customers may stick with a brand even if there are more affordable or practical alternatives, demonstrating that brand loyalty frequently transcends economic and logical considerations (Dioko and So, 2022). The placement gave me opportunity to understand consumer's loyalty is strengthened by each satisfying encounter they have with a brand, whether it is during the purchasing transaction, customer service, or other interactions. Together, these encounters deepen the consumer's connection to the brand. After all, the placement allowed to gather data regarding the brand loyalty and importance of the brand management. I Noticed that the customers are attracted where the hotel nurtures the brand gradually to make it present in the market (Galbi, 2021).
After all, the placement made it possible to collect information about the significance of brand management and brand loyalty. I observed that when the hotel builds its brand gradually to establish its presence in the market, guests are drawn to that location (de Chernatony, 2017).
The research I conducted was based on the secondary research. Here, I have understood the process a research and implication of proper chosen of the research methodologies to make the finding readable and understandable to the researcher. The proper methodology chosen can enhance the finding of the research in befitting manners that relates the finding in better way too.
The secondary research served as the foundation for my investigation. Here, I have a better understanding of the research process and the implications of using appropriate research procedures to make the findings comprehensible and legible for the researcher. The right approach can improve the research's findings in appropriate ways that also better connect the findings.
As the year comes to an end, my understanding of loyalty has changed. Professional obligations are important, but they should never take precedence over ties to one's family or sense of value. Let's support a kind of loyalty that honours our families, upholds our beliefs, and supports our professional ambitions as we traverse our professions. This kind of devotion is both meaningful and conscientious.
In today's ever-changing business environment, loyalty is frequently praised as a vital quality. We come across it in business values, motivating posters, and management seminars. But as this year's chapters of my career progressed, I came to the sobering conclusion that the idea of loyalty to a company—especially when it is blindly demanded—is a fantasy that has to be dispelled. Understanding that loyalty is reciprocal is crucial. When an organisation truly loves its workers, it will return the Favor by providing them with opportunity for advancement, fair salary, and respect. The issue of loyalty is rendered irrelevant when businesses put their workers' welfare first. Employees in these kinds of settings naturally give their all, not out of duty but out of sincere excitement.
The secondary research was useful in achieving my research objectives because I was able to gather the necessary research data from secondary source. The positivism research was also useful in relating the research finding. More importantly, I have learned many things from this research because this research had helped understand the research process and implication of the proper method in interpreting the research data. The deductive research was appropriate because the researcher has research theme that was to be considered in interpreting and explaining the research findings. 
Because I was able to obtain the required research material from secondary sources, the secondary research helped me to accomplish my goals. In conveying the research findings, positivism was also helpful. More significantly, this study has taught me a lot as it clarified the research procedure and the significance of using the right approach while analysing the findings. Because the researcher had a study subject that needed to be taken into account while analysing and elucidating the research data, the deductive approach was acceptable.
To foster true devotion, a brand must have a clear mission and fundamental values. Consumers want to understand not just what you sell, but also the "why" behind your business. Your brand connects emotionally and creates enduring relationships when it really embodies its mission. Making the clients feel listened and appreciated is also crucial and when you genuinely care about their requirements and are open to taking their comments into consideration, brand loyalty increases. Frequent two-way communication fosters trust over time and provides a sense of "partnership" as opposed to a transactional one.
In addition, in future, I will conduct a mixed research method using the questionnaire in data collection because the questionnaire could collect the desired amount of the research data to relate the finding based on the primary research data too. Furthermore, I intend to employ a mixed research approach in the future, utilising a questionnaire to gather data. This is because the questionnaire has the potential to gather the necessary quantity of research data to link the findings based on primary research data as well.
In the end, I should recognise the implication of the brand loyalty in improving the customer attraction to the origination and it should be considered very profoundly to understand the mind-set of the customer too. The brand loyalty has strong relation with the new customer attraction too. 
[bookmark: _Toc181827071]
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Hotel details

Less than a mile from New Walk Museum, this
straightforward hotel is 2 miles from the National Space
Centre and a mile from medieval Leicester Cathedral.

Relaxed rooms feature free Wi-Fi, flat-screen TVs and
desks, as well as tea and coffeemaking facilities. Family
rooms include sofabeds.

There's a casual bar/restaurant with floor-to-ceiling
windows. A breakfast buffet is available for a fee. Pets are
welcome (surcharge).
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