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Abstract
In this research paper, an attempt was made to analyse the impact of hotel loyalty

points on repeat purchase behaviour of the customers. In UK, there are many hotels

that are using loyalty card programs to retain their customers. Loyalty programs

though in retail industry is very common to attract the attention fo the customers and

retain them but in hotel industry, the research is limited. From the literature review, it

was analysed that the hotels considered guest satisfaction as the utmost priority and

while they earlier focused on quality services, these days, loyalty card programs have

been more influential. To test the impact of hotel loyalty card programs on customer

satisfaction and repeat purchase behaviour a quantitative study was undertaken. A

questionnaire survey along with case study of IHG and Travelodge Hotel was

considered for the study. The study was conducted among 100 customers and was

observed that Travelodge has better loyalty program than IHG along with the positive

influence of loyalty programs on customer satisfaction and repeat purchase behaviour.

However, the competition being so fierce in the UK hotel industry, it was

recommended to innovate the loyalty programs frequently and provide better offers to

retain the customers.
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Chapter 1: Introduction

1.1 Introduction
In present times, one of the most commonly adopted marketing strategies by

industries is a loyalty program. These programs exist not only in the airline industries

but also in the retail, fashion and perfume houses. Thus hotel industries are no

exception to this marketing method. Even though these programs differ from each

other in terms of credibility, diversity and in the advantages that they offer to their

customers, they do share one common goal which is to create a strong and close

relationship between the clients of the company and the organization in an effort to

retain the customers and their loyalty towards the brand for as long as possible

(Berezan et al., 2015). This is a mutually beneficial marketing method as it offers the

customers with any advantages and benefits and the organization in return gets a

boost in their sales volume.

Generally speaking, in layman’s terms, loyalty programs are a reward program

offered by the company to its customers who are frequent purchasers of their services

and products. Ideally loyalty programs are a great way to pursue new customers while

retaining the old ones and there are many ways in which they achieve this task.

Whether it is giving the customers a special sales coupon, an advance access to new

products or simply giving them free merchandise. According to some researchers

loyalty programs are a great way to drive the loyalty of customers and make them

want to continue choosing the brand’s hotel again and again (Campon et al., 2013).

The ultimate goal of any hotel is to make its customers want to choose their hotel as

an only option by booking rooms again and again and by choosing the hotel as their

preferred stay over and over. Loyalty programs offered by hotels usually falls into

two categories, recognition programs and point-based frequency programs. Both types

of programs have their own importance. Different organizations offer different

programs to their customers according to the size of the organization, the competition

in the market and their attributes towards the customers.

A customer who is also known as a purchaser, client or buyer receives the goods,

services or products from a seller, supplier, vendor or retailer for some kind of

monetary or valuable compensation. The customer can also be stated as the current

buyer of the service or product offered by the organization which can be termed as a
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seller or supplier. Customer loyalty as per researchers can be defined as the act of

repeat purchases by customers as well as the reviews, good ratings and testimonials

provided by the customers against the satisfaction derived from using the services or

products (Bowen and Chen McCain, 2015). The customer loyalty scheme otherwise

known as the loyalty programs offered by the organizations or hotels are a great

marketing strategy implemented by the hotels to retain customers and encourage

loyalty in them for the brand’s services, thus potentially benefitting the company or

organization itself. Consumer behavior, for the purpose of this study, can be defined

as the study of why, how, when, where and what the consumers buy or do not buy. It

imbibes the elements from sociology, economics, socio-economic culture and

psychology. This helps in understanding the customer’s decision-making process,

both as an individual and as a group.

The loyalty card program is a great way to market the products and services of the

organization in order to motivate the loyalty of the customer towards the brand with

the expectation that the expectations of the customers will be met (Dawes et al., 2015).

A great way of influencing the customer’s loyalty through the loyalty card program

would be to actually present the customer with a card or club card which is plastic or

paper which gives the customer an identity as the programs member. In the United

Kingdom such cards are called loyalty cards whereas in Canada they are called

rewards cards or point cards. The United States calls such cards as discount cards,

club cards or rewards cards. These cards usually have a barcode or a magnetic strip

which can be easily scanned to see and enter information. Some cards even have chips

placed in them. People also use key tags, which are small key ring cards for

convenience and easy access. Study shows that many top organizations are spending

huge amounts of money on ill-devised loyalty programs that fail to drive loyalty from

customers towards their brand (Gomes et al., 2012). When an organization

misunderstands the principles of loyalty and sets vaguely chalked-out objectives for

loyalty programs, it creates an opportunity for ineffective marketing by being

imprecise which leads to monolithic loyalty programs. Thus, the company

organization should define the objectives of the loyalty program from the onset and

judge the development of the program based on those objectives itself. The objectives

on which such programs are based should be defined as “maximizing the profit per
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customer as well as maximizing the retention of the most profitable customers of the

organization”.

Even though researchers have proven beyond a doubt that the “one size fits all”

approach does not work in marketing, organizations all over the world still implement

the same strategies, even if it is just for gaining experience. This, however, does not

recognize the difference between the customers (Chiu et al., 2014). There are many

loyalty programs that think that prices are the key driver for retaining customers. As a

result of this, such loyalty schemes become more like a discount program as opposed

to loyalty programs. When there is a broad spectrum of different customers, the

motivations of such customers will never be the same and are likely to vary. Loyalty

scheme need to take into consideration such motivations before trying to influence the

customers. For example, while some customers prefer repeat purchases based on low

prices, there are others who prefer a certain hotel due to the high quality of services,

added values and convenience of stay. Thus, special deals, special treatments as well

as recognition for customer value should be considered while creating an effective

loyalty program.

There are many loyalty programs that have at their disposal a huge amount of

transactional data which can help them get an insight into the buying patterns of the

customers. When such transactional data is substituted with quantitative research

insights, a loyalty program can be created that can lead to much greater profits, active

loyalty towards the brand and positive changes in the behaviors of the customers.

When customers engage in giving feedback whether through online channels or

otherwise, it is also considered as driving loyalty towards the organization (Doroctic

et al., 2012). A lot of hotels are creating successful loyalty programs by encouraging

the customers to divulge their likes and dislikes by telling the hotels about themselves.

For example, when a customer arrives at a hotel and finds the kind of pillows he

prefers or someone may prefer to have their favorite newspaper ready in the room, a

bottle of mineral water or their preferred wine waiting for them at check in are the

kind of actions that create customer loyalty towards the hotel brand.

1.2 Background of the study
These days customer loyalty programs can be found everywhere, almost to the point

where the customers actually expect the hotels to offer loyalty programs to them. But,
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if a loyalty program does not work in the manner it should be working in, then it

becomes a burden on the financial realm of the organization. Ideally, it is believed

that a customer loyalty program drives the loyalty of the customer towards the brand

and the organization thus creating revenue flow in the organization by influencing the

spending behavior of the customer (Asiah Omar et al., 2013). These programs are said

to influence the spending patterns of the customers and change the attitude of the

customers towards the hotel by agreeing to pay a higher price for the services they

receive. Having said this, many people also doubt the effectiveness of such programs

due to their polygamous loyalty behavior, possible high costs and imitators.

With the increasing competition in the hotel industry, customers are now getting

wider choices in terms of the prices they pay for the services they get from such

loyalty programs. The main challenge faced by the hotels these days is the fact that

they need to differentiate themselves from the competition in the market in order to

stand out. When a hotel faces competition in the market they usually have two options

to choose from – either they can choose to lower their prices to the customers by

offering a discount program or they can choose to increase the quality of service they

provide through the uniquely personalized loyalty program (Dowling and Uncles,

1997). Having said this, it is important to state here that price discounting has a

negative impact on the hotel’s finances in the long run. Thus, hotels should strive to

create an individual identity in the market through higher quality services and unique

benefits given to customers through loyalty programs. Research has shown that a 5%

increase in the hotel’s loyalty program can lead to a 25% to 85% increase in the

revenue of the hotel’s profits.

As stated by researchers, the purpose of a loyalty program is to create a win-win

situation for both the hotel and the customers. Loyalty programs also help the hotels

to gather data on the customers through the various benefits provided to them as a part

of the program (Mattila, 2006). For instance, customers receive specialized emails

with personalized offers and discounts that reflect the past purchases and choices

made by the customers while visiting the hotel. The hotel can also use this

information collected from the guests and customers to create a database that gives

insight into the purchase patterns of their customers which in turn helps them in

creating better and more unique offers for the customers to help generate more

revenue from them. This database of customer preferences also helps the hotel
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organizations to divide the customer base into separate groups and analyze which

ones are the most profitable in order to create personalized offers for the customers.

Thus, the managers of the hotels have to analyze the pros and cons of all the loyalty

programs created in order to maintain a proper position in the hotel industry. Adding

to this the management of the hotel should be able to decide on the loyalty program

that fits their clientele the best. Researchers state that there are many variables that

define the various loyalty programs (Meyer-Waarden, 2007). Such variables are – the

resources available to the hotel, the size of the organization and the kind of customers

that will be attracted etc. loyalty programs can be used to personalize the services

provided to the customers as per the clientele of the hotel to enhance customer

satisfaction. In the hotel industry personalization of the services play a vital role.

Despite the extensive research done on this topic, there are many areas that are

uncovered when it comes to choosing the appropriate loyalty program, especially

when it comes to luxury hotels. Thus, this area becomes an interesting research area

for the thesis. This study will shine light on the luxury hotel industry and the loyalty

programs in the hospitality and tourism industry, in particular in UK.

For the past few years a lot of four and five star hotels have been dominating the

hospitality market of the UK. The total growth rate of five star hotels in the UK is

12.3% in beds within three years (Dawes et al., 2015). Similarly, four star hotels have

increased at a rate of 18.8% in three years too. Thus, with an increase in the growth

rate of luxury hotels in the UK there is an immediate need to understand the workings

of loyalty programs. This has resulted in a lot of interviews in the four and five star

hotels in the UK which can lead to an informed marketing strategy that helps create a

good loyalty program for the hotel industry there.

This article questions the effectiveness of the loyalty programs in the hotels which

includes ranking the various determinants of loyalty: whether a customer is loyal to a

particular hotel or chain of hotels due to practical reasons like comfort or whether it is

because he is satisfied with the quality of services. Is the customer loyal because the

benefits of a loyalty program pique his interests or whether it is all these reasons

altogether? After reviewing the various literatures and loyalty theories, a conceptual

model is proposed which aims to understand and explain the loyalty of customers to a

particular brand of hotel by evaluating the efficiency and effectiveness of the hotel’s

loyalty program.
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1.3 Aims and Objectives

1.3.1 Research Aim
The aim of the research is to study the impact of customer loyalty programs of hotels

on repeat purchase behaviour.

1.3.2 Research Objectives
This paper is conducted to achieve the following objectives:

 To understand the importance of customer loyalty programs in the hotel

industry

 To study the impact of loyalty programs on customer repeat purchase

behaviour in UK hotel industry

 To study and analyse the loyalty programs and its impact on Travelodge and

IHG hotels in UK

 To recommend ways to improve the loyalty programs to increase repeat

purchase behaviour.

1.4 Rationale of the Study
There is extensive research on loyalty programs and its impact on customer

satisfaction and behaviour, however when it comes to studying the impact of

customer loyalty programs on repeat purchasing behaviour in the hospitality industry,

the study is limited. While a few researchers have made an attempt towards it, but the

limited findings cannot be applied to entire industry and in every nation, as customer

behaviour varies from individual to individual. This study hence would give an

understanding to the academicians about how hotel loyalty programs in UK have an

impact on customer repeat purchase intention. This study would use two hotels –

budget hotel Travelodge and star hotel IHG to study the impact and apply its findings

on the entire hotel industry. On the other hand, the hoteliers would also benefit from

this study. While Travelodge and IHG would find its position in the industry in terms

of customer loyalty programs, other hotels would learn how influential are these

programs to encourage repeat purchase. This would help them formulate strategies to

encourage the customers to buy the services again.

1.5 Outline of the Subject
This study is divided into five chapters. The first chapter highlights the introduction to

topic and problem statement. It also presents the research aims and objectives and the
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rationale behind the study. The second chapter focuses on theoretical underpinnings

related to customer loyalty programs and its influence on customer purchase

behaviour. It also presents a conceptual framework for the development of hypothesis

and a path for primary research.

The third chapter focuses on the methodology used to carry out the research. It

presents the research philosophy and approach. It also presents the kind of data

collection tools used for the study and why it is suitable for the research. Besides this,

it also states the sampling design, reliability and validity of the study and the ethical

considerations and limitations while carrying out the research. The fourth chapter,

being the main part of the dissertation, presents the analysis of the case study and

questionnaire study and also presents the findings of the analysis. The last chapter of

conclusion and recommendation links the study findings to the objectives and gives

recommendations for further studies.
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Chapter 2: Literature Review

2.1 Introduction
This chapter deals with the literature review of customer satisfaction and loyalty.

Although the main focus of this review is customer satisfaction in the service sector,

this chapter starts with a brief review of the important role of customer loyalty in

hotel industries. Following this, the chapter focuses on the review of literature on

loyalty which sets the definition of loyalty in the service industry. After this, all the

factors that influence loyalty development are discussed in detail. These factors

mainly focus on customer satisfaction being one of the main determinants of loyalty.

Lastly, the photo-elicitation method is explained in detail as an approach for

collecting feedback from the guests. To end the chapter, there is a discussion on how

services differ from one another and how there is a difference between customer

satisfaction amongst these services.

2.2 The importance of customer loyalty in the hotel industry
Globalization has affected the hotel industry in a massive way, what with consumers

and producers spread all over the world. Hotel facilities like spa, guestrooms, bar,

restaurants and wellness facilities that were once considered a luxury are now termed

as a necessity. Many people consider these facilities to be an integral part of their

lifestyle. The last two decades have seen a massive shift in the supply of hospitality

services where customers are demanding services that are beyond the concept of

traditional services originally intended for the travelers (Magi, 2003). This shift in

demand has lead to an escalation in the growth of the global hospitality industry

creating intense competition in the service market. The biggest challenge faced by the

hotel organizations today is the escalation of pace and volume in the competition.

With the increase in competition the customers get increased choices, better levels of

services and a greater value for the money they pay. This however, creates a difficulty

for the hotels as their services become difficult to be distinguished from the services

of other hotels. Since the products and services of all the hotels look similar, it

becomes very difficult to gain a competitive edge for a hotel (Mathies and Gudergan,

2012).

There are two popular strategies that are used by hotel operators to gain a competitive

edge in the market. They are:
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1. Using price discounting to provide lower cost leadership.

2. Creating loyalty in customers by offering them unique benefits.

Any hotel that uses the strategy of lowering the price by discounting it in order to

improve the market share, is actually risking the medium and long-term profitability

of the hotel. Therefore, in order to gain customer loyalty and to be able to gain a

competitive edge in the market it is the quality of service that these hotels provide that

makes a difference turning it into a key factor for differentiation in the market

(Leenheer et al., 2007). Because customer loyalty is important for competitive edge

in the market and for the business of the hotel, many hotels are now enhancing their

customer loyalty programs through retention and repeat customer strategies along

with enhancing their relationship marketing strategies. Customer loyalty has become a

key factor in creating competition in the market because it brings a lot of benefits to

the hotel. There are many advantages to customer loyalty like reducing the cost of

marketing, a continuous stream of profit, growth of per-customer revenue, reduction

in the operating cost, increase in the premium of price, increase in customer referral

and switching barriers in those customers who do not surrender easily to the

competitor’s offers of promotions (Lin and Bennett, 2014). Taking these advantages

and benefits into consideration, customer loyalty is very important for the future

survival of hotel organizations.

2.3 Definition of Customer Loyalty
Customers exhibit varying degrees of commitment, loyalty and allegiance through

daily interactions in various aspects. Customer loyalty is also seen in consumption

situations and this has received a lot of attention in the marketing literature. There are

three different dimensions to customer loyalty – attitudinal, behavioral and composite.

Behavioral loyalty is considered by the measurement of repetitious and consistent

behavior on the part of the customer as an indicator of their loyalty. Particularly, it

interprets the behavior of customers over a period of time towards a particular brand.

Researchers have measured the customer loyalty based on the dimensions of their

behavior (Uncles et al., 2003). This, however, limits the understanding of factors that

cater to repeat purchase. Another problem pointed out by some researchers is that

while measuring customer loyalty through behavioral approach; repeat purchases are

not necessarily the result of only psychological commitment of customers towards the
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brand. For instance, a traveler may stay at a hotel because it is convenient for him. In

case a new hotel opens across the street which offers better services and better value

for money, the customer can shift his preference to the new hotel. Thus, repeat

purchases do not always mean commitment.

Attitudinal measurement for customer loyalty takes into consideration the attitudinal

data formed through emotional and psychological attachment present in loyalty. This

takes into consideration engagement, loyalty and allegiance. There have been times

when customers favor a certain hotel but do not stay at that particular hotel. A loyal

customer is one who repurchases and recommends a hotel to others and this is what

attitudinal dimension refers to (Yoo and Bai, 2013). A customer could hold a certain

hotel in high regard and recommend it to others, but he/she may feel that it was way

too expensive for him to revisit that hotel on a regular basis.

The third approach for measuring loyalty, composite measurement of loyalty,

combines attitudinal and behavioral approach of loyalty measurement. This approach

measures the loyalty of customers by taking into consideration the preference of

customers when it comes to products, switching of brands, amount of purchase made

and the frequency of that purchase (Xiong et al., 2014). By taking into consideration

both attitudinal and behavioral approaches, composite measurement approach

becomes a two dimensional construct which allows the researchers to better

understand the loyalty of customers in several fields like upscale hotels, recreation,

airlines and retailing. Based on the review of the concept of loyalty, composite

approach for loyalty measurement was chosen for this study as it includes both

attitudinal and behavioral approaches for loyalty measurement. Customer loyalty is

based on the attitudinal commitment of the customer to the hotel or brand, for

instance, price insensitivity, as well as on a more traditional loyal approach such as

patronage and word of mouth behavior. Thus, loyal customers are those who have a

favorable attitude towards the hotel and they commit to repurchase the product or

service of the hotel while recommending it to others as well.

2.3.1 Loyalty prerequisites
Practitioners and various researchers have still not identified a framework

theoretically that can determine the factors that lead to the development of customer

loyalty. Having said this, both practitioners and academics have come to a common
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consensus that the main prerequisites for customer loyalty are service quality and

customer satisfaction (Tanford et al., 2012). They are of the belief that if a customer is

satisfied, his/her satisfaction is going to make them into a loyal customer of the brand

as satisfaction is the only catalyst that can bring about such loyalty.

2.4 Guest Satisfaction
The service marketplace globally is extremely competitive. The lodging businesses

are in dire need of upgrading their service quality, decreasing the cycle time of

development of product and improving the design of the product if they need to stay

afloat in the competitive market. A lot of progress has already been made in these

areas by the lodging businesses but the most important objective for hotels today is to

provide total customer satisfaction (Berezan et al., 2015).

In a market-oriented firm, the main objective of all the marketing activities is

customer satisfaction. This need or satisfying the customer is for the sole purpose of

expanding the business and to gain a higher share of the market. This can be done

with repeat business and referrals. All these activities will lead to improved

profitability.

According to the service marketing literature, customers who are satisfied are likely to

purchase more every single time they visit and they purchase more frequently as well.

Not only is the frequency and quantity of purchase more but they also refer the

services to their friends and family as well (Gomez et al., 2012). There is a direct link

between service, sale, profits and satisfaction. The more a customer feels satisfied, the

more likely they are to spend and the more they spend, the more a hotel is likely to

sell. This ultimately means greater profits. Adding to this, satisfied customers are less

likely to look for hotels at a cheaper rate, thus making it very easy for the hotels to

sell to them, reducing the cost incurred in attracting new customers. A happy

customer is the most effective and cheapest form of advertising. A disappointed

customer not only takes his business to some other hotel but also relays his experience

and dissatisfaction to others (Hafeez and Muhammad, 2012). While positive reviews

and encounters are good for business, usually it takes only one or two bad reviews to

bring down the reputation of the hotel making it an enemy for life. Thus, satisfaction

of customers is always a great factor for determining the success of the hotel.

Customer satisfaction is defined as the satisfaction derived by a customer for an
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individual experience, consumption or service encounter. It can also be defined as the

overall experience of a customer with a product or organization

Many studies researching customer satisfaction have stated that repurchase of a

service or product can be described as an indicator of customer satisfaction. When a

customer is satisfied it triggers future purchases by that customer resulting in

customer loyalty (Kumar and Reinartz, 2012). Many scholars have argued that

customer loyalty is dependent on the overall satisfaction a customer derives from the

consumption of services while there are other studies which link customer satisfaction

to intentions of repurchase. Although there is no concrete understanding of the link

between repurchases intentions and the actual purchase, yet satisfied customers are

likely to opt for repurchase as it reduces the risk associated with buying a new product

or service.

Researchers have been studying to determine the empirical and conceptual differences

between service quality and customer satisfaction (Hendersonet al., 2011). This

interdependence has, however, not been agreed upon by everyone till date. There have

been many instances where customer satisfaction and the quality of service have been

used interchangeably. Researchers have reviewed the literature on customer

satisfaction and service quality and found that satisfaction is closely related to future

behavior as opposed to the quality of service. Following up on the findings made by

researchers, the confirmation-disconfirmation paradigm and the comparison level

theory serve as groundwork for examining the satisfaction of guests in this study.

2.5 Confirmation- Disconfirmation Theory
Customer satisfaction can be best described as an evaluative judgment made post-

purchase concerning a particular buying decision. As per the confirmation-

disconfirmation paradigm, the customers evaluate their experiences post a purchase

by comparing their experience with their previous experiences, with their expectations

of the purchase and with the perception they hold for the product (McKercher et al.,

2012).

This theory suggests three basic outcomes of this customer evaluation:

1. When the actual performance is at par with the standard expectation of the product,

leading to a neutral feeling, this is called confirmation.



17

2. When the performance of the product is better than actually expected, leading to

greater satisfaction, it is called positive disconfirmation.

3. When the performance of the product is worse than actually expected, leading to

dissatisfaction, it is called negative disconfirmation.

2.6 Comparison-Level Theory
As per the comparison-level theory, consumers use comparison to evaluate the

relationship under consideration. Not only this, comparisons are used to evaluate

alternative relationships as well in order to determine the satisfaction in context of a

relationship. Comparison-level is the golden standard against which relationships are

pitched to understand the attractiveness of that relationship. These consumer

standards present what the brand needs to achieve and not just what it has already

achieved (Omar and Nazri, 2011). If the product gives a customer great experience

which is better than what he expected or has achieved before, then that product is said

to have satisfied the customer. If this does not happen, it leads to dissatisfaction.

When the satisfaction received by the customer drops from the expected level of

satisfaction the customer is motivated to leave the relationship.

2.7 Dimensions of Customer Satisfaction
Even though satisfaction derived from the services that are provided offers insight

into the customer’s loyalty, by distilling satisfaction through various dimensions one

can achieve even greater knowledge about customer satisfaction, especially in an

industry where customer loyalty and switching behaviors of customers plays a key

role.

The components of satisfaction derived from services can be categorized in these

common dimensions: product quality, service quality, location and price. Research

shows that “people-factor” in connection with responsiveness, reliability, tangibility,

empathy and assurance are silently responsible for determining repeat purchase

behavior and overall satisfaction in the service industry (Thompson and Chmura,

2015). The importance of the role of “people-factor” can be further justified by the

research done on service-marketing literature that advances encounters with services

as interpersonal interactions, emphasizes the intangible nature of services. As a result,

the bond shared between the hotel guest and the hotel representative can be judged

more heavily when the guest makes a satisfactory judgment about the services
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received as opposed to when the guest does not make any such judgment. The quality

of the relationship shared by the hotel guest and the hotel representative is used to

determine the probability of any continued loyalty interchange between both the

parties in the future. All these studies and researches prove that when a guest has an

interpersonal relationship with a hotel representative, it usually leads to a more loyal

and more committed relationship between the hotel and the guest (So et al., 2013).

Thus, this study examines not only the effects of overall satisfaction derived by the

customer but also the effects on the loyalty of the customers based on the satisfaction

derived through people factor as well as the satisfaction derived through hotel

ambience.

2.8 Repeat purchase behavior
Repeat purchases are the primary source of revenue for any organization. Researchers

and studies have labeled repeat purchase behavior as a sign of loyalty in customers.

This is so because marketers believe that past purchases often lead to future purchase

behavior. Study shows that revenue from customers who are loyal will continue to

grow as long as they remain loyal to the organization. This is so because the

customers who are loyal to the organization do not mind paying a premium price for

the products and services they receive as long as the loyalty by both parties is

maintained (Shang and Lin, 2013). In practicality, repeat purchase behavior is

actually a reward for loyalty programs. Researchers state that customers make repeat

purchases based on the satisfaction derived from prior repeat purchases. While

impulsive purchases are lucrative for the business of the organizations, it is the repeat

purchases that bring loyalty as well as revenue. Loyalty programs are the only

marketing tool available to the organization that motivates repeat purchase behavior.

Loyal customers of the organization who are members of the loyalty program are

extremely likely to initiate repeat purchases (Rese et al., 2013). For the purpose of this

study, repeat purchases can be defined as those customers who purchases goods and

services from an organization repeatedly.

2.8.1 Purchase frequency
Relationship marketing does not make any sense if the customers do not purchase

more frequently. Loyalty programs help in making frequent purchases by customers.

When customers have high frequency purchases they result in the success of a loyalty

program of an organization. Members of the loyalty program usually make far more
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visits to the organization and make more frequent purchases as compared to

customers who are not a part of the loyalty program (Omar et al., 2011).

2.8.2 Attitudinal Loyalty
When a customer is loyal and committed to a particular brand he makes a

commitment to repeat purchase the products and services of that particular brand.

Attitudinal loyalty results in an intention to buy and repeat purchase from a particular

brand. However, this does not mean that all repeat purchases are a result of attitudinal

loyalty. This clearly states that attitudinal loyalty has a role to play in the repeat

purchase behavior (Yi and Jeon, 2003). Loyalty programs focus on repurchase

behavior instead of focusing on influencing the commitment and attitude of the

customers. A consistent attitude when it comes to repeat purchases and loyalty must

be strengthened with a positive attitude towards the brand. A repeat purchase is a

signal of some kind of attitudinal factor which is a result of the customer’s attitude

towards the brand (Vinod, 2011). Thus, it can be safely said that repeat purchases

decisions and commitment towards a brand are a result of the customer’s attitude

towards that brand.

2.8.3 Behavioral loyalty
When a customer continues to buy the products and services from the same brand and

increases the frequency of such purchases, it reinforces this tendency of the customer

to buy from the same brand. A customer is loyal to the company as result of the

repeated satisfaction he or she derives from its services and products (Xie and Chen,

2014). Research shows that there is a positive relationship between commitment

towards a brand, the repeat purchase behavior of the customer and behavioral loyalty.

When a loyalty program rewards the loyalty of customers, there should be an

indication of repeat purchase behavior. The importance of the role of loyalty program

membership on customer’s behavioral loyalty, the frequency of their purchase, the

share of wallet and cross-buying quantity is stated in the literature research (Vogt,

2011).

2.8.4 Repeat purchase behavioral changes
Loyalty programs should lead to repeat purchases by customers. As a result,

members of the loyalty program of a brand need to show repeat purchase behavior

towards that brand (McKercher et al., 2012). This is mainly to defect the non loyalty

program companies by increasing the frequency of repeat purchases, increasing the
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usage occasion of loyalty programs, increasing the tendency to be loyal to the

company, increasing the tendency to shift between the brand and the program and last

but not the least, to lower the customer’s tendency to shift back to a non loyalty

program (Meyer-Waarden, 2015).

2.9 Conceptual model and hypothesis development
From the literature review on customer loyalty programs, guest satisfaction and

intention to purchase the hotel services again, the following conceptual framework

was developed.

Loyalty program, customer satisfaction and repeat purchase behavior

The best way to increase customer satisfaction in a company is to evaluate the level of

satisfaction that the customers have received due to the service quality of the

organization. The service features that are evaluated for this purpose must match with

the expectations of the customers with the organization. Loyalty programs are

introduced by the companies to enhance the satisfaction of the customers and to stop

them from defecting to their competition. Research shows that the brand loyalty and

the company loyalty shown by the customers of the organization as a result of the

loyalty programs offered are less likely to shift towards the loyalty program of the
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competitors. Customer satisfaction can be raised through loyalty programs of the

company. Based on the above argument, it can be hypothesized that:

H1 Loyalty programs have a positive influence on customer satisfaction

Customer loyalty programs would have a positive influence on repeat purchase

behavior

The profit chain agenda and satisfaction suggests that when customers are retained in

an organization, it caters to more profits for the company and higher levels of

satisfaction to the customers due to better quality of services offered. Satisfied

customers are more likely to purchase repeatedly. However, having said this, research

also proves that it is not necessary for customers to engage in repeat purchase

behavior just because they are satisfied. It is the quality of service offered to the

customers that motivates repeat purchases by the customers and encourages

customers’ loyalty. Many studies also suggest that customers who have had a lower

level of satisfaction through loyalty cards from the company are also likely to indulge

in repeat purchases. This is so because they have higher expectations from the loyalty

card services that are offered. A notable relationship between the loyalty cardholders

and repeated purchases by them has been seen. This argument helps state the

following hypothesis:

H4 Customer loyalty programs has a positive influence on repeat purchase

behavior

2.10 Summary
This chapter has provided a detailed review of many literatures. Before customer

loyalty was discussed, the role of guest loyalty in hotel industry was also reviewed.

This was then followed by a review of the customer’s loyalty based on the measures

on behavioral, composite and attitudinal measurements. After reviewing the concepts

of loyalty, a composite approach towards the loyalty of guests was adopted as a

marketing strategy. As the next step, the factors that influence the relationship

between guest loyalty and guest satisfaction were also studied. The key ingredient

towards determining loyalty was found to be the satisfaction derived by the guest after

the purchase of the product or the service. This literature review resulted in the

findings that guest satisfaction was to be considered as the overall evaluation of the
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services by the hotels. Apart from this, there were two theoretical approaches that

studied the satisfaction level of the guests. While photo-elicitation studied how the

guests perceive their environment, comparison-level theory examined the theoretical

underpinnings of the construction of customer loyalty. This chapter concludes with a

detailed discussion on how the services differ from one another and how the

satisfaction of customers may also differ from service to service.
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Chapter 3: Research Methodology
After studying the previous works on customer loyalty programs, hotel industry’s

loyalty programs and customer behaviour towards these programs, this chapter

presents the methodology used in the following manner – presenting the philosophy

used in the study, the approach used for the paper, the data collection methods,

sampling techniques, data analysis and ethical considerations and limitations.

3.1 Research Philosophy
A researcher can use three types of philosophies – positivism, realism and

interpretivism, depending upon the kind of study he undertakes. The following is the

justification of using any one of these philosophies for the study.

3.1.1 Positivism
The key intention of positivism philosophy is to reveal the adjoining relation for the

objectivism idea. As per this philosophy, the benefit that the researcher would gain

would be gathering the data through enormous sample size that puts emphasis on the

exact investigation (Bryman, 2015). Considering positivism philosophy, investigation

of the study is not carried out on the basis of the views of the researcher but statistical

instruments are used to reach a conclusion.

3.1.2 Interpretivism
This is the philosophy where researchers construe the components of the study and

therefore integrates the human interest in the study. Interpretivism philosophy allows

the researchers to assume that gaining access to the reality is thinkable with the help

of social relations such as language, consciousness, shared meetings and instruments.

According to this approach, it is necessary for the researcher to recognize and

understand that there are certain differences between the opinions of the individuals.

Adding more to it, it puts emphasis on meaning along with employment of various

approaches for discussion several aspects of the problem (Bryman and Bell, 2015).

3.1.3 Chosen Paradigm:
In this dissertation, the researcher had selected positivism philosophy. The researcher

chose this philosophy because he wanted to consider the customer perspective

towards hotel loyalty programs from a larger point of view and keep himself

independent from the study. He did not consider his views and perceptions towards

the analysis of the study and used statistical tools to do it. Research was carried out
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using quantitative design with statistical instruments for analysis, keeping the

researcher independent from it.

3.2 Research Approach
Deductive or inductive or a mixed approach can be used for the analysis of the study.

The following is the justification of using any one of the research approaches for this

dissertation.

3.2.1 Deductive Approach
Deductive research approach is associated with the formulation of hypothesis that is

based upon a prevailing theory and then developing a research strategy for testing the

acceptance or rejection of the hypothesis. Use of hypothesis can explain this approach

and hypothesis could stem from the proposal of the previous theories. Deduction of

conclusions from proposals is associated with deductive research approach. It begins

with already presented theories that are tested using observations and primary data

through questionnaire (Taylor et al., 2015).

3.2.2 Inductive Approach
According to inductive research approach, observations are taken into consideration at

the beginning of the study and theories and generalizations are projected towards the

conclusion of the research. In this approach, researcher searches of patterns from the

observations along with the development of explanations and theories for the patterns

using hypothesis. There is no application of hypothesis or theories in these types of

studies during the beginning of the study and the researcher is free from altering the

direction of the investigator, after beginning the process (Smith, 2015).

3.2.3 Chosen approach
In this research, the researcher used deductive approach. The reason for this approach

is because of the prevalence of previous theories regarding customer loyalty programs

and its impact on customer behavior. Even though less research was present in

relation to hospitality industry but there were theories that would help in the

formulation of hypothesis. Hence, deductive approach was used to test the hypothesis

using primary data that was collected through questionnaires. It also used inductive

approach to study the case studies of IHG and Travelodge hotels in UK and analyze

the effectiveness of its loyalty programs.
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3.3 Research Method
Quantitative or qualitative research methods could be used for conducting the study.

The following is the justification of using any one of the methods.

3.3.1 Quantitative research technique
As per quantitative research technique, researcher measures as well as describes the

scope of occurrences based on the numbers and calculations. In addition to this, the

questions associated with how often as well as how many are usually asked in such

type of researches. According to Bryman and Bell (2015), quantitative research

technique is the one that gathers statistical information and showcases the

interpretation of the relation between the study and the theory as deductive. Most

common instruments of qualitative studies are close-ended surveys, correlation,

experiments and regression analysis.

3.3.2 Qualitative examination technique
According to qualitative research techniques, researchers interpret the information

and aims at giving an intensity of comprehension. Such techniques are based on the

words, perceptions, emotions and feelings of the respondents instead of numbers and

calculations. Such studies comprise of focus group discussions, interviews,

questionnaires with open-ended questions and experiments. Qualitative research

approaches are effective since it takes into account the abstract as well as generalised

theories (Zikmund et al., 2013). Vision, images, spoken words and structures have

been divided in various media and sound is regarded to be qualitative in nature.

However, the most used techniques are interviews and focus group discussion.

3.3.3 Consideration of the research method
In this research, the researcher chose quantitative research technique. This technique

was used because it is important in explaining the association of loyalty programs of

hotels and intention to purchase the services again, since it supported the use of

enormous sample size required for the study. Moreover, this researcher used

quantitative design because of the close-ended questionnaires that the researcher

formulated using the previous theories and hypothesis. Questionnaires were regarded

as the most suitable choice as it allowed the researcher to use a large sample. The

study also used case study of Travelodge and IHG hotels in UK to understand the

impact of their loyalty programs on intention to purchase the services again. Both
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these approaches helped the research to understand the impact of hotel loyalty

programs on intention of the customers to purchase again.

3.4 Data Collection Techniques
There are two kinds of data that could be used to conduct a research. These are

primary and secondary data sources.

Secondary data is the information that the researcher collects from the previous

studies that other researchers have conducted. This information is widely available to

the researcher through online publications, journals, and magazines and also through

the websites and news articles on the web. Using secondary data would benefit the

researchers since they could save time and cost as well as present solutions of high

quality and is widely available (Cohen et al., 2013). However, using this information

the study can go wrong if proper points are not taken into account. When using

secondary information, researcher need to make sure that the information is elated to

the topic one is researching on and that the information is relevant and of current

period. Since market practices change rapidly therefore it should be considered to

collect recent information. The researcher in this study used secondary researcher and

considered keywords like loyalty programs, hotel loyalty programs, and customer

repeat purchase behaviour and similar words to find relevant and current journals.

Selected information was used from these journals and generalised theories were

formed.

On the other hand, there is primary data that the researchers use. There are

quantitative and qualitative primary data. While the quantitative primary is collected

through questionnaires and can be analysed using statistical tools, the qualitative data

is collected through interviews and focus group discussions and use thematic content

analysis for interpretation. In this research, the researcher used quantitative primary

data to study the impact of hotel loyalty programs on customer repeat purchase

behaviour, in case of IHG and Travelodge hotels in UK. This was used because it

helped the researcher gain larger sample size and analyse the data using statistical

tools and apply the findings in the entire population.

3.4.1 Data collection method
There are several methods that the researcher can use for collecting information from

the population sample. These can be structured interviews, structured questionnaires
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and structured observations. Structured questionnaires are the one the most common

forms of methods used in a survey design whereas structured observations are the

study of behavior. Since there was limited time to conduct the study therefore it was

important to gather various reactions for realizing a precise conclusion. Hence the

researcher excluded the involvement of structured interviews and observations, as it

required more effort to reach the respondents. Structured questionnaires were used for

the research since the study is descriptive in nature. Appendix A shows the

questionnaire. The researcher also wanted to get increased response from the

participants and use statistical analysis for testing the hypothesis; hence questionnaire

was considered to be a viable choice.

3.4.2 Questionnaire Design
When designing the questionnaire for the study, the following points were taken into

consideration. Firstly, an introduction letter was developed and sent to the potential

respondents along with the questionnaire. The introduction letter comprised of reason

for doing the research and the importance of the responses of the participants for the

study. The participants were informed that they can take part in the study using their

email address and would get 50 reward points on their chosen hotel’s loyalty cards.

The researcher also gave the contact information in order to enquire about the

questionnaire.

As seen in Appendix A, the questionnaire was prepared using five-point likert scaling.

The questionnaire had close-ended questionnaires for the ease of filling the responses.

The first part of the questionnaire was based on the demographic information of the

respondents. The second part comprised of yes and no questions related to loyalty

programs and cards of hotels. The third part comprised of likert scale questions that

showed the impact and importance of loyalty programs of hotels on intention of the

customers to purchase again. The likert scale used for strongly agree to strongly

disagree.

3.5 Validity and Reliability
Reliability measures the consistency and stability with which the information

collection tool studied the problem of the research. Two common tests related to it are

split half reality test and test-retest reliability. On the other hand, validity test of the

information collection tool would allow the researcher to determine the he or she is
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measuring the right concept. The researcher will make sure that all the three kinds are

attained – the content validity, constructs validity and criterion validity.

3.5.1 Validity
In order to realise the construct validity, the researcher made sure that the findings of

the real study were similar to the findings gained from pilot study that was carried out

before the real investigation. In order to realise the criterion validity, the researcher

went with the same sampling technique i.e. convenience sampling. In order to realise

the content validity, the researcher made sure that all the chosen sample of the

participants took part in the research.

3.5.2 Reliability
In order to realise the reliability of the study, the questionnaire was pre-tested among

known friends and relatives using hotel services in UK. The pre-testing was carried

out among known contacts other than the ones selected for the study in order to avoid

any possible influence on real respondents before the actual study was carried out.

3.6. Sampling Design and Sample
Population in research is regarded as the integration of units that are the members of

the same geographical area or are from the same group. On the other hand, sample is

the one that is selected from the population. A researcher can choose from either

probability sampling techniques or non-probability sampling. Probability sampling is

that where the samples are selected randomly with a high likelihood of everyone

being selected. While non-probability sampling technique is that where sample is not

chosen randomly but there are a few people who have more chances of being chosen

than the others. Non-probability sampling comprises of convenience, snowball and

quota sampling techniques. In this research, the researcher used convenience

sampling method where the people are available for the researcher. In case the

response is more than 50 per cent then it would be considered applicable.

In this research, since the hotels are mostly used by people above 18 years of age

therefore the questionnaire was sent to people who are more than 18 years. in addition,

income group of more than GBP250 was considered for the study since the chosen

hotels were budget as well as star hotels. With the help of convenience sampling

technique, the researcher collected questionnaires of 100 customers visiting both IHG

and Travelodge hotels in UK. The researcher used the hotel customer base to send the
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questionnaires through email to the customers. This allowed the researcher to focus

the study on two hotels only.

As far as case study sample is considered, the research chose Travelodge and IHG

hotels because according to web articles, the loyalty programs of these two hotels

were ranked in the top ten. While IHG reward programs were ranked 9th, Travelodge

reward programs was ranked 1st. hence it would help in understanding the view of the

customers towards the loyalty programs of both the hotels.

3.7 Data Analysis
Data analysis methods depend upon the kind of information collected. Since the

researcher used case studies and questionnaire survey for the research therefore, the

data analysis techniques used was as follows. For case studies, the researcher used

interpretive mode and analysed the new articles and cases for findings the

implications whereas for questionnaire study, he used SPSS and carried out frequency,

cross-tabulation, paired-tests and one sample t-tests.

3.8 Ethical Considerations
When carrying out this research, the researcher made sure to consider a few ethical

considerations. Firstly, an introduction letter was developed and sent to the potential

respondents along with the questionnaire. The introduction letter comprised of reason

for doing the research and the importance of the responses of the participants for the

study. The participants were informed that they can take part in the study using their

email address and would get 50 reward points on their chosen hotel’s loyalty cards.

The researcher also gave the contact information in order to enquire about the

questionnaire. Secondly, the researcher informed the participants that the information

gathered would be used only for research purpose. Private information of the

respondents would not be revealed anywhere in the study. It was also taken into

consideration that the questions asked in the questionnaire would only relate to the

research topic. There would close-ended questions so that respondents do not have to

spend time thinking about the responses. Researcher also assured that the research

process would be harmless to anyone related with the study.

3.9 Methodological Limitations
The researcher had taken a lot of precautions when doing the researcher. However,

there were certain limitations that were related to the methodology approach adopted.
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The major limitation that the researcher faced was regarding the sample. The sample

was deliberately collected from only IHG and Travelodge customers. Hence, the

study was restricted to them only. Secondly, the questionnaire study was conducted

through email and wasn’t self-administered. Therefore, it could not be ascertained as

to the customer himself took the survey or not. Moreover, among 200 respondents,

only 100 respondents answered the questionnaire completely.

3.10 Summary
In this research paper, the researcher has selected positivism philosophy since the

researcher kept him free from the analysis and did not apply his views and insights to

sway the findings. Deductive approach has been used since it is coherent with the

positivism philosophy where the researcher is free of the analysis and the researcher is

unbending when the course has started. Quantitative design was implemented; as this

design was critical in clarifying the impact of hotel loyalty program on customer

repeat purchase intention since it supported the use of large sample needed. This

research study on impact of hotel loyalty programs on customer repeat purchase

intention was steered with primary data collection. Questionnaires and case studies

are used in in this study, as the study is descriptive in nature. Using convenience-

sampling techniques, the researcher collected questionnaires till the time they

received 100 completely filled questionnaires from emails sent to the customers of

IHG and Travelodge, two hotels that were considered for the study.
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Chapter 4: Data Analysis and Findings
This chapter presents the analysis of the case study of loyalty programs of IHG and

Travelodge hotels as well as the questionnaire study conducted among the customers

of these two hotels. It also presents the findings of the analysis.

4.1 Case Studies

4.1.1 IHG Loyalty Program
The Rewards Club of the InterContinental Hotels Group is one of the most recognised

loyalty programs in the hospitality industry. It encompasses over 5000 properties in

approximately 100 nations and has various hotels in major cities such as London,

Chicago, San Francisco, Mexico, New York, Miami and others. Through the loyalty

program of this hotel group, customers are able to earn rewards within the extensive

network of hotels under the IHG banner. These comprise of Crowne Plaza,

InterContinental, Hotel Indigo, Holiday Inn and Staybridge Suites. According to this

program, the customers can gain various ways to use their accumulated points varying

from hotel stays to air travel to buying products and services online. It also allows the

customers to earn points on hotel accommodations and daily purchases through the

IHG Rewards Club Select Credit Card from Chase.

The benefits of IHG Rewards Club comprise of a portfolio of over 5000 hotels across

the world where this card can be used; no blackout dates for reward nights and the

points could be used for free nights at the hotels that are outside the network of IHG

along with free flights with over 400 airlines. These benefits have attracted the

customers to the extent that the rank that IHG Rewards Club achieved stood at 9 in

the Best Hotel Rewards programs. However, there are certain shortcomings that the

customers pointed out. Firstly, the points were not earned for discounted rooms;

secondly reward options differ by location and lastly extra points are needed to

redeem reward nights at all-inclusive resorts. Nonetheless, the donation feature of the

Rewards Club has been an attractive feature where the customers can donate their

reward points for disaster prone rescues. While the Rewards Club allow customers to

earn points on credit card, hotel stays and air travel, it can also be redeemed at air

travel and hotel bookings.

Customers also preferred the IHG Rewards Club program because of the different

membership levels it offers. Customers can qualify for membership levels based upon
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the frequency of stays at the IHG properties and the number of points earned in one

calendar year. There are four levels of the Rewards Club program – Club, Gold Elite,

Platinum Elite and Spire Elite. Paying an extra fee would also allow the customers to

be an InterContinental Ambassador or a Royal Ambassador through exclusive

invitation.

IHG’s Rewards Club does not allow earning of rewards on discounted rooms or

rooms that are booked from third party websites. This is a drawback that customers

looked down upon. In addition, if the customers intend to transfer their rewards points

to any other member then it would cost them $5 per 1000 points for every transfer.

The points that customers earn are valid only when the customer stays for at least one

night every year. These points have reduced the ranking of the loyalty programs and

customers tend to not use their cards. However, the Priority Club Rewards of the

InterContinental Hotel Group is growing in popularity. The feature of low point

requirement for generous promotions, free rooms and 4500 hotels across the world are

relatively easier to earn in comparison to other programs.

4.1.2 Travelodge Loyalty Program
Travelodge has more than 400 hotels in the United States of America and Canada

when it comes of being a part of Wyndham Rewards. As far as UK is considered,

Travelodge has a larger economy hotel chain with over 500 hotels in the country.

Though the hotel was not a part of the Wyndham Rewards and was owned by

Goldman Sachs since 2012 but it was considered as a choice among the customers.

This hotel is the biggest hotel brand in London with 59 hotels in the entire capital. In

UK, Travelodge was an entirely different hotel brand from the one that has the

Wyndham Rewards in Canada and USA. UK’s Travelodge has over 500 budget and

value plus hotels with no loyalty program. However later on, the hotel group included

itself in the Wyndham International program to beat the competition.

With Travelodge UK being a part of the Wyndham International, the Wyndham

Rewards features are offered to the customers of Travelodge in UK. There have been

certain changes in the rewards like offering room rewards at a steady 15000 points

every night. With addition into Wyndham International, Travelodge UK doubled its

size of the brand and would give an opportunity to UK customers to gain points and

redeem them in the USA and Canada Travelodge. The changes made in the Wyndham
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Rewards for Travelodge might not have any impact on the hotel’s sale in the UK,

unless the owner of the hotel does not already operate a loyalty program to be a part

of the hotel’s loyalty program. Considering the rank of Wyndham Rewards, it is

regarded at the 1st rank and therefore associating itself with the Travelodge UK would

allow the customers to be more loyal towards the hotel.

4.2 Questionnaire Analysis
SPSS is used for the questionnaire analysis where frequencies, cross-tabulation, one-

sample t-tests and paired t-tests were carried out.

A. Demographics

1. GENDER

GENDER

Frequency Percent Valid Percent
Cumulative
Percent

Valid MALE 42 42.0 42.0 42.0

FEMAL
E

58 58.0 58.0 100.0

Total 100 100.0 100.0
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From table and figure 1, frequency of respondents on the basis of gender has been

shown. It shows that there are 58 per cent employees and 42 per cent males. This can

imply that there are more frequent female travelers than male travelers.

2. AGE

AGE

Frequency Percent Valid Percent
Cumulative
Percent

Valid 18-28 16 16.0 16.0 16.0

29-38 31 31.0 31.0 47.0

39-48 32 32.0 32.0 79.0

49-58 17 17.0 17.0 96.0

58 AND
ABOVE 4 4.0 4.0 100.0

Total 100 100.0 100.0

From figure and table 2, frequency of age has been shown. It shows that 32 per cent

of the respondents belong to age group 39 to 48 years whereas 31 per cent of them

belong to 29 to 38 years. While 17 per cent of the respondents belong to age group 49
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to 58 years, 16 per cent belong to 18 to 28 years and only 4 per cent belong to 58

years and above.

3. INCOME

INCOME

Frequency Percent Valid Percent
Cumulative
Percent

Valid GBP 90-180 15 15.0 15.0 15.0

GBP 181 - 270 52 52.0 52.0 67.0

GBP 271 AND
ABOVE 33 33.0 33.0 100.0

Total 100 100.0 100.0

From figure and table 3, frequency of income has been shown. It shows that 52 per

cent of the respondents belong to income group of GBP 181 to 270 whereas 33 per

cent of them belong to GBP 271 and above income range and 15 of them belong to

GBP 90 and 270.

4. OCCUPATION



36

OCCUPATIO

Frequency Percent Valid Percent
Cumulative
Percent

Valid BUSINESS 38 38.0 38.0 38.0

PROFESSION
AL

47 47.0 47.0 85.0

STUDENT 15 15.0 15.0 100.0

Total 100 100.0 100.0

From figure and table 4, frequency of education has been shown. It shows that 47 per

cent of the respondents are professionals whereas 38 per cent of them are business

people and 15 per cent are students.

B. Descriptive Statistics

1. ARE YOU A FREQUENT TRAVELLER TO HOTELS

Table 5

Frequency Percent Valid Percent
Cumulative
Percent

Valid YES 100 100.0 100.0 100.0
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From table 5, it can be seen that all the respondents who undertook the study are

frequent travellers to the hotels. This implies that the respondents who were

considered for the study travelled to hotels and thus none of the respondents who did

not travel to the hotels were considered for the study.

2. DO YOU HAVE HOTEL LOYALTY CARDS

Table 6

Frequency Percent Valid Percent
Cumulative
Percent

Valid YES 100 100.0 100.0 100.0

From table 6, it can be seen that all the respondents had loyalty cards of the hotels

they travelled to. This implies that respondents who opted for not having the loyalty

cards were not taken into consideration. Only those respondents were considered who

were a part of the hotel’s loyalty programs.

3. IF YES, WHICH HOTEL LOYALTY CARDS DO YOU HAVE

Table 7

Frequency Percent Valid Percent
Cumulative
Percent

Valid TRAVELODG
E 48 48.0 48.0 48.0

IHG 52 52.0 52.0 100.0

Total 100 100.0 100.0

From table 7, it could be seen that while 52 per cent respondents were a part of IHG

Rewards Club program, 48 per cent were the part of Wyndham Reward Club of

Travelodge. This shows that even though there is not much difference between the

two, but IHG loyalty program was considered more by the customers.
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4. HOW FREQUENTLY DO YOU ENCASH YOUR LOYALTY CARDS

Table 8

Frequency Percent Valid Percent
Cumulative
Percent

Valid EVERYTIME 35 35.0 35.0 35.0

FREQUENTL
Y

65 65.0 65.0 100.0

Total 100 100.0 100.0

From table 8, it can be seen that 65 per cent of the respondents frequently used their

loyalty cards whereas 35 per cent of used it every time they visited the hotels. There

was no respondent who did not use their loyalty card. This implies that respondents

used their loyalty card frequently may be because of getting better deals whereas

some of them used it every time due to the fear of expiration of the points.

5. REASON FOR HAVING LOYALTY CARDS

Table 9

Frequency Percent Valid Percent
Cumulative
Percent

Valid EXCLUSIVE
DEALS 38 38.0 38.0 38.0

EASILY
REDEEMABLE 28 28.0 28.0 66.0

USED IN ANY
ASSOCIATED
HOTEL,
PRODUCT OR
SERVICE

34 34.0 34.0 100.0

Total 100 100.0 100.0
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From table 9, reasons for having loyalty cards have been shown using frequency tool.

It can be seen from the table that 38 per cent of the respondents have loyalty cards

because of its exclusive deals whereas 34 per cent of them have it because it can be

redeemed on any associated hotel, product or service and 28 per cent use it because of

easy redemption without any hassles. This implies that people use loyalty cards of

hotels mostly for the exclusive deals it offers such as free nights or free products and

services. Secondly these cards are preferred also because customers can get discounts

on hotels, products or services associated with the loyalty card of the hotel they have.

However, they use it minimum for redeeming it since majority of loyalty cards have a

lot of formalities for redeeming it.

6. SATISFIED WITH HOTEL LOYALTY PROGRAM REGISTRATION

Table 10

Frequency Percent Valid Percent
Cumulative
Percent

Valid STRONGLY
AGREE 15 15.0 15.0 15.0

AGREE 58 58.0 58.0 73.0

NEUTRAL 20 20.0 20.0 93.0

DISAGREE 7 7.0 7.0 100.0

Total 100 100.0 100.0

From table 10, frequency table has been used for describing the satisfaction of the

respondents towards the registration process for loyalty cards. It can be seen from the

table that 58 per cent are satisfied with the registration process whereas 15 per cent

are strongly satisfied. While 20 per cent do not have any opinion about its registration

process, 7 per cent of them are not satisfied with the process. This implies that

majority of the people are satisfied with the registration process of loyalty programs

of hotels and that might be the case for having the loyalty cards and using it.

7. SATISFIED WITH THE RANGE OF OFFERS
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Table 11

Frequency Percent Valid Percent
Cumulative
Percent

Valid STRONGLY
AGREE

18 18.0 18.0 18.0

AGREE 45 45.0 45.0 63.0

NEUTRAL 23 23.0 23.0 86.0

DISAGREE 14 14.0 14.0 100.0

Total 100 100.0 100.0

From table 11, frequency table has been used for ascertaining the satisfaction of the

respondents towards the offers provided through the loyalty cards. It can be seen from

the table that 45 per cent of the respondents are satisfied with the range of offers

whereas 18 per cent are highly satisfied. On the other hand, 23 per cent of them have

no opinion about the range of offers provided through the loyalty cards but 14 per

cent of them are not satisfied. This implies that majority of the people are happy with

the offers they get from the loyalty cards of the hotels and probably that is the reason

for enrolling for the membership and using it.

8. ABLE TO UNDERSTAND THE LOYALTY PROGRAM

Table 12

Frequency Percent Valid Percent
Cumulative
Percent

Valid STRONGLY
AGREE

7 7.0 7.0 7.0

AGREE 72 72.0 72.0 79.0

NEUTRAL 17 17.0 17.0 96.0

DISAGREE 4 4.0 4.0 100.0

Total 100 100.0 100.0
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From table 12, frequency table has been used for ascertaining the respondents’

understanding of the loyalty programs. It can be seen from the table that 72 per cent

of the respondents are able to understand the loyalty programs procedure for

enrolment and redeeming it whereas 7 per cent understand it better. On the other hand,

17 per cent of them have no opinion about the understanding of the loyalty programs

but 4 per cent of them do not understand the programs. This implies that majority of

the people are able to understand the loyalty programs of the hotels and probably that

is the reason for enrolling for the membership and using it.

9. EASILY REDEEM POINTS

Table 13

Frequency Percent Valid Percent
Cumulative
Percent

Valid STRONGLY
AGREE 16 16.0 16.0 16.0

AGREE 38 38.0 38.0 54.0

NEUTRAL 33 33.0 33.0 87.0

DISAGREE 13 13.0 13.0 100.0

Total 100 100.0 100.0

From table 13, frequency table has been used for ascertaining the respondents’

satisfaction to easily redeem the points. It can be seen from the table that 38 per cent

of the respondents are satisfied with the easy process of redeeming the loyalty points

whereas 16 per cent are highly satisfied. On the other hand, 33 per cent of them have

no opinion about the easy process of redeeming the loyalty points but 13 per cent of

them are not satisfied. This implies that majority of the people are satisfied with the

easy process of redeeming the loyalty points of the hotels and probably that is the

reason for enrolling for the membership and engaging in repeat purchases.
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10. PURCHASE HOTEL SERVICES AGAIN COZ OF LOYALTY

PROGRAM

Table 14

Frequency Percent Valid Percent
Cumulative
Percent

Valid STRONGLY
AGREE 21 21.0 21.0 21.0

AGREE 59 59.0 59.0 80.0

NEUTRAL 16 16.0 16.0 96.0

DISAGREE 4 4.0 4.0 100.0

Total 100 100.0 100.0

From table 14, frequency table has been used for ascertaining the respondents’ view

about purchasing the hotel services because of the loyalty programs. It can be seen

from the table that 59 per cent of the respondents would purchase the hotel services

because of the loyalty programs whereas 21 per cent would definitely purchase it. On

the other hand, 16 per cent of them have no opinion about the purchasing of the hotel

services because of the loyalty programs but 4 per cent of them would not purchase it.

This implies that majority of the people would purchase the hotel services because of

the loyalty programs.
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C. Cross-Tabulation

1. Relationship between having loyalty cards and the hotel preference for loyalty

cards

Table 15

Count

IF.YES.WHICH.HOTEL.LO
YALTY.CARDS.DO.YOU.H
AVE

Total
TRAVELOD
GE IHG

DO.YOU.HAVE.
HOTEL.LOYALT
Y.CARDS

YES
48 52 100

Total 48 52 100

From table 15, cross tabulation function has been used to ascertain if the respondents

had loyalty cards of hotels and if they do, then which hotel do they prefer. From the

analysis, it can be seen that 52 respondents had the loyalty cards of IHG hotels

whereas 48 of them had of Travelodge. This implies that respondents were of IHG

hotels and they preferred enrolling for the loyalty cards.

2. Relationship between having loyalty cards and frequency of using it

Table 16

Count

HOW.FREQUENTLY.DO.Y
OU.ENCASH.YOUR.LOYA
LTY.CARDS

TotalEVERYTIME
FREQUENTL
Y

DO.YOU.HAVE.
HOTEL.LOYALT
Y.CARDS

YES
35 65 100

Total 35 65 100
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From table 15, cross tabulation function has been used to ascertain the relationship

between having the loyalty cards and frequency of using it. From the analysis it can

be seen that 65 respondents used it frequently whereas 35 used it regularly. This

implies that all the respondents having loyalty cards of hotels would use it frequently

i.e. when they get good deals while some might use it regularly.

3. Relationship between having loyalty cards and reason for having it

Table 17

Count

REASON.FOR.HAVING.LOYALTY.CARDS

Total
EXCLUSIVE
DEALS

EASILY
REDEEMABLE

USED IN ANY
ASSOCIATED
HOTEL,
PRODUCT OR
SERVICE

DO.YOU.HAVE.H
OTEL.LOYALTY.C
ARDS

YES
38 28 34 100

Total 38 28 34 100

From table 17, cross tabulation function has been used to ascertain the relationship

between having loyalty cards and reason for having it. From the analysis, it can be

seen that among all the respondents who had loyalty cards 38 of them enrolled for it

to get exclusive deals whereas 34 of them used it because of the loyalty cards’ ability

to be used at any other affiliated hotel, product or service. 28 respondents used it

because it is easily redeemable. This implies that getting deals is the prime motto of

the respondents from the loyalty cards.
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4. Relationship between the hotel loyalty card respondents have and satisfaction

with registration process

Table 18

Count

SATISFIED.WITH.HOTEL.LOYALTY.PROGRAM.REGIS
TRATION

Total
STRONGLY
AGREE AGREE NEUTRAL DISAGREE

IF.YES.WHICH.H
OTEL.LOYALTY
.CARDS.DO.YOU
.HAVE

TRAVELODG
E 6 23 15 4 48

IHG 9 35 5 3 52

Total 15 58 20 7 100

From table 18, cross tabulation function has been used to ascertain the relationship

between the hotel loyalty card respondents have and satisfaction with registration

process. It can be seen from the analysis that 23 respondents having Travelodge

loyalty cards were satisfied with the registration process whereas 6 of Travelodge

loyalty cardholders were highly satisfied. On the other hand, 35 respondents with IHG

loyalty cards were satisfied with the registration process whereas 9 of these

cardholders were highly satisfied. This shows that IHG had more easy process of

registering them Travelodge. It can also be judged from the unsatisfied customers

where 9 respondents with Travelodge loyalty cards were not satisfied whereas 3 of

IHG customers were not satisfied with the process. This, therefore, implies the IHG

provides easier registration than Travelodge.
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5. Relationship between the hotel loyalty card respondents have and satisfaction

with range of offers.

Table 19

Count

SATISFIED.WITH.THE.RANGE.OF.OFFERS

Total
STRONGLY
AGREE AGREE

NEUTRA
L

DISAGRE
E

IF.YES.WHICH.
HOTEL.LOYAL
TY.CARDS.DO.
YOU.HAVE

TRAVELODG
E 12 21 13 2 48

IHG 6 24 10 12 52

Total 18 45 23 14 100

From table 19, cross tabulation function has been used to ascertain the relationship

between the hotel loyalty card respondents have and satisfaction with range of offers.

It can be seen from the analysis that 21 respondents having Travelodge loyalty cards

were satisfied with the kind of offers provided to them whereas 12 of Travelodge

loyalty cardholders were highly satisfied. 24 respondents having IHG loyalty cards

were satisfied with the kind of offers provided to them whereas 6 of IHG loyalty

cardholders were highly satisfied. This implies that Travelodge customers were

happier with the kind of offers provided to them through the card in comparison to

IHG cardholders. It can also be seen from the respondents who were not satisfied

where 2 of Travelodge cardholders were not satisfied with the offers whereas 12 of

IHG customers were not satisfied. This, hence, implies that Travelodge offers better

services than IHG.
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6. Relationship between the hotel loyalty card respondents have and satisfaction

to understand the loyalty program

Table 20

Count

ABLE.TO.UNDERSTAND.THE.LOYALTY.PRO
GRAM

Total
STRONGLY
AGREE AGREE NEUTRAL DISAGREE

IF.YES.WHICH.
HOTEL.LOYALT
Y.CARDS.DO.Y
OU.HAVE

TRAVELODG
E 5 38 5 0 48

IHG 2 34 12 4 52

Total 7 72 17 4 100

From table 20, cross tabulation function has been used to ascertain the relationship

between the hotel loyalty card respondents have and satisfaction to understand the

loyalty program. It can be seen from the analysis that 38 respondents having

Travelodge loyalty cards were satisfied when it comes to understanding the Wyndham

loyalty programs whereas 5 of Travelodge loyalty cardholders were highly satisfied.

34 respondents having IHG loyalty cards were satisfied when it comes to

understanding the Rewards Club program whereas 2 of IHG loyalty cardholders were

highly satisfied. This implies that Travelodge customers were happier with the overall

understanding of the loyalty programs offered in comparison to IHG cardholders. It

can also be seen from the respondents who were not satisfied where 0 of Travelodge

cardholders were not satisfied with the understanding of the loyalty program whereas

4 of IHG customers were not satisfied. This, hence, implies that Travelodge offers

better understanding of the program than IHG. Thus, it can be stated that customers

might choose those loyalty programs that are easy to understand.
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7. Relationship between the hotel loyalty card respondents have and satisfaction

to easily redeem the points

Table 21

Count

EASILY.REDDEM.POINTS

Total
STRONGLY
AGREE AGREE

NEUTRA
L

DISAGRE
E

IF.YES.WHICH.
HOTEL.LOYALT
Y.CARDS.DO.Y
OU.HAVE

TRAVELODG
E 8 15 18 7 48

IHG 8 23 15 6 52

Total 16 38 33 13 100

From table 21, cross tabulation function has been used to ascertain the relationship

between the hotel loyalty card respondents have and satisfaction to easily redeem the

loyalty points. It can be seen from the analysis that 15 respondents having Travelodge

loyalty cards were satisfied when it comes to easily redeeming the loyalty points

whereas 8 of Travelodge loyalty cardholders were highly satisfied. 23 respondents

having IHG loyalty cards were satisfied when it comes to easily redeeming the loyalty

points whereas 8 of IHG loyalty cardholders were highly satisfied. This implies that

IHG customers were happier with the easy process to redeem the loyalty points in

comparison to Travelodge cardholders. It can also be seen from the respondents who

were not satisfied where 7 of Travelodge cardholders were not satisfied with the easy

process to redeem the loyalty points whereas 6 of IHG customers were not satisfied.

This, hence, implies that IHG offers easy process to redeem the loyalty points than

Travelodge. Thus, it can be stated that customers might choose those loyalty

programs where it is easy to redeem the points.



49

8. Relationship between the hotel loyalty card respondents have and purchase

the hotel services again

Table 22

Count

PURCHASE.HOTEL.SERVICES.AGAIN.COZ.OF.LOYAL
TY.PROGRAM

Total
STRONGLY
AGREE AGREE NEUTRAL DISAGREE

IF.YES.WHICH.H
OTEL.LOYALTY
.CARDS.DO.YOU
.HAVE

TRAVELODG
E 14 25 8 1 48

IHG 7 34 8 3 52

Total 21 59 16 4 100

From table 22, cross tabulation function has been used to ascertain the relationship

between the hotel loyalty card respondents have and intention to purchase the hotel

services again because of these loyalty programs. It can be seen from the analysis that

25 respondents having Travelodge loyalty cards would purchase the hotel services

again because of these loyalty programs whereas 14 of Travelodge loyalty

cardholders were definitely purchase it. 34 respondents having IHG loyalty cards

would purchase the hotel services again because of these loyalty programs whereas 7

of IHG loyalty cardholders would definitely purchase it. This implies that IHG

customers would purchase the hotel services again because of these loyalty programs

in comparison to Travelodge cardholders. Thus, it can be assumed that loyalty

programs would increase the purchase intention of the customers, as they would get

better offers and deals.
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D. One Sample T-Tests

Table 23

One-Sample Statistics

N Mean Std. Deviation
Std. Error
Mean

1. SATISFIED
WITH HOTEL
LOYALTY
PROGRAM
REGISTRATION

100 2.1900 .77453 .07745

2. SATISFIED
WITH THE
RANGE OF
OFFERS

100 2.3300 .93263 .09326

3. ABLE TO
UNDERSTAND
THE LOYALTY
PROGRAM

100 2.1800 .60935 .06094

4. EASILY
REDDEM
POINTS

100 2.4300 .91293 .09129
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One-Sample Test

Test Value = 1

t df Sig. (2-tailed)
Mean
Difference

95% Confidence Interval of
the Difference

Lower Upper

1. SATISFIED
WITH HOTEL
LOYALTY
PROGRAM
REGISTRATION

15.364 99 .000 1.19000 1.0363 1.3437

2. SATISFIED
WITH THE
RANGE OF
OFFERS

14.261 99 .000 1.33000 1.1449 1.5151

3. ABLE TO
UNDERSTAND
THE LOYALTY
PROGRAM

19.365 99 .000 1.18000 1.0591 1.3009

4. EASILY
REDDEM
POINTS

15.664 99 .000 1.43000 1.2489 1.6111

H1: There is a positive influence of loyalty card programs on customer

satisfaction

From table 23, one sample t-test was used to understand whether hotel loyalty

programs have a positive influence on customer satisfaction or not. There are various

aspects on which the satisfaction of the customers has been recorded towards the

loyalty programs. The following is its analysis.
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The first case is about the satisfaction towards the registration process of hotel loyalty

programs. The mean observed and expected is 2.19 and 1.19 respectively. This shows

the sign of t-value, which is recorded positively at 15.364. The p value is .000, which

is less then significant p value of .05. This infers that the null hypothesis of customers

being satisfied with the registration process of hotel loyalty programs is accepted.

The second case is about the satisfaction towards the range of offers that hotel loyalty

programs provide. The mean observed and expected is 2.33 and 1.33 respectively.

This shows the sign of t-value, which is recorded positively at 14.261. The p value

is .000, which is less then significant p value of .05. This infers that the null

hypothesis of customers being satisfied with the range of offers that hotel loyalty

programs provide. Hence it can be implied that more the customers are satisfied with

the registration process, the more the customers would purchase it and redeem it

during repeat purchases.

The third case case is about the satisfaction towards the ability to understand the hotel

loyalty programs. The mean observed and expected is 2.18 and 1.18 respectively.

This shows the sign of t-value, which is recorded positively at 19.365. The p value

is .000, which is less then significant p value of .05. This infers that the null

hypothesis of customers being satisfied with the registration process of hotel loyalty

programs is accepted. Hence it can be implied that more the customers are satisfied

with the range of offers, the more the customers would purchase it and redeem it

during repeat purchases.

The fourth case is about the satisfaction towards easy process of redeeming the

rewards points of hotel loyalty programs. The mean observed and expected is 2.43

and 1.43 respectively. This shows the sign of t-value, which is recorded positively at
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15.664. The p value is .000, which is less then significant p value of .05. This infers

that the null hypothesis of customers being satisfied with easy process of redeeming

the rewards points of the hotel loyalty programs is accepted. Hence it can be implied

that easier the process to redeem the reward points, the more the customers would

purchase it and redeem it during repeat purchases.

Table 24

One-Sample Statistics

N Mean Std. Deviation
Std. Error
Mean

PURCHASE
HOTEL
SERVICES
AGAIN COZ OF
LOYALTY
PROGRAM

100 2.0300 .73106 .07311

One-Sample Test

Test Value = 1

t df Sig. (2-tailed)
Mean

Difference

95% Confidence Interval of
the Difference

Lower Upper

PURCHASE
HOTEL
SERVICES
AGAIN COZ OF
LOYALTY
PROGRAM

14.089 99 .000 1.03000 .8849 1.1751

H2: There is a positive influence of loyalty card programs on repeat purchase

behaviour
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From table 24, one sample t-test was used to understand whether hotel loyalty

programs have a positive influence on repeat purchase behaviour of the customers or

not. From the analysis, it can be seen that the mean observed and expected is 2.03 and

1.03 respectively. This shows the sign of t-value, which is recorded positively at

14.089. The p value is .000, which is less then significant p value of .05. This infers

that the null hypothesis of loyalty programs influencing repeat purchase behaviour of

the customers at hotels is accepted. Hence it can be implied that customers having

loyalty cards of hotels would use it for further purchases.

E. Paired T-Test

H3: Loyalty Program of Travelodge is better than IHG

Table 25

Paired Samples Statistics

Mean N Std. Deviation
Std. Error
Mean

Pair 1 TRAVELODGE
HAS BETTER
LOYALTY
PROGRAM

1.5000 100 .50252 .05025

IHG HAS
BETTER
LOYALTY
PROGRAM

1.4300 100 .49757 .04976

Paired Samples Correlations

N Correlation Sig.
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Pair 1 TRAVELODGEH
AS BETTER
LOYALTY
PROGRAM &
IHG HAS
BETTER
LOYALTY
PROGRAM

100 -.465 .000

Paired Samples Test

Paired Differences

t df Sig. (2-tailed)Mean
Std.
Deviation

Std. Error
Mean

95% Confidence Interval
of the Difference

Lower Upper

Pair 1 TRAVELODG
EHAS
BETTER
LOYALTY
PROGRAM –
IHG HAS
BETTER
LOYALTY
PROGRAM

.07000 .85582 .08558 -.09981 .23981 .818 99 .415

In table 25, paired sample t-test was conducted to analyse whether the loyalty

programs of Travelodge is better or IHG. From the Paired Sample Statistics Box, the

analysis shows that mean for Travelodge loyalty programs is 1.5000 whereas for IHG

loyalty programs is 1.4300. The standard deviation for Travelodge loyalty program

is .502 whereas for IHG, it is 0.497. The number of participants for both is 100. After

analysing the mean values of both the hotels’ loyalty programs, paired sample t-test

was conducted to find out the difference. From the Paired Samples Tests, the Sig. (2-

Tailed) value would tell the researcher whether the mean for the loyalty programs of

two hotels are statistically different or not. Majority of the time, this value would be

considered to as the p-value. In this study, the Sig (2-Tailed) value if .000. In case the
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Sig (2-tailed) value is less or equal to zero, then one can conclude that the difference

between the preference of loyalty programs of the two hotels is not because of change

but likely to be because of the IV manipulation. In this study, the Sig (2-Tailed) value

is .000, which is less then .05. Due to this, it can be concluded that there is a statistical

difference between mean preference/loyalty towards the two hotels’ loyalty programs.

This means that Travelodge hotel’s loyalty program is better than Rewards Club

program of IHG. The reason for this acceptance is that the mean value of Travelodge

was more than that of IHG hotels.

4.3 Findings
The above analysis of literature review, case study and questionnaire has been

discussed in this section. From the analysis of literature review, it is found that guest

satisfaction was to be considered as the overall evaluation of the services by the hotels.

Literature review mostly focused on how customer loyalty programs increase the

satisfaction of the customers however there was less research on its impact on repeat

purchases. While studies have stated that customer satisfaction would result in repeat

purchases but when it comes of loyalty programs’ satisfaction resulting into repeat

purchases, evidence is limited. Hence, the researcher undertook a primary analysis.

From the primary analysis, where case studies of two hotels in UK i.e. Travelodge

and IHG were considered, the effectiveness of loyalty programs of both the hotels

were analyzed. It was found from the analysis that IHG used its Rewards Club loyalty

program to retain the customers. The analysis showed that IHG Rewards Club

program was effective but there were certain shortcomings that did not appeal to the

customers. On the other hand, considering Travelodge UK, it was seen that earlier it

was not the part of Wyndham Rewards program but later on it included this program.

However, there was no impact on the sale of the hotel due to this program because it

was already a recognized budget hotel in the UK and retained customers with its

effective offers. Since this analysis also gave mixed reviews therefore a questionnaire

study was conducted to understand the perception of the customers towards loyalty

programs of these two hotels and whether they would indulge in repeat purchases or

not.

From the primary analysis, a clear difference between the two hotels’ loyalty

programs was seen along with the intention of the customers to purchase the services
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due to these programs. The research was conducted among UK customers of

Travelodge and IHG and all the respondents took part in it. From the demographic

analysis, it was seen that respondents mostly belonged to the middle generation and

middle-income group where their occupation was mostly professionals and business

people. From cross tabulation analysis, it was found that IHG provided easier

registration than Travelodge whereas the range of offers was effective for Travelodge

loyalty programs. Travelodge also offered better understanding of the program than

IHG. Thus, customers chose those loyalty programs that are easy to understand. IHG

offers easy process to redeem the loyalty points than Travelodge. Thus, it can be

stated that customers might choose those loyalty programs where it is easy to redeem

the points. IHG customers would purchase the hotel services again because of these

loyalty programs in comparison to Travelodge cardholders. Thus, it can be assumed

that loyalty programs would increase the purchase intention of the customers, as they

would get better offers and deals.

Considering the hypothesis testing, the entire hypotheses were supported. This

implies that customer having loyalty cards were satisfied with the registration process,

range of offers, easy process to redeem the points and ability to understand the entire

program. In addition, the hypothesis of positive impact of loyalty programs on repeat

purchase behavior was also supported. Besides this, a paired t-test was also calculated

to see whether Travelodge loyalty program is better or IHG. It was found from the

analysis that Travelodge hotel’s loyalty program is better than Rewards Club program

of IHG.
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Chapter 5: Conclusion and Recommendations

5.1 Conclusion
These days, customer loyalty program is a common tool for marketing the brand in

the hotel industry. A comparison of various hotel chain types has shown that there are

many differences between the loyalty programs of the hotels. In addition, it has also

been seen from the study that customer satisfaction in the hotel industry is of utmost

importance. Using hotel loyalty programs, companies are trying to acquire and retain

customers for longer period of time and influencing them to purchase the services

again by offering various offers through the loyalty cards. While the bug hotels in the

UK hotel industry such as IHG have diverse programs comprising of air travel, credit

cards and additional partners, budget hotels with loyalty programs have less diversity.

Nonetheless, they might have good chances for retaining customers and increasing

repeat purchases because of charm and individuality. In luxury and budget hotels,

quality of service is of utmost important in comparison to bonuses or discounts and

loyalty card members can enjoy higher service standards. This would encourage their

repeat purchases.

Considering our findings of the research, it is indicated that there is strong likelihood

for the development of loyalty programs in the hotel industry. In addition, study has

revealed that majority of the respondents have shown positive attitude towards the

hotel loyalty programs. The findings and results have shown that influence of loyalty

programs of hotels would have positive impact on the customer buying behaviour as

well as repeat purchase behaviour. This implies that customers with loyalty cards

would purchase more of hotel services and advertise the hotels through word of

mouth communication.

It is also seen from the findings that two hotels IHG and Travelodge are competing

with each other in the loyalty program segment. While Travelodge has associated

itself with Wyndham Rewards that was ranked as the best loyalty program, IHG is

associated with Rewards Club program, which is ranked at 9th position. While the

case studies show that Travelodge even though is the most recognised hotel in the UK,

it associated itself with the rewards programs to further serve the customers and retain

them from longer period of time. On the other hand, Rewards Club program of IHG

hotels has certain shortcomings but was growing in popularity among the customers.
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This was also corroborated with the questionnaire study where though Travelodge

loyalty program was better than IHG, but the customers having loyalty cards would

indulge in repeat purchases. Hence, the aim and objectives of the study were achieved.

The research also revealed that customers purchasing decision was influenced

because of the loyalty programs in hotels but they were committed to the loyalty

programs that their preferred hotel offered. Regardless of the employment status of

the consumers, they preferred loyalty card programs when considering any hotel

service. This provided them with discounts and free nights and therefore they were

more eager to use these cards. The findings also revealed that hotels should revisit the

enforcement of the loyalty programs in order to have a clear understanding of the

needs and expectations of the customers towards these programs. This is because it

would encourage repeat purchases and retention of customers for a longer period of

time.

5.2 Recommendations
From the conclusion of the study, the following recommendations are made to the

hotel companies when it comes to encouraging repeat purchase behaviour through

loyalty card programs. Hotel management would have to innovate the loyalty

programs that would reflect the shopping and lifestyle of the consumers so as to keep

them loyal towards the brand and create a lifetime customer. In order to reach this

objective, it is recommended that the marketers should keep all types of consumer

loyalty programmes because of their clear influence on the retention of the customers.

This is especially for the case of tier system rewards. It is also recommended that

marketers should keep looking for initiative tools that would differentiate their loyalty

programs from others and attract new customers as well as influence purchasing

behaviour of prevailing ones. Thirdly, it is recommended that marketers should

emphasise upon the balance between the revenues and costs of every distinctive

loyalty program since it is essential for any company to think in an economical

manner.

Besides this, it is also recommended that since the customers vary in terms of

preferences and characteristics, the loyalty programs of the hotels should be

segmented as per the preferences and characteristics of the targeted audience.

Thought this was not considered in the study but could be a focus for future research.
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It is also recommended that hotels should offer loyalty programs that are easy to

redeem and there are numerous benefits associated with it. It means that marketers

should develop such programs that would help the members to convert the points in

discounts, free nights, merchandise or other services. Furthermore, the significance of

diversifying the hotel loyalty programs to attract the customers is recommended.

Lastly, such programs should be developed that would keep the customers attracted,

inform them about the benefits and other offers and have a transparent feedback

system to understand the expectations of the customers.
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Appendix A: Questionnaire
Part 1: Demographics

1. Gender: Male, Female

2. Age – 18-28, 29-38, 39-48, 49-58, 58 above

3. Income – GBP 90- 180, GBP 181- 270, GBP 271 and above

4. Occupation – Business, Professional, Student, Un-employed

Part B: General Questions

5. Are you a frequent traveller to hotels? Yes, No

6. Do you have hotel loyalty cards? Yes, No

7. If yes, which hotel loyalty cards do you have? IHG, Travelodge, Others

8. How frequently do you use loyalty cards? Everytime, frequently, never

9. Reason for having loyalty cards:

Exclusive deals; easily redeemable; can be used in any associated hotel, products, and

services

Part C: Satisfaction with Customer Loyalty Programs

10. You are satisfied with registration of loyalty programs

Strongly agree, agree, neutral, disagree, strongly disagree

11. You are satisfied with the range of offers provided

Strongly agree, agree, neutral, disagree, strongly disagree

12. You are able to understand the customer loyalty program

Strongly agree, agree, neutral, disagree, strongly disagree

13. You can easily redeem the points

Strongly agree, agree, neutral, disagree, strongly disagree
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14. You would like to purchase the hotel services again due to customer loyalty

program

Strongly agree, agree, neutral, disagree, strongly disagree

15. Travelodge Wyndham Rewards is better than IGH Rewards Club

Yes, No
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