
Jessica Robertson, Sandra Rowbottom
Contact: hclark@niagaracollege.ca

Acknowledgements
�‡Dr. Heather Clark, Interview Participants, Peers and Classmates

Conclusion

Aim

Determine what makes hotel guests 
satisfied and loyal to an establishment 
according to hospitality management? 

Objectives

Determine whether or not hospitality 
management has seen an increase in 
loyalty after implementing consumer 
loyalty programs and technology.

Determine whether management 
members believe their establishment 
should continue to implement these 
strategies. 

Introduction

�‡Many industries including hospitality, 
airline, retail, gasoline stations, grocery 
stores and merchandisers are continuously 
looking for ways to improve consumer 
satisfaction. 

�‡The hotel and restaurant industries in 
particular rely on consumer satisfaction in 
order to increase loyalty and profit as well as 
repeat guests. 

�‡Loyalty programs and self service 
technologies have become a major area of 
research due to their high level of consumer 
usage. 

�‡This research study examines what makes 
hotel guests satisfied and loyal to an 
establishment based on the perception of 
management. 

Method

Design: Qualitative Research 
Design

�‡Allowed the opportunity to interview 
hotel management in order to collect in 
depth information about their views on 
loyalty programs and technology 

�‡Allowed the opportunity to collect 
�L�Q�I�R�U�P�D�W�L�R�Q���D�E�R�X�W���K�R�W�H�O���P�D�Q�D�J�H�P�H�Q�W�¶�V��
opinions on the effects that loyalty 
programs and technology have on 
consumer satisfaction, loyalty and 
profit at their hotel establishment

Study Participants

�‡Non-probability sampling

�‡Five hotel and restaurant management 
members

�‡Selection bias 

Instrumentation 

�‡In depth interviews

�‡Most accurate data and variety of 
information 

Implications and Limitations 

�‡Will Provide theories about consumer 
satisfaction

�‡Will not provide suggestions for 
hospitality operators

Results

Key Findings:

�‡Guest treatment, remembering repeat 
guests, using their name and remembering 
conversations or occasions from the past will 
help to increase satisfaction and loyalty.

�‡Loyalty programs do not necessarily 
increase satisfaction and loyalty. It depends 
on what rewards are offered and how long it 
takes to accumulate points. For example,

I feel that loyalty programs increase 
satisfaction a little more than it does 
loyalty. A person will feel they got a little 
more for their money if, say, they are 
collecting points towards rewards by using 
your services.However, how many 
�G�L�I�I�H�U�H�Q�W���µ�S�R�L�Q�W�V���F�D�U�G�V�¶does that same 
person carry in their wallet or purse?

�‡Technology can improve guest experience 
depending on the type of technology �±new 
chip card machines create issues for people 
to pay and it embarrasses guests.Self check 
�±in can increase satisfaction �±to have one 
or two kiosks off to the side, but not only 
technology,always offer human resources 
not just technology.

I feel that technology does improve guest 
experience.We now live in an online 
society.We no longer call to make a 
dinner reservation; we go online and do 
it. People do not read a newspaper as 
much anymore because they get the news 
sent directly to their blackberry.

Recommendations to Managers

�‡Ensure your loyalty program offers value for 
members before spending financial and human 
resources.

�‡Stay updated with technological advancements 
but do not rely solely on technology to satisfy 
guests.

�‡Stay competitive and ensure that your product is 
valuable and beneficial.

Consumer Loyalty Programs and 
Technology in the Hospitality Industry

�‡Ensuring that an �H�V�W�D�E�O�L�V�K�P�H�Q�W�¶�V��product 
quality and service quality are high is what 
makes a guest satisfied and loyal.

�‡Consumer loyalty programs as well as 
implementing new technology will assist in 
increasing a �J�X�H�V�W�¶�V��perceived value which will 
increase satisfaction, but these methods alone 
will not create loyalty.

�‡Overall, management agreed that regardless of 
cost, these methods are necessary to have in 
place in order to increase satisfaction, perceived 
value, and to meet changing demands and 
expectations. 

�‡In order to increase loyalty by these two 
methods, the reward or benefit to the consumer 
must be significant and must be easily 
achievable. 


