N. A. Horozhankina, M. V. Korneyev, H. V. Shcholokova, D. Ye. Dovhopolyi

UDC 3384
DOI https://doi.org/10.32782/2521-6643-2025-1-69.34

Horozhankina N. A., Ph.D. in Geography, Associate Professor
Department of International Tourism and Hotel and Restaurant
Business

University of Customs and Finance

ORCID: 0000-0003-2773-8630

Korneyev M. V., Doctor of Economics, Professor,
Dean of the Faculty of Innovative Technologies
University of Customs and Finance

ORCID: 0000-0002-4005-5335

Shcholokova H. V., Ph.D. in Political Sciences, Associate Professor
Department of International Tourism and Hotel

and Restaurant Business

University of Customs and Finance

ORCID: 0000-0001-9396-9184

Dovhopolyi D. Ye., University of Customs and Finance
ORCID: 0009-0003-9789-1013

CONSUMER LOYALTY PROGRAMS IN THE WORLD’S LARGEST HOTEL CHAINS

Types of consumer loyalty programs are considered depending on the number of participants, benefits, presence (absence)
of entry barriers for participants. By increasing customer loyalty, hotels partially abandon the idea of maximizing revenue at the
expense of customers, setting prices acceptable to them.

Consumer loyalty programs among well-known international hotel chains were analyzed, their pros and cons were
highlighted. It was found that one of the attractive aspects of the Marriott Bonvoy loyalty program is the opportunity to stay
for the fifth night for free, customers can transfer points to 40 partner airlines and have the opportunity to upgrade their room
category and take advantage of the benefits of the executive lounge, consumer incentives include converting points into retail gift
certificates, cruises, car rentals, tickets to concerts and sporting events. As of the beginning of 2023, the Marriott Rewards loyalty
program covered more than 192 million regular customers. In addition, there is an incentive program, within the framework of
which points are accrued for special events and banquets held in hotels according to a special scheme.

Hilton is offering a fifth night free. To use this opportunity, guests must have Hilton Silver elite status, which entitles them
to room upgrades, free breakfast, and additional points. The hotel chain has become a leader in terms of development, with its
membership growing by 110% between 2018 and 2023, reaching a total of 173 million members.

Hyatt offers numerous benefits within its loyalty program, including free breakfasts, waivers of resort fees and parking
fees on award nights, and guaranteed room upgrades. Hyatt has more than 48 million loyal members.

Wyndham Rewards partners with Caesars Rewards from Caesars Entertainment. This allows all members to combine
their accounts and earn and redeem points at Caesars properties; while elite members can earn corresponding status. As of
September 2023, Wyndham had 105 million members (up 78% from 2018).

In terms of earning points, Choice has two credit cards developed in cooperation with other companies. As of September
2023, Choice Hotels had 60 million members (up 54% from 2018).

The Accor hotel chain contains many elite and luxurious offers. Points in the ALL program are divided into four levels of
privileges. Using all the benefits of the loyalty program, it is possible to exchange the collected points for taxi rides, car rentals
and rail travel. As of June 2023, Accor had 89 million members, which is 40% more than in 2019.

Among the types of consumer loyalty programs that are actively used by international hotel chains, the following are
highlighted: rewards, special prices, free services, partner programs.

Key words: customer loyalty, consumer loyalty programs, hotel, hotel chain, hotel service, hotel room, international hotel
chains.

TI'oposrcankina H. A., Kopueese M. B., Il[onokosa I. B., /loszononui /. €. Ilpocpamu cnoxcuguoi noanvnocmi y
HAROLbWUX 20MEbHUX MePeHCcax Ceimy

Pozensanymo munonoeito npoepam cnojcuguoi 10A1bHOCMI Y HAUOLIbWUX 20METbHUX MePedlcax Ceimy 8 3aNedlCHOCHII 8i0
KLIbKOCMI YUACHUKIS, nepesae, HAseHOCmi (8i0cymuocmi) écmynnux 6ap'epie ona yuacnuxie. ITiosuwyrouu 10sSabHicmy KicH-
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mie, 20MenbHi Mepexci YacmKo8o 8IOMOBIAMbCA i0 i0el Makcumizayii 0oxodie 3a paxyHoK KIIEHMIB, 6CHAHOBTIOUU NPU-
uHAmHi Ona nux yinu. [Ipoananizo8ano npoepamu cnoxXcuguoi 10AIbHOCI ceped 8I00MUX MIHCHAPOOHUX 20METbHUX TAHYIOZIS,
8udineHo ix nepesazu ma HeQONIKU.

Bcmanosneno, wo oouieio 3 npugabausux cmopin npozpamu nosisHocmi Marriott Bonvoy € moocaugicmos be3kowimos-
HO20 NPOJICUBAHHSL HA 1 AMY HiY, NPU YbOMY KIICHMU MOJICYMb REPesooumu 6anu 00 agiakoMnaniti-napmuepie ma Maronib 3Mo2y
NOKpauysamu Kameaopiro Homepa.

IIpoepama noanenocmi Hilton dapye n’amy uiu npoocuganna besxouwmosgro. Llo6 ckopucmamucs yicto moocnugicmio,
KieHmu nogunui mamu enimuui cmamyc Hilton Silver, axuil 0ae npago na nokpawenns xamezopii Homepy, 6e3KOWmosHuUlL
cHioanok ma 000amxogi banu.

Mixcnapoona eomenvna mepexca Hyatt Hotels Corporation npononye yuciieHui nepesazu 8 Mexcax Ce0€i npospamu
JIOSIHOCHI, KII0YAI0UY De3KOUMOBHT CHIOAHKY, CKACYBAHHS KYPOPMHUX 300pi6 ma naamu 3a NapKy8anHs nio 4ac 6uHazopoo-
HUX HOYell, a MAKoC 2apanmosare nioBulLeHHs Kame2opii Homepis.

Wyndham Rewards mae napmuepcoki gionocunu 3 Caesars Rewards 6io Caesars Entertainment. Lle 0ae 3moey 8cim yuac-
HUKam 00 eOnamu c6oi 00niKosi 3anucu 1 ompumyeamu ma guxopucmosysamu banu y 3axradax Caesars; 600HOYAC YYACHUKY
eNiMmHO20 PIBHA MONCYIb OMPUMAmMU 8I0N0GIOHUL CHANYC.

1I]odo moocnusocmi 3apobimky banie, Choice Mae 08i KpeOumui Kapmku, po3pooieHi y CRignpayi 3 IHuuMu KOMIAHISMU.

TomenvHa mepesxca Accor micmums Oezniy enimuux ma poskiunux nponosuyil. banu ¢ npoepami ALL posnodineni
Ha womupu pieni npusineis. Bukopucmogyouu 6ci hepeeazu npospamu J0AIbHOCH, MOXNCIUBO 0OMiHI08amu 3i0pani banu Ha
NOI30KU Y MAKCI, OpeHdy asmomooinie ma nooopoxci 3atizHuyero.

Ceped munig npozpam CRO’CUBHOT NOATLHOCTI, SIKI AKIMUBHO BUKOPUCTOBYIOMbCA MIJICHAPOOHUMY 20METbHUMU Mepe-
aHcamil, BUOLIEHO HACMYNHI. BUHALOPOOU, CReYiabHI YiHu, Oe3KOUWIMOBHI NOCTYel, NAPMHEPCHKI NPOSPAMU.

Kito4oBi crioBa: osnbHicme KIi€Hmis, npoepamu CROJUCUBUOT OATbHOCHI, 20melb, 20MeNbHUll 1aHYloe, 20MmelbHd
nocyed, 20menbHull Homep, MIJNCHAPOOHI 20MeTbHI MepPediCi.

Problem statement. Customer loyalty programs are designed to keep customers interested and intrigued for
the longest possible period. Therefore, it is not easy to distinguish one from the others. Most hotel programs are
rewards programs — they are multifaceted schemes that depend on a variety of factors, such as the number of prop-
erties, bonuses for intermediate stages, points validity, transition nights, free stays, etc.

The growing interest of many hotel companies in increasing customer loyalty is not only due to the fierce
competition for customers among hotels, but also to this feature of the modern hotel market.

Loyalty programs ensure that consumers receive benefits when making repeat purchases from a company.
This does not include one-off promotions, as such programs are aimed at encouraging consumers to stay in regular
contact with a business over a long period of time.

In addition to stimulating demand for a company’s products or services, loyalty programs also create value for
customers. The customer can evaluate the program’s usefulness at two stages (when points are accrued and when
they are used).

Analysis of recent research and publications. The works of T.M. Baidak, V.O. Bolotova, M.H. Boiko,
O.B. Hirna, L.I. Haieva, O.Ya. Kobyliukh, K.V. Hurdzhyian, O.V. Zhehus, O.V. Illiashenko, O.V. Zozulov,
M.M. Ivannikova, L.O. Ivanova, O.M. Muzyka, N.V. Kuzmynchuk, T.M. Kutsenko, O.Yu. Terovanesova, M.P. Mal-
ska, I.H. Pandiak, Yu.S. Zanko and others were the theoretical and methodological basis of the study.

The goal of the article is to study consumer loyalty programs in the world’s largest hotel chains.

Presentation of the main material. The hospitality sector tends to use various loyalty programs to obtain
rewards, accumulate points, create exclusive clubs and establish partnerships with businesses working in other
hospitality-related industries. Consumer loyalty is a conscious choice of a particular company among alternatives.
Loyal customers are ready to bear additional costs (e.g., paying a higher room rate, spending extra time traveling,
waiting for inconvenient check-in or check-out times, etc.) if they know that a particular hotel offers the hotel prod-
uct or service they need most [1-9].

Currently, many loyalty programs can be divided into the following types depending on the number of partic-
ipants and the benefits they receive: by number of participants (partnership; own), by benefits received by the buyer
(programs related to the following material benefits; programs related to obtaining various kinds of privileges), by
the presence (absence) of entry barriers or conditions for loyalty program participants (open; closed) [10].

However, it should be noted that by increasing consumer loyalty, hotels partially abandon the idea of maxi-
mizing revenue at the expense of customers by setting prices that are acceptable to them [10].

Customers participating in loyalty programs are entitled to additional discounts and more favorable accom-
modation conditions. Meanwhile, if a hotel customer is forced to buy a room at another competitor hotel for some
reason, this does not have any negative consequences for them. The only possible consequence is that in the case of
an accumulative program, the transition to the next level of the loyalty program is somewhat slower (i.e. there are
no direct losses, only a loss of profit).

In other words, loyalty is not a one-way relationship (customer and hotel), but a two-way relationship (it
means that the client is loyal to the hotel, and the hotel, in turn, is loyal to the client). Thus, loyalty programs are a
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system of long-term relationships between customers and companies, in which both parties agree that immediate
benefits can be reduced for the sake of future long-term cooperation [10].

There is no one hotel consumer loyalty program which is ideal for every traveler. Some programs offer more
flexibility and prioritize earning points for free nights, while others emphasize special member-only privileges such
as free Wi-Fi access or upgrading the room category.

So let’s take a look at consumer loyalty programs among well-known international hotel chains.

According to the latest international estimates, Marriott, Hilton, Hyatt, Wyndham, Choice, Accor are consid-
ered to be the most well-known and attractive loyalty programs.

The Marriott hotel chain includes more than 30 brands and almost 8,700 properties in 139 countries and
regions. One of the attractive aspects of the Marriott Bonvoy loyalty program is the possibility of a free fifth night
stay. It’s about the guest getting the night at the lowest price, spending zero points, if he or she books five bonus
nights in a row [1].

Another advantage is that Marriott Bonvoy members can transfer points to 40 partner airlines (including
Alaska Airlines Mileage Plan and Asiana Club). In addition, guests can upgrade their room category and enjoy the
benefits of the executive lounge.

In addition, consumer rewards programs provide for the conversion of points into retail gift certificates, cruise
trips, car rentals, tickets to concerts and sporting events [2].

The Marriott Bonvoy rewards programs provide for the use of points for stays at partner hotels, including
payment for SPA treatments and restaurant visits [9]. Members have the opportunity to earn points for excursions,
tour packages and transport services by booking them through Marriott or their travel partners, such as Uber. Addi-
tionally, members can increase their points by making everyday purchases with any Marriott Bonvoy credit card.

The pros and cons of the Marriott hotel chain’s consumer loyalty programs are presented in Table 1.

Table 1
The pros and cons of the Marriott hotel chain’s consumer loyalty programs
Pros Cons
More than 7,000 participating hotels. Suite Night Awards cannot be used for partial payment of
accommodation.
Properties in more than 130 countries and located in cities, | Rooms in high-end hotels are worth a lot of points.
beaches, small towns, etc.
Rewards can be used for hotel stays, flights, car rentals, The highest level of Marriott Bonvoy membership is more
cruises, and vacation vouchers. difficult to achieve than the highest level in the Hilton
Honors and World of Hyatt programs.

Source: created by the authors based on [3]

By the beginning of 2023, the Marriott Rewards loyalty program had more than 192 million regular members. The
incentive system, which awards points for organizing certain events and banquets at hotels under special arrangements,
is popular with customers. The program is not limited in time. The points earned can be used to pay for cruises, resort
stays, car rentals and other services. Most clients actively use the benefits of the program, accumulating points for using
various services, but some avoid joining the club, fearing frequent newsletters and messages from the hotel [8].

Hilton is a hotel chain which has more than 1.1 million rooms in approximately 7,400 hotels located in
124 countries and territories. Also, it should be noted that Hilton has partnered with Amex Membership Rewards to
allow the transfer of accumulated points. For every Amex point transferred, the customer receives 2 Hilton points.

The hotel giant also has four co-branded credit cards, all issued by American Express. Holders of these Amer-
ican Express cards automatically earn Hilton Honors Gold status as long as their card account remains active.

Hilton also gives the fifth night of stay for free. To take advantage of this opportunity, customers must have
Hilton Silver elite status, which entitles them to upgrade the room category, free breakfast and additional points.

The pros and cons of the Hilton hotel chain’s consumer loyalty programs are presented in Table 2.

Table 2
The pros and cons of the Hilton hotel chain’s consumer loyalty programs
Pros Cons

There are no blackout dates when using points to book a | Bonus points do not count toward gaining elite status.
room.
More than 7,000 hotels and resorts around the world Members cannot earn hotel points and air travel for the
participate in consumer loyalty programs. same stay.
Resort fees are waived for all premium seats booked with | Free nights at top-tier hotels require a lot of points.
points.

Source: created by the authors based on [1]

290 ISSN 2521-6643 Cucremu ta TexHonorii, Ne 1 (69), 2025



This hotel chain has become a leader in terms of development: in 2018-2023, the number of its members
increased by 110%, reaching a total of 173 million people.

More than 1,200 hotels have joined the consumer loyalty program of World of Hyatt in more than 70 coun-
tries. Hyatt owns hotels exclusively in attractive resort areas and major cities.

Hyatt offers numerous benefits within its loyalty program, including free breakfasts, waived resort fees and

parking fees during reward nights, and guaranteed upgrade of the room category [4].
Hyatt recommends using both personal and business credit cards to earn points, which is a highly effective solution.
Hyatt has more than 48 million loyal members.
The pros and cons of the Hyatt hotel chain’s consumer loyalty programs are presented in Table 3.

Table 3
The pros and cons of the Hyatt hotel chain’s consumer loyalty programs
Pros Cons
Free nights in standard rooms start at 3,500 points per Some elite membership benefits are not available at some
night. hotels.
It is possible to earn and use points at hotels with different | Free nights bonuses are only available for standard rooms
prices and styles. if the hotel has available rooms at the standard rate.
Elite members of the World of Hyatt and American Rooms in the highest category of facilities are worth a lot
Airlines Advantage programs can earn points and miles of points.
for stays and flights at the same time.

Source: created by the authors based on [5]

Wyndham unites more than 9,000 hotels under 24 brands in 95 countries of the world, including some upscale
hotels, but most of them are budget hotels.

Wyndham’s economy brands, such as Super 8, Days Inn and Microtel, operate in regions where Hyatt or
Marriott are not present.

Wyndham Rewards has a partnership with Caesars Rewards from Caesars Entertainment. This allows all
members to combine their accounts and earn and use points at Caesars properties; at the same time, participants of
the elite level can receive the appropriate status.

Additionally, customers can earn extra points on hotel services and daily purchases if they hold one of the
three Visa Wyndham Rewards Earner credit cards.

The points earned can be used to pay for hotel stays, renting a home for a vacation, airline tickets, excursions
and events, and to purchase gift cards and retail goods.

The pros and cons of the Wyndham hotel chain’s consumer loyalty programs are presented in Table 4.

Table 4
The pros and cons of the Wyndham hotel chain’s consumer loyalty programs
Pros Cons
More than 8,000 facilities around the world. It can take six to eight weeks to process partner rewards.
Qualifying nights can be postponed to the next year, The brand has a limited number of high-quality properties.
which will make it easier to obtain a higher status.
The free all-inclusive stay at the hotel includes meals, Membership bonuses are minimal until you achieve
drinks, and amenities for two guests. diamond status.

Source: created by the authors based on [4]

As of September 2023, Wyndham had 105 million members (an increase of 78% compared to 2018) [8].

Choice takes an honorable third place by amount of real estate after such international hotel chains as Wyn-
dham and Marriott.

From time to time, the brand organizes promotions that allow you to accumulate points for a free night by
fulfilling not very difficult conditions.

On the possibility of earning points, Choice has two credit cards developed in cooperation with other compa-
nies. Unfortunately, having Choice Privileges elite status doesn’t come with any noticeable benefits. There is limited
availability of superior rooms, and only a few brands offer free breakfast for top-tier elite program members.

The pros and cons of the Choice hotel chain’s consumer loyalty programs are presented in Table 5.

As of September 2023, Choice Hotels had 60 million members (an increase of 54% compared to 2018) [8].

Accor has a wide portfolio of hotel brands (there are more than 40), which includes many upscale and luxury
offers. Points in the ALL — Accor Live Limitless program are recognized as one of the most profitable rewards.
Members can use them after accumulating 2,000 points or more to reduce the cost of their hotel bill by €40 (or the

equivalent in another currency).
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Table 5
The pros and cons of the Choice hotel chain’s consumer loyalty programs
Pros Cons

More than 7,400 participating hotels. Free nights at Preferred Hotels & Resorts properties can
be booked only by calling the Choice service center.

When staying in budget hotels, you can get free nights in | The points required for reward nights vary greatly

top-tier hotels. depending on the property.
Members can earn points for hotel stays, car rentals, cruise | Points can only be used at a limited number of hotels in
vacations, eating in restaurants, and more. the collection.

Source: created by the authors based on [1]

Most of Accor’s hotels are concentrated in such regions of the world as Europe and Asia. The hotel chain does
not offer its customers a compatible credit card to quickly accumulate points in the loyalty program.

The ALL program has four levels of privileges. The highest, Diamond, provides free breakfast on weekends
(or daily in the Asia Pacific region), upgrading the room category and access to the executive lounge. Additional
bonuses include, for example, free use of bicycles at Fairmont hotels.

Taking full advantage of the loyalty program, collected points can be exchanged for taxi rides, car hire and rail
travel, due to Accor’s cooperation with Europcar, Hertz and Eurostar.

The pros and cons of the Accor hotel chain’s consumer loyalty program are presented in Table 6.

Table 6
The pros and cons of the Accor hotel chain’s consumer loyalty program
Pros Cons

Members can earn and exchange points at more than Points expire after 12 months of account inactivity.
4,200 participating hotels worldwide.
Program members can use a combination of points and A limited number of hotels in the USA.
cash to pay for hotel stays.
Other travel and hotel services, including flights, car It can be confusing to calculate the points-to-euros ratio to
rentals, restaurants, and SPA treatments, will earn points. | get a free night.

Source: created by the authors based on [1].

As of June 2023, Accor had 89 million members, which is 40% more than in 2019.

The relatively low growth rate can be attributed to three factors: delayed investments, slower development of
joint credit card programs and a lower density of presence in many markets.

Some studies demonstrate that loyalty program commissions as a percentage of total spend are still generally
lower than commissions of online travel agencies, which can range from 11% to 30%. But if you run an economy
class hotel in a non-entertainment location, you may have more to contribute to the loyalty program than you get
from the guests who earn rewards.

It can be noted that each customer’s loyalty to the company and its services or products goes through different
stages, but the main task of a hotel business is to create truly loyal customers. Truly loyal customers are regular
buyers who purchase a wide assortment of the company’s products, attract other customers and do not respond to
competitors’ offers.

Conclusions from this study and prospects for further research in this area. To summarise, the main
recommendations for achieving the goal of our study are as follows. Among the types of loyalty programs, which
are actively used by international hotel chains, the following can be distinguished: rewards — earning points for
purchasing hotel services, the points earned can be used to pay for goods or hotel services; special prices — using dis-
counts when hotels have various offers, discount programs motivate customers to make additional purchases; free
services, which aim to develop relationships with hotel services consumers and encourage customers to purchase
new services by offering some products within the same brand free of charge; partner programs — customers have
possibility to receive rewards for purchasing products from partners.
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