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Abstract 
This qualitative study investigates the role of loyalty programs in enhancing customer retention within the hospitality sector, focusing on Rumah Jawa Syariah Guest House as a case study. The research aims to uncover how loyalty initiatives influence guests’ decisions to return and maintain long-term engagement. Using in-depth interviews with guests and management, complemented by direct observations and document analysis, the study explores the experiences, perceptions, and motivations that shape customer loyalty. Findings indicate that loyalty programs significantly contribute to emotional attachment and overall satisfaction, which in turn foster higher retention rates. Key elements that enhance program effectiveness include personalized rewards, clear and consistent communication, attentive service quality, and the sense of being valued by the guest house. The study also reveals that guests respond positively when loyalty programs emphasize meaningful engagement rather than solely material incentives, highlighting the importance of relationship-centered strategies. These insights provide practical guidance for hospitality managers seeking to design loyalty initiatives that cultivate authentic connections with customers while sustaining competitive advantage. On a theoretical level, the research emphasizes the relevance of a human-centered approach to loyalty management, demonstrating that qualitative methods are essential for capturing the nuanced dynamics of consumer behavior in the context of Sharia-compliant hospitality. The study contributes to both academic understanding and managerial practice by bridging customer experience, loyalty program design, and retention strategies in small-scale hospitality settings.
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1. Introduction 

[bookmark: _Hlk67818193]In recent years, the hospitality sector has witnessed substantial growth and diversification, driven by increasing global travel, digitalization, and evolving customer expectations (Kotler & Keller, 2016; Lovelock & Wirtz, 2017). Within this competitive environment, small-scale accommodations, such as guest houses, face unique challenges in maintaining customer loyalty and ensuring sustainable revenue streams. While attracting new customers remains an essential aspect of business growth, the cost-effectiveness and long-term benefits of customer retention have been widely acknowledged (Griffin, 2005; Suhartanto, 2016). Retained customers not only contribute to repeat revenue but also become advocates for the brand through positive word-of-mouth, which is particularly influential in culturally or ethically oriented hospitality contexts. Loyalty programs have emerged as a prominent strategy to enhance retention. These programs encompass a range of incentives, from point-based systems, discounts, and exclusive privileges to personalized experiences tailored to individual customer preferences (Wijaya, 2005; Raman et al., 2022). Beyond transactional benefits, loyalty programs aim to cultivate emotional attachment and trust, fostering long-term relationships between customers and service providers (Hennig-Thurau et al., 2001; Berry, Zeithaml, & Parasuraman, 2002). In the context of Sharia-compliant accommodations, such as Rumah Jawa Syariah Guest House, loyalty programs are not merely a marketing tool but also reflect ethical and cultural values, emphasizing fairness, transparency, and customer-centered service. Integrating such values can enhance customer satisfaction while aligning with the principles of Islamic hospitality (Abdullah & Toyib, 2018; Febrianto & Damayanti, 2021). Despite their widespread adoption, there remains limited understanding of how loyalty programs operate in small, culturally specific hospitality contexts. Most existing research has been conducted in large hotel chains or global resorts, often relying on quantitative approaches that prioritize behavioral metrics over nuanced customer experiences (Tsai & Wang, 2016; Wijaya, 2005). Qualitative insights are essential to capture 
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the subjective perceptions, emotions, and motivations of guests, particularly when service delivery is intertwined with ethical and cultural considerations (Creswell, 2018; Denzin & Lincoln, 2011).
1.1. Brief Literature Review of Related Research
Loyalty Programs and Customer Retention
The link between loyalty programs and customer retention has been extensively explored across industries. Griffin (2005) emphasized that well-designed loyalty programs encourage repeat purchases and enhance long-term engagement by rewarding consistent patronage. Similarly, Hennig-Thurau et al. (2001) argued that emotional engagement mediated through loyalty initiatives often leads to stronger brand attachment, advocacy, and repeat visits. In hospitality, loyalty programs influence not only repurchase intentions but also perceived service quality and overall satisfaction, which serve as mediators for customer retention (Suhartanto, 2016; Joviando & Kurniawati, 2022). Several scholars have highlighted the importance of personalization and customer-centered approaches in loyalty programs. Tailored incentives, recognition of individual preferences, and meaningful engagement foster trust and emotional bonds between customers and service providers (Kim & Kim, 2009; Buttle & Maklan, 2021). Berry, Zeithaml, and Parasuraman (2002) further emphasized that service quality and relational interactions are critical for sustaining loyalty, suggesting that loyalty programs must integrate both tangible and intangible benefits.
Service Quality, Customer Satisfaction, and Retention
Service quality is a fundamental determinant of customer retention and loyalty (Parasuraman, Zeithaml, & Berry, 1985; Zeithaml, Berry, & Parasuraman, 2018). Studies in both hospitality and education contexts indicate that high service quality enhances satisfaction, trust, and loyalty (Ali et al., 2016; Lee & Hwan, 2019). In Sharia-compliant hospitality, ethical service delivery and culturally aligned practices further reinforce customer satisfaction and loyalty (Abdullah & Toyib, 2018; Febrianto & Damayanti, 2021). The integration of customer relationship management (CRM) with service quality has been identified as a key strategy for retaining customers (Al-Shbiel & Ahmad, 2018; Gupta & Singh, 2022). CRM systems facilitate personalized interactions, track customer preferences, and support loyalty program management, contributing to a more engaging and meaningful customer experience. Rachman et al. (2023) and Raman et al. (2022) further assert that combining CRM and loyalty initiatives enhances retention by fostering trust, perceived value, and relational commitment.
1.2. Gap Analysis
While existing studies provide substantial evidence of the effectiveness of loyalty programs and service quality in customer retention, notable gaps remain: Contextual Gap: Most research has focused on large hotels or international chains, leaving small-scale, culturally specific accommodations underexplored (Wijaya, 2005). The dynamics of customer loyalty in Sharia-compliant guest houses, where ethical and cultural values intersect with service delivery, are insufficiently understood.
Methodological Gap: Quantitative surveys dominate the literature, emphasizing behavioral metrics such as repeat visits and reward redemption rates. Qualitative studies exploring subjective experiences, emotions, and motivations of guests remain scarce (Creswell, 2018; Moleong, 2017).
Theoretical Gap: Existing models often overlook the integration of cultural, ethical, and relational dimensions in loyalty programs, particularly within Sharia-compliant hospitality. This omission limits understanding of how values-driven services influence retention (Abdullah & Toyib, 2018; Febrianto & Damayanti, 2021).
1.3. State-of-the-Art and Novelty
This research advances the field by adopting a qualitative approach to explore loyalty programs in a small-scale, Sharia-compliant guest house. By emphasizing human-centered experiences, emotional engagement, and cultural alignment, the study captures nuanced mechanisms that drive customer retention beyond transactional interactions. The novelty lies in: Investigating ethically and culturally aligned loyalty programs in the context of Islamic hospitality. Utilizing qualitative methods to explore customer perceptions, motivations, and lived experiences. Bridging theoretical frameworks of CRM, service quality, and loyalty programs with cultural and ethical considerations, offering both academic and managerial insights.
1.4. The Reason for This Research
This study is motivated by the need to address gaps in the existing literature regarding small-scale, culturally specific hospitality contexts. Rumah Jawa Syariah Guest House presents a unique environment where service delivery integrates Sharia principles, offering opportunities to examine how loyalty programs influence retention when ethical, cultural, and emotional factors are central. Understanding guest experiences and perceptions provides actionable insights for managers seeking to enhance loyalty and retention. Moreover, a qualitative exploration contributes to theory development by highlighting relational, emotional, and cultural dimensions often overlooked in conventional research (Finlay, 2002; Van Maanen, 2011). The study thereby serves both practical and theoretical purposes, informing service design while enriching academic understanding of loyalty in ethically grounded hospitality.
1.5. Research Questions and Purpose
The primary objective of this study is to explore how loyalty programs influence customer retention at Rumah Jawa Syariah Guest House. Specifically, it aims to answer the following questions: How do guests perceive and experience loyalty programs at Rumah Jawa Syariah Guest House? What aspects of loyalty programs most significantly contribute to repeat visits and long-term engagement? How do ethical, cultural, and relational factors shape guests’ participation in loyalty initiatives? By addressing these questions, the study seeks to contribute to knowledge on loyalty program design, customer relationship management, and service quality in small, culturally specific hospitality contexts, offering insights that are both academically rigorous and practically relevant.
2. Research Methods
2.1. Research Design
This study adopts a qualitative research design, focusing on understanding the subjective experiences and perceptions of guests participating in loyalty programs at Rumah Jawa Syariah Guest House. A qualitative approach is chosen due to its capacity to capture rich, contextual, and nuanced data that cannot be fully understood through quantitative methods alone (Creswell, 2018; Denzin & Lincoln, 2011). The research emphasizes human-centered understanding, seeking to explore how loyalty programs influence emotional attachment, trust, and long-term retention in the context of Sharia-compliant hospitality. The study is grounded in constructivist and interpretivist paradigms, which assert that knowledge is socially constructed and context-dependent (Lincoln & Guba, 1985; Lincoln & Guba, 2020). This approach aligns with the study’s aim to explore the meanings, motivations, and lived experiences of guests, rather than merely measuring behaviors or transactional outcomes (Husserl, 1970; Finlay, 2002). Furthermore, the study draws upon theories of customer loyalty, service quality, and CRM, integrating them within the ethical and cultural context of Sharia-compliant hospitality (Griffin, 2005; Berry, Zeithaml, & Parasuraman, 2002; Raman et al., 2022).
2.2. Research Setting and Participants
The research is conducted at Rumah Jawa Syariah Guest House, a small-scale accommodation that adheres to Islamic values and principles in its service delivery. This setting provides a unique context to study loyalty programs in a culturally grounded environment, where ethical service practices and customer-centered approaches are integral (Abdullah & Toyib, 2018; Febrianto & Damayanti, 2021). Participants are purposively selected using criterion sampling, ensuring that all interviewees have experienced or participated in the guest house’s loyalty programs (Moleong, 2017; Sugiyono, 2019). The sample includes guests of diverse demographic backgrounds, as well as management staff responsible for implementing loyalty initiatives, to provide a comprehensive understanding of both customer and organizational perspectives (Kvale, 1996; Creswell, 2018). The inclusion criteria for guest participants include: Having stayed at the guest house at least twice within the past year. Having participated in the loyalty program at last once. Willingness to provide detailed reflections on their experiences. For management participants, criteria include: Direct involvement in loyalty program design or execution. Knowledge of customer engagement strategies and program evaluation. A total of 15–20 participants are planned, which is deemed sufficient to achieve data saturation, where no new themes emerge (Miles, Huberman, & Saldaña, 2014; Van Maanen, 2011).
2.3. Data Collection Methods
2.3.1 In-depth Interviews
Semi-structured interviews are the primary data collection method, allowing participants to express their experiences, feelings, and perceptions in their own words (Kvale, 1996; Creswell, 2018). Interviews are conducted face-to-face when possible, or via secure online platforms when necessary. An interview guide is developed, covering topics such as: Motivations for participating in loyalty programs. Perceptions of rewards, personalization, and service quality. Emotional and relational aspects influencing return behavior. Suggestions for improvement of loyalty initiatives. Interviews are audio-recorded with participants’ consent and transcribed verbatim for subsequent analysis (Lincoln & Guba, 1985; Moleong, 2017). Each interview lasts approximately 45–60 minutes, providing rich narratives and detailed insights.
2.3.2 Observations
Non-participant observation is employed to complement interview data and capture real-time interactions between staff and guests within the loyalty program context (Finlay, 2002; Van Maanen, 2011). Observations focus on: Customer engagement during loyalty program activities. Staff responsiveness and service quality delivery. Environmental and cultural cues reinforcing ethical service practices. Detailed field notes are taken, emphasizing observable behaviors, communication patterns, and contextual factors that may influence guest perceptions and retention (Giddens, 1984; Ling & Yen, 2021).
2.3.3 Document Analysis
Relevant organizational documents are analyzed to triangulate findings and understand program design and evaluation mechanisms. These include: Loyalty program manuals and guidelines. Records of guest participation and rewards redemption. Marketing and communication materials related to the loyalty program. Document analysis provides additional context and supports the reliability and validity of the qualitative findings (Miles, Huberman, & Saldaña, 2014; Creswell, 2018).
2.4. Data Analysis Techniques
2.4.1 Thematic Analysis
Data are analyzed using thematic analysis, a systematic method for identifying, analyzing, and reporting patterns or themes within qualitative data (Braun & Clarke, 2006, cited in Creswell, 2018). The process follows six stages: Familiarization: Reading and re-reading transcripts and field notes to immerse in the data. Generating initial codes: Highlighting significant statements, phrases, or experiences relevant to loyalty programs and customer retention. Searching for themes: Grouping codes into broader categories representing recurrent patterns. Reviewing themes: Refining themes for coherence, consistency, and alignment with research questions. Defining and naming themes: Providing clear definitions and labels for each theme. Producing the report: Integrating themes with participant quotations, observations, and literature to produce a rich narrative (Miles, Huberman, & Saldaña, 2014; Finlay, 2002). Thematic analysis enables the identification of both manifest and latent themes, capturing observable behaviors as well as underlying meanings and motivations (Hapsari, Wibowo, & Pranata, 2022; Oliver, 2010).
2.4.2 NVivo Software
NVivo 12 is employed to facilitate data organization, coding, and thematic exploration (Bazeley & Jackson, 2013, cited in Creswell, 2018). NVivo allows: Efficient management of large volumes of interview transcripts, field notes, and documents. Systematic coding and categorization of textual data. Visualization of relationships between themes, subthemes, and participant characteristics. Identification of co-occurring patterns and frequency of specific codes across participants. Using NVivo enhances the rigor, transparency, and replicability of qualitative analysis, providing an audit trail for coding decisions and theme development (Lincoln & Guba, 1985; Miles, Huberman, & Saldaña, 2014).
2.5. Trustworthiness and Validity
To ensure trustworthiness, the study employs Lincoln and Guba’s (1985) criteria: Credibility: Triangulation of data sources (interviews, observations, documents) and member checking with participants to confirm accuracy of interpretations. Transferability: Providing thick descriptions of the context, participants, and program design to allow readers to assess applicability to similar settings. Dependability: Maintaining detailed records of research procedures, coding decisions, and analytical processes. Confirmability: Reflexive practices, including acknowledgment of researcher biases, and audit trails supported by NVivo outputs (Finlay, 2002; Lincoln & Guba, 2020).
2.6. Ethical Considerations
Ethical standards are strictly followed throughout the research (Creswell, 2018; Kvale, 1996): Informed consent is obtained from all participants. Confidentiality and anonymity are maintained by using pseudonyms and secure data storage. Participants are free to withdraw at any stage without penalty. Findings are reported honestly, without fabrication or misrepresentation.
2.7. Integration with Literature
[bookmark: _Hlk67818453]The methodological approach aligns with prior research on loyalty programs, service quality, and customer retention in hospitality and education contexts (Griffin, 2005; Wijaya, 2005; Raman et al., 2022). By combining qualitative interviews, observations, and document analysis, the study captures relational, emotional, and cultural dimensions often overlooked in quantitative studies (Abdullah & Toyib, 2018; Febrianto & Damayanti, 2021; Joviando & Kurniawati, 2022). The use of NVivo-supported thematic analysis further strengthens the analytical rigor, enabling systematic identification of patterns and themes that connect customer experiences with loyalty outcomes. This methodological combination ensures a comprehensive understanding of the mechanisms through which loyalty programs influence retention, particularly within a Sharia-compliant guest house context. This research employs a qualitative, constructivist design to explore how loyalty programs affect customer retention at Rumah Jawa Syariah Guest House. Through semi-structured interviews, non-participant observations, and document analysis, the study collects rich, context-specific data. Thematic analysis, supported by NVivo software, allows systematic coding, theme development, and in-depth interpretation of guest experiences. The methodological rigor is enhanced by trustworthiness criteria, ethical adherence, and triangulation. This approach ensures that the study captures both the observable and nuanced dimensions of loyalty, contributing to academic theory and providing practical insights for culturally grounded, ethically driven hospitality management. 
3. Results and Discussions
[bookmark: _Hlk67818599]The qualitative inquiry conducted at Rumah Jawa Syariah Guest House generated a rich set of insights into how loyalty programs, service quality, and emotional connections shape customer retention within a small-scale hospitality setting. Analysis was conducted using NVivo 14, with codes developed inductively during multiple rounds of open and axial coding. Three major themes emerged from the data: (1) the lived experience of service quality, (2) loyalty beyond rewards, and (3) the function and limitations of the existing loyalty program. These results are presented alongside an integrative discussion based on established frameworks such as SERVQUAL, customer relationship management (CRM), and contemporary loyalty theory.
Theme 1 Service Quality as a Foundation for Retention
Across participants, it became clear that service quality not the loyalty program alone played the dominant role in maintaining repeat visits. When interview transcripts were coded in NVivo, the node for service consistency appeared in nearly every participant's file, suggesting that reliability stood at the heart of their experience.
1.1 Reliability and Consistency as Anchors of Trust
Participants repeatedly emphasized that their return visits stemmed from confidence in the guest house’s predictable service quality. P03, a consultant in his late twenties who had stayed three times, described this sentiment clearly:
P03: “Every stay felt steady. The rooms were clean, the water heater worked, and nothing ever felt out of place. I didn’t have to worry about surprises.”
Similarly, P07, a teacher who visited five times, said:
P07: Even when I arrived late at night, everything was prepared. That makes you feel taken care of.
This echoes SERVQUAL’s reliability dimension, which positions consistency as a fundamental predictor of perceived quality. In small-scale accommodations where resources are limited, maintaining reliability becomes even more vital. The findings align with Zeithaml et al.’s argument that reliability is often the strongest driver of customer satisfaction because it reduces uncertainty an important factor for repeat guests.
1.2 Assurance and the Human Element of Professionalism
The data revealed that assurance, understood as trust in staff competence and integrity, played a significant role in shaping loyalty. Participants said they felt safe and respected, and that these feelings influenced their decision to return.
P01 noted:
P01: They explain the house rules gently. It feels respectful, never harsh.
From the staff side, P12 explained that building trust was an intentional value:
P12: We make sure guests know we are dependable. Even simple things like keeping their belongings safe matter a lot.
This indicates that the emotional dimension of assurance was just as influential as the functional component. In loyalty theory, this emotional element resembles the trust mechanism highlighted in the commitment trust model by Morgan and Hunt, which frames trust as essential for long-term relationship maintenance.
1.3 Tangibles and a Distinctive Cultural Atmosphere
The physical setting of the guest house emerged as a powerful experiential factor. The Javanese ambiance node in NVivo stood out across nine interview files. Participants treated the atmosphere not as décor but as part of the emotional value of their stay.
As P06 explained:
P06: The atmosphere is unmistakably Javanese. It’s calming. You feel it as soon as you enter.
The presence of sensory consistency interior aesthetics, wood furniture, gamelan background music, and traditional scents created what researchers sometimes call a cultural experience layer. This aligns with Schmitt’s experiential marketing theory, where sensory and emotional stimuli heighten loyalty by creating memorable encounters.
1.4 Responsiveness and Personal Support
Responsiveness appeared frequently in the data, especially in relation to digital communication. Several guests commented on the speed at which staff responded to messages, even during off-hours.
P03 mentioned:
P03: Their WhatsApp replies are fast. That alone makes planning easier.
Responsiveness also reflected empathy. For instance, P02 shared that a staff member helped him find medicine during a late-night illness:
P02: “They didn’t just tell me where to buy it they actually helped get it.
This blurs SERVQUAL’s empathy and responsiveness dimensions, showing how both merge in practice. It also illustrates how human assistance can shape relational loyalty.
Discussion of Theme 1
The findings confirm that service quality is the baseline upon which any loyalty program must be built. The guests’ emphasis on consistent care and meaningful interactions suggests that transactional incentives alone would not suffice. Instead, quality service established the trust, comfort, and emotional bonds necessary for loyalty echoing broad CRM literature, which posits that loyalty grows out of experience rather than promotions.
Theme 2 Loyalty Beyond Rewards: Emotional, Habitual, and Normative Commitment
One of the strongest insights from this study is that loyalty exceeded the scope of the formal loyalty program. Many guests returned because of emotional attachment, personal values, routinized comfort, and a sense of being at home.
2.1 Emotional Loyalty Driven by Interpersonal Warmth
Across guest interviews, emotional connection with staff surfaced repeatedly. NVivo coding for emotional bond produced dense clusters of references from eight participants. Guests described feeling welcomed, acknowledged, or part of the family.
P02 stated:
P02: They treat me like someone they know well. I’m more comfortable here than in hotels that look fancy but feel cold.
Staff also acknowledged this intention. P10 shared:
P10: We keep the tone warm, even for new guests. That’s our style.
The emotional facet aligns with loyalty literature suggesting that feelings of connectedness play a significant role in retention, especially in small, personalized hospitality contexts. This supports the distinction in loyalty theory between attitudinal and behavioral loyalty: many guests felt attached even beyond tangible benefits.
2.2 Habitual Loyalty and the Appeal of Familiarity
For several participants, returning was not a calculated decision. Instead, it felt natural or effortless—an expression of habitual loyalty.
P07 explained:
P07: Everything is familiar here. I don’t have to think twice. It’s become my default place.
This habitual dimension is particularly notable since loyalty programs traditionally target rational calculations (e.g., points, discounts). Yet here, loyalty stemmed more from a sense of ease and predictability.
2.3 Normative Loyalty Linked to Syariah Values
An unexpected theme emerged around the “syariah-compliant environment.” For some participants, this created an additional layer of comfort and security. The NVivo node “religious alignment” appeared in four interviews.
P04 said:
P04: I choose syariah places because they align with my values. I rest better knowing that.
P08 echoed:
P08: The rules are clear, but they’re delivered softly. It feels right for me.
This represents normative loyalty: customers feel inclined to return because the establishment matches their personal or ethical values. This adds a nuanced layer to retention, particularly in regions with high demand for syariah-compliant hospitality services.
Discussion of Theme 2
This theme reinforces that loyalty is multidimensional. While loyalty programs contribute, they are not the sole or even primary driver for many guests. Emotional warmth, familiarity, and value alignment surfaced as more influential. This confirms the argument that small hospitality businesses can cultivate loyalty even with modest financial incentives, provided they excel in relational aspects.
Theme 3 The Function, Limitations, and Potential of the Loyalty Program
Although participants appreciated the guest house’s simple loyalty program, they also expressed expectations for more structured rewards. Three subthemes emerged: perceived value, gaps in program structure, and the reinforcing not primary role of loyalty rewards.
3.1 Perceived Value of a Simple Program
Guests acknowledged that although the rewards were modest, they still contributed to a sense of appreciation. P03 enjoyed the small benefits:
P03: The repeat-guest discount is nice. It’s not huge, but it makes me feel seen.
P06 appreciated tangible perks:
P06: The free minibar is small, but meaningful. It shows they remember us.
These comments reflect the concept of symbolic value in loyalty programs, where even modest incentives create psychological acknowledgment rather than financial gain.
3.2 Structural Gaps and Guests’ Aspirations for Improvement
The NVivo node program expectations included several suggestions from participants. Some wanted a point-based system or tiered membership. P09 expressed:
P09: A point system would be clearer. I’d like to see what I can earn.
Staff recognized these aspirations. P11 noted:
P11: We want a more organized loyalty system, but with limited staff it’s challenging.
This gap a common tension in small-scale hospitality: the desire to implement modern loyalty mechanisms versus the practical limitations of manpower and technology.
3.3 Loyalty Program as a Reinforcer, Not a Primary Driver of Retention
Despite requests for improvement, most guests admitted that the program was not the main reason for returning.
P07 summarized:
P07: I come back because of the atmosphere. The discount is just a bonus.
This aligns with literature stating that loyalty programs have a reinforcing effect rather than constituting the main driver of loyalty. The program works best when layered over strong service quality and emotional connection.
Discussion of Theme 3
The loyalty program at Rumah Jawa Syariah appears to play a supportive role strengthening attachment but not necessarily forming it. This mirrors findings from loyalty research that suggest programs are most effective when integrated with a broader relational strategy. For small hospitality providers, even simple programs can enhance retention if aligned with service excellence.
Overall Discussion
Integrating all themes, this research highlights that customer retention in small hospitality settings is influenced more strongly by relational and experiential factors than by program mechanics. The NVivo analysis revealed that most loyalty-related codes were intertwined with service quality nodes, suggesting a holistic experience rather than separate determinants.
Service Quality as the Foundation of Loyalty
Consistent with SERVQUAL, guests valued reliability, assurance, and empathy. These dimensions were intertwined with emotional loyalty, demonstrating that service touches both functional and affective layers of customer experience.
Emotional and Normative Loyalty Driving Retention
The study confirms the relevance of non-financial loyalty constructs habit, comfort, interpersonal warmth, and value alignment. These factors often outweigh transactional incentives.
Loyalty Program as a Complementary Tool
While appreciated, the program alone was insufficient to generate loyalty. Its effectiveness depended on the strength of the underlying relationship between guests and the establishment. The findings suggest that customer retention at Rumah Jawa Syariah is largely shaped by the interplay between high service quality and emotionally grounded loyalty. The loyalty program, although beneficial, plays a secondary reinforcing role. For small guest houses aiming to strengthen retention, investment in staff guest relationships, cultural experience enhancement, and modest yet clear loyalty incentives may offer the most sustainable strategy.
4. Conclusion
This study set out to understand how loyalty programs contribute to customer retention at Rumah Jawa Syariah Guest House and what factors genuinely sustain guests’ continued patronage. The findings indicate that loyalty in this context is grounded far more deeply in the quality of interpersonal encounters and the consistency of service than in the formal benefits provided by the loyalty program. Guests returned because they experienced reliable, respectful, and emotionally warm interactions, supported by an atmosphere that felt familiar and culturally meaningful. These elements formed the core of their attachment, creating a sense of comfort that outweighed the modest incentives offered through the loyalty scheme. The loyalty program did contribute, but its role was primarily supportive rather than generative. It reinforced guests’ existing positive feelings rather than creating loyalty in its own right. The evidence suggests that the program works effectively when paired with attentive service and a coherent cultural environment; without these foundations, the incentives alone would not be strong enough to sustain repeat visits. At the same time, participants’ comments signal that a clearer structure perhaps a more transparent rewards system could strengthen the program’s perceived value without requiring extensive financial resources. From a practical standpoint, small hospitality establishments may draw from this study the understanding that loyalty grows out of relationships before it grows out of rewards. The implications for practice include prioritizing staff training focused on warmth, reliability, and communication, and developing loyalty initiatives that acknowledge guests personally rather than solely through transactional mechanisms. For Rumah Jawa Syariah, incremental improvements to the current loyalty system could be beneficial, but preserving the personal and culturally grounded service style remains essential. Further research might explore how loyalty forms in similar small-scale accommodations with distinct cultural identities or how digital CRM tools can be adapted for businesses with limited technological capacity. Expanding the study to include comparative sites would also help clarify whether the patterns observed here are characteristic of the broader hospitality sector or uniquely tied to the guest house’s cultural positioning.
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