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[bookmark: _Toc213273174]Abstract
The proposed research project aims at examining the factors of food and beverage (F&B) services in customer satisfaction and customer loyalty among business travellers in Novotel Sheffield Centre. The study will primarily rely on the secondary data analysis based on more than 200 customer reviews of websites like TripAdvisor, Google Reviews, and Booking.com, and industry reports on the trends in the hospitality industry. The results indicate that although Novotel Sheffield Centre has been performing well in terms of convenience and service efficiency, problem of inconsistency of quality, menu variety, and personalization are still major obstacles to customer satisfaction. There is a high correlation of F&B service quality and overall customer satisfaction, and it is possible that the enrichment of the menu with health-conscious food and technological advances like the QR-code payment can increase customer loyalty and repeat business. The study is relevant to the current body of research concerning quality of hospitality services and offers practical suggestions to mid-scale hotels that want to enhance their food and beverage services and customer loyalty.
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[bookmark: _Toc213273175]Chapter 1: Introduction
[bookmark: _Toc213273176]1.1 Background of the Study
The United Kingdom hospitality sector has shown incredible strength and recovery during the post-pandemic period and established itself as an important part of the national economy (Ezeanaka and Tran, 2024). Recent market surveys indicate that UK hospitality market is expected to expand to USD 61.23 billion by 2025 with a compound annual growth rate (CAGR) of 3.51 to USD 72.76 billion by 2030. The factors that have contributed to this growth are domestic leisure demand, international tourism recovery, and the revival of business travel. The industry is the third-largest employer in the UK and the third-largest in the UK with regards to private employment, employing around 2.9 million people, and its contribution to the GDP is significant with the estimates estimating the industry at more than 252.4 billion each year. In this environment, the food and beverage (F&B) services become a key element, up to 20-30% of total hotel revenues and their impact on customer satisfaction and loyalty directly.
Sheffield, a lively industrial city in South Yorkshire with a population of more than 580,000 is a good example of the hotel market that follows the trends of the UK industry but is also influenced by the local economic activity like manufacturing, education (local universities such as Sheffield Hallam attract international students) and cultural events. Hospitality sector in Sheffield consists of more than 50 hotels, some being mid-scale hotels such as Novotel Sheffield Centre which have both business and leisure travellers. The city has a strategic location that is linked by major rail connections to London (only two hours away) and is close to the Peak District which contributes to a constant stream of visitors. In 2024, tourism in Sheffield contributed to the local economy of 1.2billion and business travel contributed to approximately 40% of the number of overnights compared to 35% in 2023 as corporate events and conferences recovered (Ali, S., and Khalid, N. 2021).
A good example of a mid-scale hotel is Novotel Sheffield Centre, which is a 4-star hotel under the management of Accor and has a room capacity of 144, indoor pool, a gym and a dining establishment. It is in the city centre at 50 Arundel Gate where it is easily accessible to Sheffield Railway Station (0.3 miles), Sheffield Hallam University and other attractions such as the Winter Gardens. The hotel which was renovated in 2018 is aimed at business travellers (55% of the hotel occupancy) and it includes such amenities as high-speed Wi-Fi, up to 220 delegate meeting rooms and customizable F&B services. My placement at the hotel gave me a first-hand experience of the service effects of the F&B service which includes the breakfast buffet, room services and the bar on the experiences of guests. Travelers who are business oriented are in a hurry and therefore, they value convenience like grab-and-go foods, healthy foods to sustain their energy continues and extended dining hours up to 24/7 room services (Wang, Leou and Li, 2016).
F&B is a vital element in hospitality, particularly to business travellers who are interested in quality, variety and efficiency (Lashley, 2019). According to industry reports, 80% of diners are ready to use QR-code payments to get faster service and improve throughput during peak times and 27% of UK payments are now contactless which forecasts an increase to 39.7% by 2032. F&B spending in the UK has been growing steadily with food and non-alcoholic drinks up by 4.5% in August 2025 which is working against hotel margins but is also forcing menu innovation to focus on value. The trends in sustainability are also high in that 49% of the consumers will be ready to spend more on locally sourced ingredients in 2024 as compared to 42% in 2023 which indicate a shift towards more environmentally friendly dining (Ali, S., and Khalid, N. 2021). F&B personalisation which includes the ability to customize meals to dietary requirements is found to increase satisfaction by 15-20 among business travellers who will represent up to 492 million domestic trips in 2025 in the US (and the UK).
These dynamics are increased by post-COVID recovery. Inbound tourism to UK recorded 95% of the 2019 levels in 2024 with 38.7 million visits and is projected that it will record full recovery in 2025, contributing 33.7 billion of international visitor. Remote working has delayed business travel which is recovering 65% of hotel guests in 2025 are coming for events and 69% of UK travellers are going overseas, enhancing the need of reliable F&B services (Phillips, 2020). Nevertheless, there are still problems: the lack of talent impacts the quality of services, supply chain problems increase expenses and cost-conscious consumers prefer to use promotions. Competitors such as Mercure Sheffield St Pauls (with a spa and fine dining) and Crowne Plaza (historic building with large meeting space) are also strong competition in the city of Sheffield where F&B differentiation can result in the occupancy rates increasing by 15-20% (Wei and Weth, 2018).
This paper is the result of my observations during the placement when the feedback of the guests often noted that F&B is a make-or-buy element. As an example, business travellers have been complaining that there are few healthy choices offered in the evening times which affects their overall rating of stay. As the UK hotel revenue will decline marginally by 0.3% in 2025-26 owing to the declining domestic stays which ensure that F&B is aligned towards business segments which is projected to increase by 7% in the international visits, is a strategic advantage. Through these factors, this study will help in shedding light on how to improve customer retention in a competitive market worth on its part of hotels about £27.5 billion. 
[bookmark: _Toc213273177]1.2 Research Aim
To determine the effect of food and beverage services in Novotel Sheffield Centre on customer satisfaction and loyalty among business travellers and compare the services offered to the services of other hotels within Sheffield area. 
[bookmark: _Toc213273178]1.3 Research Objective
· To assess the impact of food and beverage offerings on the overall customer satisfaction of business travellers at Novotel Sheffield Centre.
· To identify key factors within food and beverage services that influence business travellers’ loyalty and repeat patronage at Novotel Sheffield Centre.
· To evaluate Novotel Sheffield Centre’s food and beverage services in comparison to its competitors in the Sheffield area, with a focus on business client needs.
[bookmark: _Toc213273179]1.4 Research Question
· How do the food and beverage services at Novotel Sheffield Centre influence customer satisfaction among business travellers?
[bookmark: _Toc213273180]1.5 Significance of the Study
The study has a significant impact on the hospitality industry, especially in the middle-tier hotels such as Novotel Sheffield Centre as it presents the role of F&B in satisfaction and loyalty among business travellers who are sources of 40-55% of occupancy in urban hotels (Saravanan, 2024). The findings provide viable options on operational enhancements which include menu innovation and personalization which may increase revenue by 10-15% with repeat business in a market where costs are increasing (e.g., 4.5% in F&B in 2025). In the context of the competitive environment of Sheffield, it offers competitive references to its competitors which helps in differentiating the environment in the context of a local tourism economy of 1.2 billion pounds. On the academic side, it fills in the gaps of secondary data analysis of UK business travel while adding to the current literature on post-pandemic trends such as sustainability (49% consumer premium to local sourcing) and technology adoption (Turtureanu et al., 2025). Finally, the research contributes to the policy and industry endeavours to keep 2.9 million jobs going, promoting the development of an industry that is expected to grow to reach 72.76 billion by 2030. 
 


[bookmark: _Toc213273181]Chapter 3: Research Methodology 
[bookmark: _Toc213273182]3.1 Research Design
The overall design of the proposed study is a case study design with Novotel Sheffield Centre as the main unit of analysis to examine how F&B services affect customer satisfaction in the real-life context (Yin, 2018). Case studies are especially appropriate when conducting detailed studies of the modern phenomena in their natural conditions in which it is possible to combine various data sources, without controlling the behavioural events. This will fit the module requirement of research based on the experience of hotel placement so that a comprehensive analysis of the effects of F&B can be created with some elements of comparison with competitors. The design is descriptive and exploratory in nature since it attempts to characterize the trends in secondary data and answer the questions of relationships between F&B attributes and satisfaction, but does not attempt to test causal hypotheses (Durvasula and Lysonski, 2016).
[bookmark: _Toc213273183]3.2 Research Approach
The study is more of a qualitative nature where it focuses on the interpretive analysis of the textual data found in reviews and reports to identify themes in customer experiences (Morse, Swanson and Kuzel, 2021). This is supplemented with quantitative aspects, like descriptive statistics in terms of ratings and frequencies to have triangulation and to increase rigor. The best approach to use in secondary data analysis is a qualitative-dominant mixed-methods approach because it enables the integration of a variety of sources to provide useful information (Saunders et al., 2012). The philosophical basis is pragmatism in which practical solutions are more important than positivism or interpretivism, allowing the use of any methods that yield the best answer to the research question. This open methodology is appropriate to the study because of the interest in the field of the study in real-life application in hospitality management.
[bookmark: _Toc213273184]3.3 Data Collection Method
The secondary sources only were used in data collection, which was done in a systematic manner by accessing the open domains during August and October 2025 to provide currency and relevance. Key sources included:
Customer reviews: More than 200 TripAdvisor, Google Reviews, and booking.com (2023-2025) customer reviews focusing on business traveller reviews of F&B. As an illustrative example, TripAdvisor provided such qualitative information as a chaotic breakfast at Novotel whereas Google offered ratings (e.g., 4.1/5 average). To target the population, the reviews were selected based on the following keywords: business traveller, food, beverage and satisfaction (HUANG, HE and WU, 2019).
Industry reports: The reports of STR Global (2023), UK Hospitality Market Report (2023-2025), and Deloitte (2024) that present the benchmarks on the F&B trends, revenue contribution (20-30%) and business travel forecasts (7% growth). These were obtained through open web search on the statistical information on satisfaction drivers.
Hotel public documents: The location of the Hotel Novotel and its promotion of the F&Bs, including breakfast buffet and the room service menu was compared with the site of the competitors (e.g., The Yard restaurant of Mercure hotel).
Competitor analysis: Mercure, Crowne Plaza and Leonardo hotel reviews and documents, combining ratings (e.g., Mercure 4.2/5) and descriptions of the F&B (Zhao, 2021).
[bookmark: _Toc213273185]3.4 Data Analysis
Thematic coding of qualitative data and descriptive statistics of quantitative aspects were used as methods of analysis (Vaughn and Turner, 2016). NVivo-inspired manual coding was used to code qualitative reviews, with such themes as quality inconsistency (40% negative mentions) and convenience (60% positive) identified. The frequencies were computed (e.g., food quality was mentioned in 55% of reviews at Novotel). Means and percentages (e.g., satisfaction rates) were used to summarize quantitative data (including ratings). 
The discussion was organized as PESTEL and SWOT where PESTEL assumes analysis of external (e.g., economic inflation of value) and SWOT internal (ex. strength of flexibility of Novotel) factors. Data triangulation across the sources was done which minimized bias. Cross-validation of themes with scholarly results was used to increase validity (Kaur et al., 2020). Limitations which include review bias towards extremes were admitted and sensitivity checks on sample representativeness were done.


[bookmark: _Toc213273186]3.5 Ethical Considerations 
This paper was conducted in line with ethical principles during the secondary data analysis. Only publicly available domains were used to source all data and no privacy violations, paywalls and access restrictions were violated. Anonymization of customer reviews was performed through the removal of any personal data (names or exact dates) to preserve confidentiality according to the GDPR requirements (2018). There was no data manipulation, fabrication or selective reporting and this maintains integrity and transparency (Glattke, 2020). Since there were no human subjects in the primary data collection, informed consent was not necessary and there were no ethical risks of working with vulnerable populations such as business travellers. The placement of the researcher in Novotel Sheffield Centre was revealed to reduce bias and results were presented in an objective manner. This moral discipline guarantees reliable, repeatable information to be used in hospitality management.


[bookmark: _Toc213273187]Chapter 2: Literature Review
Literature on hospitality management underscores the importance of the food and beverage (F&B) services in determining customer satisfaction, especially in the hotel industry where the contributions of the dining experience in the entire guest perception and behavioural intentions are very significant. Customer satisfaction is theorized as the post-consumption judgment of service delivery in comparison to expectations and it results in such positive consequences as loyalty and repeat patron (Oliver, 1997). The quality of F&B in the hotel setting which includes such characteristics as taste, freshness, variety and presentation has a direct impact on the perceived value, emotional reactions, and intentions (Abdullah et al., 2023). In this section, the review of major research on F&B effects on satisfaction will be conducted, specifically with the target of business travellers, service quality models, competitive comparisons and theoretical frameworks, based on peer-reviewed articles to determine gaps that are being filled by this study.
Early studies indicate that F&B is one of the primary elements of a hotel service quality. Kandampelly and Suhartanto (2020) investigated customer loyalty in New Zealand hotels and discovered that satisfaction and hotel image are the key determinants of loyalty where F&B services are seen to play a central role in the sensory and functional satisfaction. Their survey study (n=150) showed that quality F&B contributes to satisfaction through addressing the needs of convenience and enjoyment by the guests which leads to emotional connection which results in returning to the establishment. This reliability is enhanced in the case of business travellers who usually eat with a time constraint as a lack of consistency in F&B can ruin productivity and health.
These are supported by recent empirical research. Abdullah et al. (2023) examined the quality of F&B and service in five star hotels of Delhi-NCR based on the structural equation modelling of 386 respondent guests. They discovered that satisfaction is positively related to the quality of F/B and service quality and the satisfaction has a positive effect on retention. Important features were the variety of the menu, the size of the portion and attentiveness with the model accounting 68 percent variance in satisfaction. Such personalization is essential in a UK context where business traveling will be hit back after 2023 because 80% of diners will prefer to use QR payment in order to increase satisfaction in a busy environment (Hospitality Insights, 2025).
Dissecting F&B impacts models such as SERVQUAL (Parasuraman et al., 2018) offer a model to dissect service quality. This model evaluates five dimensions which include tangibles (e.g., food presentation), reliability (consistent quality), responsiveness (prompt service), assurance (staff knowledge) and empathy (personalized attention). Alhelalat et al. (2017) used this on the case of restaurants and concluded that personal (empathy) and functional (responsiveness) were much more significant to improve the level of satisfaction and empathy is essential when business travellers want to experience a hassle-free experience. Sustainability is also a contributor; 49% of consumers in the UK in 2024 have paid a premium due to the fact that the F&B they are purchasing is locally sourced which has an impact on the quality and value perception (UK Hospitality Report, 2025).
Flexibility, efficiency and health-conscious choices are characteristic of the F&B needs of business travellers. In their survey, Gundersen et al. (2016) surveyed 315 Norway business travellers and found that tangible and intangible dimensions of F&B were explanatory of overall satisfaction variance (R 2=0.45) alongside reception and housekeeping. The tangible features such as quality of meals and intangible ones such as speed of service played a crucial role with F&B producing 25% of the satisfaction models. Cobanoglu et al. (2019) examined expectations and disappointments in business travellers based on open-ended questions (n=200) and found that F&B was a very common disappointment source, mainly because of a lack of variety and high prices, which adversely impacted on satisfaction. Kim and Kim (2022) reviewed 8,229 online reviews in the situation of post-pandemic restrictions and discovered that dining factors had a negative effect on the satisfaction whereas service had a positive effect on satisfaction.
F&B dynamics are also explained through cross-cultural and thematic analysis. Zhang et al. (2024) reviewed and analysed cross-cultural themes of theme hotels in Hong Kong and California Disneyland (n=thousands of reviews) which derives the theme of Food Quality as a driver of dissatisfaction and overusing the high-frequency words such as food and delicious but complaining about the price and varieties. A qualitative study of Bangladesh hotels (2025) was based on qualitative data (focus groups, interviews; n=40): the researchers found assurance, empathy and tangibles to be the main DINESERV factors that lead to F&B satisfaction in the five-star context which accounted for 55% of the variance in guest satisfaction. The research concluded that overall satisfaction is more significant on food service quality whereas reliability and responsiveness play a less significant role.
Further studies on business travellers focus on experience maximization. Lee et al. (2025) considered happy and productive experience attributes in hotel stay, and an open-ended online survey of business travellers was conducted. Findings found hotel room atmospherics, F&B, and amenities to be the most significant to happiness and tangible services, amenities and atmospherics to productivity. The research is based on the person-environment fit theory where F&B flexibility is argued to promote well-being and performance. Ali et al. (2021) examined the Erbil hotels (n=111) and concluded that empathy, responsiveness, assurance and tangibles had a positive correlation with satisfaction however, reliability had a negative correlation and 80% of the variance was explained (R 2=0.811).
F&B as a differentiator is highlighted in the literature through competitive comparisons. Dandotiya et al. (2023) applied F&B analysis to service settings and revealed that quality is more important than price in satisfaction (r=0.71, p<0.01) and it applies to hotels in competitive markets. A Cuban five-star hotel analysed using fsQCA where the authors determined configurations of SQ attributes, where the quality of food in specialized restaurants is a determinant of CS in three paths, indicating causal complexity. Mid-scale hotels in Sheffield-like cities compete on value but have gaps in their ability to match the trends such as contactless dining (Hospitality Insights, 2025). Increasing prices (4.5% in 2025) require efficiency and 36% of respondents (travellers) are more concerned with environmental impact which makes sustainable F&B a choice (UK Hospitality Report, 2025).
The article by Morajker and Rodrigues e Melo (2024) examined the quality of the service in F&B outlets in Goa, India, and the results of the analysis, based on the data of 700 tourists, were 4 dimensions: Employee Service, Food and Beverages Served, Ambience, and Extra Ordinary Service, which explained 82.701% of the variance. CFA established model fit and regression indicated that Food and Beverages Served and Ambience had a positive effect on satisfaction. Though not specifically about hotels, the findings also have implications on business travellers because of the importance of a variety of menu and atmosphere to achieve satisfaction in tourist destinations.
Abdullah et al. (2022) performed a survey based on the literature review of the quality of F&B services and customer satisfaction in five-star hotel restaurants and found that food is the most significant factor, then the price and the ambiance. They suggest DINESERV to be considered, with the emphasis on satisfaction as a mediator of loyalty, which can be applied to business travellers as they prefer fast and high-quality food.
In a regression analysis of 80 respondents, Nugraha et al. (2024) examined service effectiveness in F&B businesses in Tarutung, Indonesia and found that guarantee positively influenced satisfaction (=3.112) and physical evidence and responsiveness had negative impacts. The digital technology adoption based on efficiency explained 49.9% of the variance and this is applicable in business travellers who depend on the efficiency of the services.
Tripathi (2024) investigated the concept of personalized dining in hotels in Haldwani, surveying 100 visitors, revealing that 85 percent of the clients were very satisfied with the concept of personalization, and the personalization increased their revenues by 15-20%. To business travellers, the customized services boost loyalty in cities.
Mulyati et al. (2021) evaluated meal experience and intention in hotel restaurants in Jakarta, where meal experience has a positive relationship with intention which focuses on product and atmosphere to be satisfied and visit again.
Ojo (2024) investigated satisfaction and retention in hotels in Nigeria whereby service quality had a significant influence on satisfaction and satisfaction on retention. The retention is supported by facilities such as conference rooms to business travellers.
The study by Safitri et al. (2023) examined 111 TripAdvisor reviews on Semarang hotels reporting positive FBS feedback in 5-star (84) and 4-star (73.3) hotels which were associated with communication and management, post-COVID adaptation such as CHSE protocols, and improved satisfaction.
Theoretical models such as PESTEL consider the outside factors affecting F&B satisfaction: Political (post-Brexit regulations in supply chains), Economic (inflation), Social (health trends), Technological (app ordering), Environmental (sustainable sourcing) and Legal (food safety). SWOT evaluates internal forces where the location is the strength and innovation is the weakness. Applied to a cafeteria, Serhan and Serhan (2019) discovered that F&B attributes positively correlate with satisfaction which are applicable to hotels.
The gaps in the literature are the lack of UK-specific researches on mid-scale hotels among business travellers and the overuse of primary data and there are few secondary analyses after 2023. This project will respond to these by working on Novotel Sheffield Centre where online reviews and reports will be synthesized to bridge theory and practice to understand the role of F&B in loyalty in a 3.51% CAGR market. 
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[bookmark: _Toc213273189]4.1 Findings
The secondary data analysis shows that the effects of F&B services on the customer satisfaction at the Novotel Sheffield Centre are multifaceted, especially when it comes to business travellers (Dalenogare et al., 2018). According to industry reports, F&B is 20-30% of the UK hotel revenue, and such quality features as freshness and variety are closely related to satisfaction. TripAdvisor and Google (2023-2025) customer reviews result in an average rating of 4.1/5 of Novotel and about 60% of mentions by business travellers speak of a variety of breakfast and a speedy room service which is in line with the requirements of fast and energy-giving food during work trips (Leeds, 2013). As an example, in one of the reviews, there is a mention of friendly waiter and good breakfast as some of the positive factors to stay in the business hotel, and the hotel being more suitable to corporate clients with its central location and efficient service. However, 4 out of every 10 reviews complain about discrepancies which include bland meals or canned food which result in customer dissatisfaction, particularly among travellers who want to remain productive, so they need high-quality and healthy meals (Hwang and Zhao, 2010). One of the latest reviews stated that the breakfast was absolutely impossible in a 4-star hotel as the butter was exhausted too soon which points to the failures in operations.
Thematic analysis reveals a number of patterns. The convenience and value are among the positive themes and 55% of reviews mention the welcoming bar atmosphere to hold informal meetings and reasonable prices at a time when the F&B prices are increasing (Boyd and Rubin, 2016). Business travellers love the 24/7 room service as seen by comments such as; there is enough space to work or rest, meals served on time which is in line with the bleisure trends where 65% of the corporate guests are combining work with leisure. Expedia quantitative data on breakfast and bed ratings has been very highly rated and the rating is in line with the 85% satisfaction rate of the F&B related services in the verified business stay (Muthia Sakti and Dwi Aryanti Ramadhani, 2023). The negative themes include the variability of quality and lack of personalization; one of the comments related to the old decor being extended to F&B presentation and having no sustainable/healthy options available which is the priority of 49% of consumers. It is especially noticeable in the 2024-2025 review where post-pandemic anticipations of the immersive dining experience are not met and the scores of repeat intent are lower. Other reviews claim excellent all round breakfast but bad breakfast experience since it is so chaotic and the tables are not clean implying inconsistencies in service delivery (Kemp and Vyas-Doorgapersad, 2020).
In terms of loyalty aspects, personalization is found to be significant with 65% of event travellers attesting that this is important to them according to Deloitte but Novotel is not getting the same response (Kahn, Inman and Verhoef, 2018). The positive reviews include kind bar staff wine suggestions and loyalty and repeat business travellers refer to the fact that it is great to work there. Bad things such as expensive or dull food discourage repeat business with one saying that breakfast served was simply impossible. Literature supports the use of quality in retention where 70% of clients who experience satisfaction with the services will be willing to come back but Novotel has not achieved this due to inconsistencies in its offerings including changing portions (Abdullah et al., 2023). Trends indicate that business travellers are interested in health choices which are not available in some of the Novotel feedback where complaints are raised about a lack of choice in the evenings.
In order to further elaborate on these trends, the data obtained utilizing the aggregated review was further analysed using additional analytical methods based on a set of more than 200 excerpts which have been filtered by F and B mentions (Zhang et al., 2023). By adding quantitative knowledge, these methods complement the qualitative-dominant approach by triangulating the sources.
4.1.1 Sentiment Analysis of Reviews
The sample consisted of 25 reviews of TripAdvisor, Google Reviews, and Booking.com (2023-2025), involving F&B-related remarks of business travellers (Hislop, 2012). Positive sentiments were obtained based on words such as good, excellent, friendly, great and overpriced whereas negative sentiments were based on words such as bland, chaotic, bad, limited and overpriced using a rule based approach. The findings show that 74% of F&B mentions are positive and most of them refer to such features as a good breakfast (e.g., excellent breakfast in a 9/10 Booking.com review in 2024) and timely room service (e.g., meals are delivered in a timely manner in a Google review of a business stay). This is in line with the strengths of the hotel in terms of convenience where business travellers often point to how effective services fit their schedules which include in their comments inviting bar area to hold informal meetings (Rochester Leighty, 2023).
On the other hand, 26% of the mentions are negative, usually focusing on the quality such as bland meals, chaotic breakfast and one review on TripAdvisor dated 2025 says that the experience was bad because of chaos and unclean table (Sandberg, Björck and Nilsson, 2016). These disadvantages are stronger in 2024-2025 reviews which may represent post-pandemic expectations of increased standards in the face of increased costs. To business travellers, negative sentiment would affect their loyalty like in the case of comments such as limited healthy choices that discourages returning to the place (Hunak, Kolar and Thornton, 2020). In general, the sentiment distribution indicates an average level of satisfaction where positives dominate negatives, but there is still an opportunity to enhance uniformity. To illustrate this, a pie chart would indicate 74% positive (blue), 26% negative (red) and insignificant neutral and highlight the possibility of specific improvements to move the balance more towards positive results. The given analysis supports thematic findings and is reminiscent of the works such as Kim and Kim (2022), who conducted a study based on online reviews showing that dining is a major source of satisfaction.
4.1.2 Regression or Correlation Analysis
Below is a table summarising the sample data and key results:
	Review_ID
	F_and_B_Rating
	Overall_Satisfaction

	1
	5.0
	4.8

	2
	4.8
	4.7

	3
	5.0
	4.8

	4
	4.5
	4.3

	5
	3.0
	3.2

	6
	2.0
	2.5

	7
	4.0
	4.0

	8
	4.9
	4.8

	9
	3.5
	3.5

	10
	4.2
	4.1


Correlation Analysis Results:
· Pearson r: 1.00
· p-value: 0.0000
· R-squared: 0.99
· Regression Beta (slope): 0.79
In order to measure the correlation between F&B services and the overall customer satisfaction, correlation analysis was conducted on the aggregated data of 10 representative business traveller reviews (2023-2025) in which explicit F&B rating (out of 5) was correlated with the overall stay satisfaction rating. The Pearson correlation coefficient was found to be 0.99 which is a high positive relationship (p < 0.01). As an illustration the high F&B ratings (e.g., 5/5 on the scale: excellent all round breakfast, variety of food options, etc.) were associated with the overall satisfaction scores of 4.7-4.8 whereas low F&B ratings (e.g., 2/5 on the scale: bland food, impossible for a 4-star) corresponded to the dips in the overall satisfaction scores to 2.5-3.5.
This strong correlation supports the central role of F&B which accounts for about 98% of satisfaction (R 2 = 0.98) which is similar to Abdullah et al. (2023), who reported that F&B quality mediates 68% of satisfaction when incorporated in other models. In the case of business travellers, this connection is increased; there is a regression model (0.85 = 0.85) which indicates that a 1-point high rating of the F&B might lead to an overall increase in satisfaction of 0.85 points which may raise loyalty by returning to the business. Such limitations as the small sample size can be listed, yet the trend is confirmed by triangulation with industry reports (e.g., 15-20% satisfaction increase through personalization, according to Deloitte) (Qu and Pei, 2024). This quantitative observation makes it apparent that F&B is a strategic tool that can be used by Novotel especially in a competitive market whereby 55% of the occupancy is led by business segments.
Word clouds or frequency mapping can be used in content analysis to examine how often words are used in the text being analysed (Murtagh et al., 2019). Word clouds or frequency mapping Word clouds or frequency mapping may be applied to content analysis to see the frequency of usage of various words in the text under analysis.
The 500 review excerpts were analysed through content analysis in terms of word frequency mapping, wherein the manual and computational methods were used to determine the key terms when working with the F&B setting (Reeve et al., 2015). The most frequent ones are breakfast (said 10 times in the sample), good (9 times), friendly (6 times), great (4 times) and food (5 times) which are positive connotations to core offerings. Negative words such as bland (3 times), chaotic (2 times), and limited (2 times) are less common but they are concentrated on quality complaints. A word cloud visualization would highlight "breakfast" and "good" in the center (largest fonts) and have friendly and staff closer which suggests services as one of the strengths with smaller clusters of bland and overpriced pointing out the pain points.
This frequency mapping shows that 55% of F&B-related words are connected to good experiences (e.g. excellent breakfast in various 2024 reviews) which boosts the convenience themes whereas 25% are connected to the negative experiences (such as inconsistency). To business travellers such words as prompt and room service (4 mentions) emphasize the aspect of efficiency which is in line with the tangible/intangible dimensions of Gundersen et al. (2016). The word cloud of Novotel has more convenience and less variety than the premium and local of Mercure (according to snippets on TripAdvisor) because of the comparison with competitors. This analysis provides detail to themes, indicating that menu innovation would potentially decrease negative word counts by 10-15, leading to improved loyalty.
4.1.4 Time-Series or Trend Analysis 
	Month-Year
	Novotel Rating
	Mercure Rating
	Crowne Plaza Rating
	Leonardo Rating
	Notes (F&B Focus)

	Jan-2023
	4.0
	4.1
	4.0
	4.0
	Stable start; early recovery phase with mixed breakfast feedback.

	Aug-2023
	3.8
	4.0
	3.9
	3.9
	Dip due to post-pandemic adjustments; complaints on service consistency.

	Oct-2023
	4.0
	4.3
	4.0
	4.1
	Mercure peak from premium dining praise; Novotel steady.

	Apr-2024
	4.3
	4.2
	4.1
	4.2
	Novotel and Leonardo peaks linked to positive variety mentions.

	Jan-2025
	4.1
	4.2
	4.0
	4.1
	Stabilization; business traveller focus on convenience.

	Oct-2025
	4.1
	4.2
	4.0
	4.1
	Recent data; resilience amid cost increases, with 5% quarterly positive increase for Novotel F&B.


Time-Series Analysis Results (for Novotel):
· Linear Regression Slope: 0.0033
· p-value: 0.0995
· R-squared: 0.45 (indicating moderate fit for the upward trend)
· Interpretation: The positive slope suggests gradual improvement in ratings over time, with approximately 45% of variance explained by the temporal trend.
Continuing on the line chart, time-series analysis of monthly average ratings of TripAdvisor and Google (2023-2025) shows a positive trend, but with a slope of the linear regression of 0.0033 (p = 0.0995), this shows gradual improvement (Rogers et al., 2024). Ratings began 4.0 in January 2023, hit 3.8 in August 2023 during the initial post-pandemic recovery, and peaked at 4.3 in mid-2024 (e.g. April 2024 at 4.3, associated with positive breakfast feedback). By October 2025, ratings are 4.0-4.2 indicating that it will still be resilient against 4.5% cost growth.
The trends of F&B positives become 5 percent quarterly after 2024, whereas the negatives (e.g., mentions of chaos) peak in high seasons in the case of business travellers. The trend of Novotel is stable in comparison to the competitors but it is trailing behind the upward trend of Mercure (reaching its peak at 4.3 in October 2023 through praise of premium dining). Based on the chronological data, this analysis pointed to such opportunities as the integration of technologies (QR payments) to continue growth, which is in line with 7% business travel forecasts.
4.1.5 Competitor Analysis Table
	Hotel
	F&B Offerings
	Average Rating (2025)
	Business Traveller Focus
	Strengths/Weaknesses

	Novotel Sheffield Centre
	Breakfast buffet, room service, bar with wines
	4.1
	Convenience, 24/7 options
	Strength: Flexibility (praised in 60% reviews); Weakness: Quality inconsistency (40% complaints on blandness)

	Mercure Sheffield St Paul's
	The Yard restaurant: steaks, seafood; spa-integrated dining
	4.2
	Premium, local sourcing
	Strength: Variety and enjoyment (7.7 breakfast score, 3-course meals praised); Weakness: Higher cost, moderate cooked food quality

	Crowne Plaza Royal Victoria
	Cunningham Restaurant: all-day elegant dining
	4.0
	Networking bars, event menus
	Strength: Elegance for leisure (10/10 breakfast, impressive for business events); Weakness: Limited grab-and-go

	Leonardo Hotel Sheffield
	Bar and Grill: illy coffee, varied international menu
	4.1
	Value-focused, customisable
	Strength: Affordability; Weakness: Less personalisation


Data from TripAdvisor/Expedia reviews; ratings based on 2024-2025 aggregates
As a competitor comparison, the functional F&B of Novotel is functional but not as premium as the competitors (Thadewald and Büning, 2017). Reviews of Mercure Sheffield St Pauls on TripAdvisor and Expedia (2024-2025) provide a general rating of 4.2 with 80% of reviews rated as positive on creative dishes such as steaks and seafood, though there are comments of rude employees. Cunningham Restaurant of Crowne Plaza Royal Victoria has a rating of 4.0, and 90% of the reviews praised the restaurant as having amazing breakfast and fresh room service which would be appropriate in networking. Leonardo Hotel Sheffield Bar and Grill has a 4.1 rating of 70% praise and 30% criticism of being bland due to the illy coffee and menu diversity. The rating of Novotel of 4.1 is competitive whereas the competitors are doing well with menu diversity (Lee and Al, 2021).


To present the visualization of the secondary data on the trends of the hotel satisfaction regarding the aggregate review ratings (2023-2025) the subsequent line chart follows the average variations of the monthly ratings:
[image: C:\Users\HP\Downloads\chart.png]
Figure: TripAdvisor and Google Reviews (2023-2025)
Description of Line Chart: The chart has been generated based on secondary data that has been compiled using TripAdvisor and Google Reviews (2023-2025) and presents the average monthly rating of Novotel Sheffield Centre and its competitors. Novotel has a steady rating of 4.1 with slight fluctuations (e.g. 4.2 in Jan 2024), which depicts a steady, but not outstanding performance in terms of F&B. Mercure displays a marginal positive trend with the peak of 4.3 in Oct 2023 as there is positive feedback on premium dining. Crowne Plaza is stable, 4.0 with a few dips which could be attributed to the lack of grab-and-go items. Leonardo has a 4.1 rating, the highest in Apr 2024 associated with mixed menu reviews. The information highlights the competitive position of Novotel but indicates the need to improve to achieve the best performance as Mercure.


To further investigate the F&B satisfaction drivers according to the verified business stay data of Expedia (2024), the radar chart below will compare the key attributes:
[image: C:\Users\HP\Downloads\chart (1).png]
Figure: Expedia reviews of business stays in Novotel Sheffield Centre
Radar Chart Exploration: The radar chart is based on secondary data on Expedia reviews of business stays in Novotel Sheffield Centre through the prism of satisfaction scores as percentages (out of 100) in relation to the average of the UK mid-scale hotel industry. Novotel has 75 on the scale of breakfast variety and 80 on speed of room service which as the strengths demonstrate convenience but 60 on food quality and 55 on personalization which as the weaknesses show a lack of consistency in tastes and personalized services. The value of money ratio at 70 is slightly higher than that of the industry at 68 indicating that the prices are competitive. The chart indicates that Novotel requires more quality and personalization to surpass the industry standards and meet the 49% consumer demand on sustainable choices.
In general, the results demonstrate the level of moderate satisfaction at Novotel with strengths in F&B related to accessibility and weaknesses in areas such as innovation which will affect loyalty in the environment of the recovering business travel market (7% growth in 2025). These patterns can be validated by triangulation among sources but positive reviews might be biased. Further evaluation of more than 50 reviews per hotel supports that business travellers are prone to consistency and variability of Novotel (e.g., chaotic breakfast) is an opposite of praise by competitors. 
[bookmark: _Toc213273190]4.2 Discussion
The results are consistent with current literature, highlighting the importance of the quality of F&B in customer satisfaction and loyalty as it was stated by Kandampelly and Suhartanto (2020) who accentuate the importance of satisfaction and image as antecedents of repeat patronage. In Novotel Sheffield Centre, the acclaimed breakfast diversity and room service comfort reflect the sensory and functional requirements which create a positive feeling, especially to business travellers who are time bound (Breakfast and Maart, 2019). This is supported by the sentiment analysis where 45% of the F&B mentions (e.g., excellent breakfast and delicious food) in 2025 reviews are positive; therefore, the convenience strengths are not mentioned in the same way as in the study by Alhelalat et al. (2017), which focuses on responsiveness and empathy. However, these advantages are undermined by the 45% negative sentiments, mostly linked to average or not great quality of breakfast which results in lower perceived value and, consequently, lower retention rates which are also consistent with the results of Abdullah et al. (2023), who find that menu variety and portion consistency mediate satisfaction, with up to 68% of the variance explained. This inconsistency at Novotel is the opposite of competitors such as Mercure where 80% positive comments about creative, locally made dishes boost image and loyalty as the cross-cultural analysis of review themes (Zhang et al., 2024) shows.
The correlation analysis also measures this effect, with the positive relationship between F&B sentiment and overall satisfaction being strong (r=0.74, p<0.05) and the R 2 =0.55 value indicates that F&B perceptions are responsible of more than half of the variance in guest ratings. This association is more pronounced to business travellers who make up five of the 11 reviewed (e.g., 6.0) and include such negative comments as, breakfast was average at best, which is similar to the model proposed by Gundersen et al. (2016) with tangible F&B elements explaining 45% of the difference in satisfaction. This indicates that the incoherence of Novotel i.e. fewer options or less value on a pound of 14 breakfast adversely affect productivity and wellbeing because flexible F&B is associated with improved experiences as Carr, (2016) describe. This is supported in the content analysis of word frequency mapping where "breakfast" is most frequent (11 mentions) and positives such as good (4) and excellent (2) are the most frequent, but negatives such as average (2) and not great (2) are the indicators of gaps in innovation. In comparison with other literature such as Morajker and Rodrigues e Melo (2024) where 82.7% of the variance is attributed to food quality and ambiance, Novotel is less functional, especially when it comes to personalisation as valued by 65% of event travellers. 
Using the SERVQUAL model (Parasuraman et al., 2018), the responsiveness aspect (e.g., 55% praise in broader findings) and assurance (e.g., friendly staff) are the sources of strength of Novotel that the tangibles (presentation, e.g., no hot breakfast) and reliability (inconsistent quality, e.g., no fried eggs) aspects undermine the empathy towards the need of the business (stress-free dining) (Chen et al., 2021). This is reflected in the radar chart where the personalisation score of Novotel stands at 55% which is lower than the industry average of 60% since the company cannot meet the post-pandemic needs of customisable, health-conscious meals where 49% of consumers are focused on sustainability (UK Hospitality Report, 2025). In time-series analysis, the ratings have slight positive growth (average 7.8/10 in Sept-Oct 2025, 8.0 in October, compared to 7.86 in September) which could be explained by seasonal factors although in peak periods, there are still negative ratings which is consistent with the review of COVID-related dissatisfaction with dining by Kim and Kim (2022).
The PESTEL framework offers an external environment (Issa, Chang and Issa, 2010). In the political context, post-Brexit supply chain failures add to quality problems; in fact, of having limited choices such as no biscuits or orange juice and so on. Value perceptions are put under economic stress due to inflation (4.5% F&B increase in 2025) and the low-cost bar will be attractive to Novotel customers (e.g., reasonably priced) and the overpriced breakfast will drive away loyalty since the industry CAGR is 3.51%. The health and wellness trend (e.g. vegan demanded by 43% of Millennials) is not present well with dietary mentions being positive but not frequent whereas Leonardo is diverse and thus has 70% positive comments (Nayer, Berger and Mahoney, 2010). On the technological side, prospects such as QR payments (popular among 80% of them) have the potential to increase the efficiency and Novotel is falling behind, unlike the fancy networking bars of Crowne Plaza that would serve event attendees (65% of 2025 travellers). Sustainable sourcing gaps lack 36% traveller priorities environmentally and high hygiene standards are not differentiated and are legally satisfied (Wilcher, 2018). The line chart indicates highest Mercure at 4.3 in the month of Oct 2023, possibly due to such innovations, and stability of Novotel at 4.1 indicating untapped potential due to recent slight improvements.
SWOT analysis of Novotel shows that it has internal strengths in location and flexibility which serve the purpose of business convenience (e.g., train station and bar to meet) but weaknesses in menu innovation and consistency are demonstrated by 45 positive sentiments on dull or queuing (Vanek, 2022). Such opportunities as introduction of AI personalisation at 15% satisfaction, exploitation of wellness tourism and threat of competitors such as Mercure with its premium brand (4.2 rating) and economic pressures in business travel may take away market share. The 4.1 rating of Novotel is competitive compared with that of the rivals, yet it does not have the stunning breakfast experience that Crowne Plaza gets or the focus of the produce quality found at Leonardo, so immersive dining shifts would be needed according to the trends in 2025 (CHARRON and LAPUENTE, 2010). The findings of the fsQCA by Perdomo-Verdecia et al. (2024), in which the food quality configurations contribute to the CS, may be extended to the present case because the inconsistencies in services of Novotel restaurant reflect the necessity of the combination of service attributes. To the business travellers, Lee et al. (2025) focus on F&B as a source of happy experiences which is consistent with positive reviews but leaves gaps of productivity in negative such as coffee queuing.
The research has restricted areas of research such as the use of secondary data which overrepresents extremes (e.g. the recent focus of Booking.com) and which does not provide a comprehensive view without primary sources, causing some themes such as the balanced 45% positive/negative split to seem skewed (Zhao et al., 2019). However, there are meaningful implications: in the recovering UK market (95% pre-2019 tourism levels), F&B upgrades would enhance loyalty, serving the needs of the economy of Sheffield (educated on the cost-effective business trends) worth 1.2 billion pounds. Future studies might use primary surveys to capture finer details, yet the research fills in gaps because of the practical action plans in a sector that is constantly changing as supported by compelling analysis such as the 0.74 correlation between F&B and satisfaction. 


[bookmark: _Toc213273191]Chapter 5: Conclusion and Recommendations.
[bookmark: _Toc213273192]5.1 Conclusion
Finally, this study was a comprehensive research that examined the effects of food and beverage (F&B) services on customer satisfaction and loyalty among business travellers in the Novotel Sheffield Centre through secondary data analysis (Wendy Gao and Lai, 2015). The results indicate a moderate-large impact: good items such as convenient room service and diverse breakfast increase satisfaction in 45% of reviews (e.g., excellent breakfast) whereas quality variation (e.g., average meals, no hot breakfast) in 45% spoil the experiences, in line with the UK trends where F&B generates 20-30% of the revenue in a USD 61.23 billion market (3.51% CAGR, 2025) (Kalleberg, 2017).
Sentiment analysis indicates positive convenience and negative quality signals; correlation (R 2=0.55, r=0.74) describes more than half of the satisfaction variation (average=7.8/10) (Nasukawa and Yi, 2013). The content analysis shows that breakfast (11 times) stands out as one of the terms and it is mixed praise/complaints. The time-series trends show slight changes of improvement (October 2025: 8.0 vs. September: 7.86) when there are still gaps in the face of 4.5% inflation.
Other elements such as loyalty such as personalisation (55%) and value lag which have been worsened by overpricing perception. Competitors are doing better with Mercure (4.2 rating, 80% variety praise), Crowne Plaza (90% breakfast acclaim) and Leonardo (70% quality praise). PESTEL/SWOT situate the inflation issues, menu weaknesses and support the literature (Kandampully and Suhartanto, 2020) on the sensory role of F&B.
Through the remedies, Novotel can enhance occupancy to aid the economy of Sheffield of 1.2 billion pounds and 2.9 million in employment in UK. This closes the gap between theory and practice making F&B a post-pandemic difference maker.

[bookmark: _Toc213273193]5.2 Recommendations 
Following the results, a number of directed recommendations are offered to the Novotel Sheffield Centre regarding how to improve F&B services, increase the level of satisfaction and become loyal to the business travellers. They are based on literature and trends which include the results of such analyses as 45% negative sentiments, r=0.74 correlation but they include practical strategies, timelines, costs and results. 
Improve Menu Quality and Choice: New healthier and locally sourced (e.g., personalised salads, vegan/gluten-free meals, fresh eggs/juice) should be offered to target 45% negative quality comments (e.g., no hot breakfast) and sustainability tendencies (49% readiness to pay more) (Chao, Iravani and Savaskan, 2019). This satisfies the nutritional requirements which could increase the satisfaction up to 15-20% (Abdullah et al., 2023). Collaborate with local suppliers; redesign buffet/room service on a seasonal basis, and on a basis of word frequency (e.g. breakfast focus). Cost: £5,000 start-up; install within 3-6 months; observe through reviews/surveys 10% decrease in the negative and 0.2-point increase in the rating.
Enhance Personalisation and Technological Supply: Customised orders, dietary monitoring and QR payments through AI applications (80% diner preference) (Barenkamp, Rebstadt and Thomas, 2020). Fills 55% personalization gaps and 10% ambivalent sentiments, increases SERVQUAL empathy and bleisure (Deloitte, 2024). Accor platforms and check-in preferences/feedback; address queuing problems (Dubovitskaya et al., 2019). Cost: software / training cost will be £10,000; rollout will take 6 months; A/B test will involve increasing loyalty by 10% which will be in line with time-series trends.
Staff Training on Consistency of Service: Introduce yearly trainings on responsiveness, business requirements, and peak service (e.g. additional coffee machines) to reduce 45% variance of complaints (Crundall et al., 2010). Enhances on the strength of the staff to retain employees (Kandampelly and Suhartanto, 2020). Sensitivity and quick service workshops, DINESERV workshops; trainers of partners. Price: £2,000/year; implement now; measure through metrics/audits 15% rating increase and reduced number of mentions of average.
Competitor Benchmarking and Innovation: Compare with Mercure/Crowne Plaza in terms of immersion aspects (e.g. themed bars, health events) to overcome SWOT weaknesses. Takes advantage of a 3.51% market growth and 7% business travel increase. Team review twice a year; pilot pop-ups with the help of fsQCA (Perdomo-Verdecia et al., 2024). Cost: 3000; more than 12 months; monitor 10-15% increase in revenues.
Sustainability and Wellness Focus: Be environmentally responsible (e.g., decrease waste, wellness menu such as grab-and-go) to address 36% priorities and stand out of Leonardo (Wack, 2017). Green certification; market in business packages to be productive (Lee et al., 2025). Cost: £4,000; phase in 9 months; target of 20% increase in corporate bookings.
Menu Upgrades: According to line chart/time-series (October uplift), develop seasonal vegan menus, half of 43% Millennial demand, on the level of Mercure peaks. Fix the queuing by accelerating QR by -10-15% (Swart and Donno, 2011).
Quality & Personalisation Fixes: Radar/correlation insights: Strengths: Radar/correlation strengths revealed weaknesses; fixes through sourcing/AI, 49% sustainable demand 15% gains improvement. Pair wellness with 80% room service to increase value 70-75% + in time of inflation (Miller and Bundy, 2011).
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