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[bookmark: _Toc200468657]Abstract
This study looks into how quickly guests can check in and out of the Newcastle Maldron Hotel affects their happiness. There have been a lot of studies on service quality in the hospitality business, but not many on how interactions at the front desk affect the emotional and operational aspects of the customer experience. The Maldron Hotel is being used as a test case to see how speed, professionalism, clarity, the use of technology, and an emotional tone affect customer happiness.
Secondary data from academic literature, hotel reports, and TripAdvisor and Booking.com reviews are the only ones used in the qualitative study. Thematic analysis is used to find patterns in guest comments, which are then looked at with SWOT, STEEPLED, and TOWS.    They talk about strategy improvements to front-desk operations, pressures from the outside, and strengths and weaknesses within the company.
Satisfaction is affected by how quickly things are done, how polite and efficient the staff is, how well people can understand each other, how well technology is integrated, and how people feel when they check out. Guests liked that the staff was emotionally intelligent and that the service was quick and smooth, but they didn't like that there were long wait times during peak hours, unclear billing, and technology problems. During the checkout process, it was especially important to make a lasting impact.
As Kahneman's Peak-End Rule, Servicescape, and SERVQUAL all say, visitor happiness depends on how emotionally intelligent staff members are and how well the business runs. It is suggested that there be a mobile check-in before arrival, clear SOPs, tech-human synergy at the front desk, emotional closure methods at check-out, and regular staff training.
This study makes both academic and practical research better by giving a way to rate important touchpoint service experiences. It shows how important efficiency, empathy, and clear communication are to modern hotel guests, whose expectations are being shaped more and more by the digitally changing and experience-driven hotel business.
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[bookmark: _Toc200468658]Chapter 1: Introduction
[bookmark: _Toc200468659]1.1 Background and Context
These days, a hotel's success depends on how happy its guests are. Lin et al. (2025) say that it affects how people think about the business, how loyal they are, online reviews, and how often they visit. There are many things that affect how guests feel, but the most important ones are usually check-in and check-out. According to Paulose and Shakeel (2022), these two front desk situations could have a big effect on a guest's experience. Even the best stays can be ruined by delays in these steps (Busser et al., 2022). In any case, a smooth, quick, and enjoyable experience makes a good impression. Hotels are using self-service terminals and mobile keys to meet customers' needs for speed and ease (Cheong et al., 2017). No matter how far technology has come, people are still needed to solve problems and make sure that service standards are met. The Maldron Hotel Newcastle, a hotel in the city centre that serves both business and leisure visitors, has a front desk that works very well. Because there is a lot of client turnover, the work of the front desk staff has a big effect on how happy the clients are. This study looks into how well the Maldron manages six service areas and suggests ways to make them better.
[bookmark: _Toc200468660]1.2 Research Problem
Even though the hospitality industry has looked into guest happiness a lot, the check-in and check-out processes as separate parts have gotten less attention. The majority of research examines the standard of service, cleanliness of rooms, and quality of meals (Bucak, 2014; Candra et al., 2023). People who work at the front desk are often forgotten, even though they are important for operations and strategy.
More hotels offer online booking, keyless entry, and quick check-out, but there is no proof that these services make hotel guests happier. The Maldron Hotel uses both old and new ways of serving its guests, so the speed and ease of check-in and check-out must meet their needs. This study will use secondary data like organisational analysis models and guest reviews to find out what the front desk does well, what it could do better, and what chances there are for growth.
[bookmark: _Toc200468661]1.3 Research Aim and Objectives
The aim of this research is to assess how the efficiency of check-in and check-out processes at the Maldron Hotel, Newcastle, affects overall guest satisfaction. This will be done using secondary data sources and supported by organisational analysis tools such as SWOT, STEEPLED, and TOWS.
1. To critically evaluate the current check-in and check-out procedures at the Maldron Hotel, Newcastle using organisational analysis tools such as SWOT and STEEPLED.
2. To analyse the relationship between the operational efficiency of check-in and check-out processes and guest satisfaction based on secondary data.
3. To apply the TOWS strategic framework to identify practical improvements for front-desk operations that enhance guest satisfaction.
4. To develop evidence-based recommendations for improving check-in and check-out efficiency at the hotel, grounded in insights from organisational models and guest feedback.
[bookmark: _Toc200468662]1.4 Research Questions
To guide this investigation, the following research questions will be explored:
1. What do organisational analysis models like SWOT and STEEPLED reveal about the current check-in and check-out procedures at the Maldron Hotel, Newcastle?
2. How does the speed and professionalism of these procedures affect guest satisfaction?
3. What strategic changes can be developed using a TOWS matrix to improve the efficiency of front-desk operations?
4. What practical recommendations can be made to enhance the guest experience based on findings from secondary data?
These questions will be answered through careful analysis of guest feedback, industry trends, and structured use of analytical frameworks.
[bookmark: _Toc200468663]1.5 Scope and Structure of the Research
The Newcastle Maldron Hotel is being used as a case study for this study. It will use information from academic studies, the tourism business, and customer reviews from Booking.com and TripAdvisor. Qualitative thematic analysis will be used to find themes in visitor comments about service performance for the study. The front desk operations of the hotel will be looked at, and SWOT, STEEPLED, and TOWS will be used to make strategy suggestions.
The project is made up of five parts. After this introduction, Chapter 2 will look at theories and studies about how to run the front desk, how to improve service, and how to make sure customers are happy. Chapter 3 talks about the study in question and talks about data sources, analytical models, and ethics. Chapter 4 shows the results of the study and talks about how they fit in with another research that has already been done. At the end of Chapter 5, there is a concise summary of the main findings and ideas for lodging.


[bookmark: _Toc200468664]Chapter 2: Literature Review
[bookmark: _Toc200468665]2.1 Understanding Guest Satisfaction in Hospitality
There are both visible and intangible parts that make hospitality guests happy. Kim et al. (2023) say that satisfaction means going beyond what visitors expect or running meetings. The SERVQUAL model was made by Parasuraman, Zeithaml, and Berry in 1988. It includes things like trustworthiness, responsiveness, assurance, and empathy. Nowadays, these factors are often used to judge how good dining services are. People have said that SERVQUAL, a structured way for evaluating service, covers too much. Singgalen et al. (2024) say that it does not show how complicated hotel relationships are because they are affected by emotional and mental factors. Due to its clarity and flexibility, SERVQUAL is still important. Responding quickly and reliably are important for front desk work.
Salazar et al. (2010) and Priyo et al. (2019) show that the quality of service is linked to customer behaviour and trust. They say that pleasure makes word-of-mouth and repeat visits more likely. More recently, Das (2023) and Singgalen (2024) did study that shows how service effectiveness, digital interaction, and convenience affect how happy hotel guests are. Satisfying guests is not just about having pleasant things or being luxurious. Instead, it looks at marketing, past events, and real-time interactions to see how well the service delivery process meets expectations.
[bookmark: _Toc200468666]2.2 Service Encounter Theory and the Impact of First/Last Impressions
Service encounter theory emphasises important customer service situations (Voorhees et al., 2017). The opinions of guests about the service provider are called "moments of truth" by Bitner (1992) (Sarpong, 2016). Check-in and check-out are two classic examples. The feelings and memories of the hotel stay are shaped by these events. The psychological "peak-end rule," which was created by Kahneman (2011) (Buttliere et al., 2024), makes these connections even more clear. People should judge events by their highs and lows instead of their standards, according to this rule. As Lin (2024) says, a stressful check-out process can make good service seem less important for a few days.
Sayin and Karaman (2019) and Mwinuka (2023) say that operational worries at the time of these interactions are more harmful than helpful. No matter how good the service is, long wait times, bad communication, or staff who are not sure what they are doing at the front desk can make a guest dislike the hotel. Similar studies by Ali (2024) and Sheoran (2025) show that a professional and polite front desk worker can help keep visitors from being unhappy while they wait. During times of great service, emotional intelligence and staff training are important. So, technology may make things easier, but visitor happiness depends on talking to real people.
[bookmark: _Toc200468667]2.3 Operational Efficiency in Front-Desk Service
When a business can provide good services with few resources, that is called operational efficiency. It is common in the hospitality industry to keep the right mix between technology, process design, staffing, and what guests want. Özdemir et al. (2019) say that operating efficiency is when workflow and service delivery are optimised to get better results and respond faster. Mahalakshmi and Bharath (2025) say that the front desk's effectiveness depends on how hard the check-in and check-out processes are, how many visitors come in and out, how many people work there, and how well they are trained. Wilson found in 2025 that most of the bad reviews were caused by inefficiencies during peak times. Guests were annoyed by having to wait in long lines and being asked for the same information over and over again.
To ease these worries, technology is being used increasingly slowly. Modern technologies like self-check-in kiosks, mobile key apps, and automatic payment methods help to reduce wait times at the front desk. Gupta and Sharma (2021) say that automation may make things go faster, but it may also take away the personalised service that some people like. Mandić et al. (2023) say that the most effective systems are hybrids, which include both technology and human staff. These systems help hotels stay efficient while also making guests happier by making it easier for them to connect with each other. Putting these kinds of systems in place requires money and changes to the jobs of staff, which could lead to opposition. More than technology is needed to make sure that the front desk works well. It includes ongoing training, improving processes, and making sure that employees do their jobs in a way that meets the needs of the guest.
[bookmark: _Toc200468668]2.4 Diagnostic Tools for Organisational Analysis: SWOT, STEEPLED, and TOWS
Zaika et al. (2024) say that organisations need diagnostic tools to figure out their internal and external stresses and strengths. SWOT analysis looks at the strengths, weaknesses, chances, and threats of a business. According to Benzaghta et al. (2021), a hotel's strengths could be its high visitor reviews or its experienced staff, while its weaknesses could be old systems or service that is not always the same. Abraham (2022) suggests using SWOT as a flexible and easy-to-use strategic planning method, especially in fast-paced fields like hospitality. However, because it is so simple, it may not be very deep when making complex decisions (Benzaghta et al., 2021).
To solve this problem, the STEEPLED model looks at problems related to people's lives, technology, money, the environment, politics, the law, morality, and population (Abraham, 2022). In line with Georgiadou et al. (2019), this way makes it easier to find external threats and opportunities for hotel operations. Spending on digital check-in may go up because more tourists are becoming tech-savvy. Zaika et al. (2024) say that TOWS combines SWOT with internal and external factors to produce strategic moves. Weihrich (1982) says that the model turns research into strategy. A hotel with good customer service (S) and more competition (T) may be able to keep guests by offering better loyalty programs. These tools help hotels look at how they are doing and produce innovative ideas that are influenced by the market and their own internal factors. They are important to the Maldron Hotel's check-in and check-out processes.
[bookmark: _Toc200468669]2.5 Digital Transformation in Hotel Front Desk Operations
Since COVID-19, the hospitality business has gone through a lot of digital changes (António and Rita, 2021). Automation, mobile, and AI are used at different service places, like the front desk. Das (2023) says that using technology makes things more efficient, cuts down on mistakes made by people, and gives visitors more freedom. Still, the lack of human contact is something that people argue about. According to Shin et al. (2019), many visitors, especially older guests and those who were not good with technology, still liked talking to people at the desk in the old-fashioned way. This was true even though many visitors chose mobile check-in services. More businesses are using hybrid systems, where technology handles simple chores and people handle more difficult or emotional ones (António and Rita, 2021). Researchers Mandić et al. (2023) found that visitors are happiest when automation is paired with careful human help. In the literature, execution problems like staff resistance, worries about integration, and cost are named. Trushkina et al. (2020) say that for digital change to work, service cultures must be aligned, staff must be trained, and communication must be clear.
[bookmark: _Toc200468670]2.6 Gaps in Literature and Rationale for the Study
A lot of research has been done on service quality, but few on the minute details of check-in and check-out. These are often seen as parts of a service interaction rather than separate factors that need more study in the research that has already been done. This makes it hard to see how much these contacts affect how happy visitors are. Few studies use secondary data, like online guest reviews, to measure how productive the front desk is. This study looks at qualitative data from Booking.com and TripAdvisor to fill in this gap. There are few studies that combine this with SWOT or TOWS to make planning better. This study uses useful diagnostic tools to get useful information from Newcastle's Maldron Hotel. It also helps to show how the speed of check-in and check-out affects the visitor experience.


[bookmark: _Toc200468671]Chapter 3: Research Methodology
[bookmark: _Toc200468672]3.1 Research Philosophy and Approach
The idea behind this study comes from interpretivism, which looks at how people see and understand social reality (Saunders et al., 2012). This is important to the study because visitor satisfaction is subjective and depends on feelings, thoughts, and expectations. This study uses both organisational assessments and detailed, qualitative guest assessments to look into behaviour (McGinley et al., 2021).
The inductive method starts with specific data, like feedback from website visitors, and moves on to more general themes and patterns, as Collis and Hussey (2014) say. On the other hand, a deductive method is used to test a theory (Saunders et al., 2012). This investigation does not test any ideas; instead, it shows what data can tell us. This lets the researcher draw conclusions from both the experiences of visitors and the reality of the company. This helps reach the goal of looking into front-desk operational efficiency from a real-world point of view (McGinley et al., 2021).
[bookmark: _Toc200468673]3.2 Research Design and Strategy
In this detailed case study, there is only one case, which is the Maldron Hotel in Newcastle. A case study method helps the researcher understand how a hotel works on the inside, what problems customers have with service, and how guests feel about the hotel. The Maldron Hotel is a notable example because it is in the middle of a big city, has a lot of customers, and uses both digital and person service during check-in and check-out.
According to Cottrell (2024), this study should use a particular case method because it only looks at one hotel and few others. It is the goal of strategic analysis to find useful ideas that can be turned into suggestions. McGinley et al. (2021) say that solitary case studies are best for research goals that need representative cases and the chance to look into big business or management problems.
[bookmark: _Toc200468674]3.3 Data Collection Methods
Secondary qualitative data are the only ones used in this study. There were no surveys or interviews. Instead, reviews from guests on Google Reviews, Booking.com, and TripAdvisor are used in the study. The opinions of guests are shown in these reviews, which often talk about the check-in and check-out methods. They are useful because guests did not ask for them and they are more likely to reflect their views (Collis and Hussey, 2014). The study uses academic literature, operational summaries, or pieces on the services of the Maldron Hotel, guest reviews, and reports from the hospitality industry. Secondary material is useful in both practical and moral ways. It makes it easier to use data without having to do research (Saunders et al., 2012). As Cottrell (2024) says, participant risk is lower because all sources are open to the public and no personal information is collected. This method lets the researcher collect and analyse data on visitor happiness without having to talk to hotel staff or customers directly. The focus on operational efficiency in these reviews makes them useful for thematic analysis and organisational diagnosis.
[bookmark: _Toc200468675]3.4 Data Analysis Methods
In this study, thematic analysis is used. Finding trends in qualitative visitor review data is part of this (McGinley et al., 2021). The reviews carefully looked at and grouped common problems, like wait times, how professional the staff was, self-check-in machines, and how happy people were with their arrivals and departures. These themes were used to judge how well the service was done and how happy the guests were. Three well-known corporate diagnostic models—SWOT, STEEPLED, and TOWS—were used to organise the results and turn them into strategic insights. The SWOT analysis showed the front desk of the hotel's strengths, weaknesses, chances, and threats. The STEEPLED method looked at how outside factors, like economic pressures, social changes, and innovative technologies, affect the delivery of services. In the end, the TOWS matrix turned SWOT data into improvements that could be made. Strategic planning and deep analysis were both done with this method.
[bookmark: _Toc200468676]3.5 Ethical Considerations
In study projects, ethics must be followed (McGinley et al., 2021). Due to the lack of original data collection, this investigation did not have many ethical implications. No confidential data was saved, and all of the guest review material used in the study is open to the public. The study follows the university's rules on ethics and GDPR. Before starting to look at the data, the university gave ethical approval for this study. Because there was no human contact, informed consent, and data anonymisation were not needed. All secondary sources in the paper are properly cited so that there are no conflicts of interest and the paper stays academically sound. The review would be interpreted in a way that was both fair and polite.
[bookmark: _Toc200468677]3.6 Limitations of the Methodology
Even though the chosen method has benefits, it also has some problems. Only using secondary data limits the researcher's ability to look into guest experiences or explain review content that is not clear. Online reviews often seem biassed because there are so many customers who are either incredibly happy or very unhappy with the product or service. SWOT and TOWS are useful for organised analysis, but they might make service dynamics too simple. The limitations of this study project notwithstanding, these instruments offer a useful and planned way to assess operational issues.


[bookmark: _Toc200468678]Chapter 4: Findings and Discussion
[bookmark: _Toc200468679]4.1 Findings
[bookmark: _Toc200468680]4.1.1 Speed and Waiting Time at Check-in
Speed and wait times were two of the most talked about topics in visitor notes. Especially during off-peak hours, guests liked how quick and easy it was to check in themselves. People who checked into a hotel and were able to get to their rooms within five minutes had a good first impression. One user said, "The process was incredibly seamless; I was in my room within minutes of my arrival." Ali et al. (2021) showed that 10-minute delays can make people feel much less satisfied. In negative reports, there were also more complaints about delays and lines during busy times. A lot of people were unhappy with the wait time for service, which was longer than 15 minutes. Often, it was because of not enough workers, slow systems, or confusion about who should be in which room. The staff had a challenging time with a very disorganized check-in for a huge group, as one visitor put it: "We stood in line for 20 minutes."    Researchers Nalley and Bufquin (2020) found that front desk delays are caused by bad internal planning and line management, not by too many guests.
[bookmark: _Toc200468681]4.1.2 Staff Professionalism and Courtesy
Another theme was how polite and professional the staff was. A lot of reviews said how friendly, helpful, and welcoming the front desk staff was. When guests checked in, they said they felt "at ease," "valued," and "personally cared for."  Even with small delays, this human factor changed the experience of the tourists. Bove (2019) says that sincerity in service and understanding can make up for other flaws. Still, bad reviews pointed out staff members who seemed unprepared, not paying attention, or in a hurry. One guest said that the woman at the desk rushed through the process and barely looked at us. "I felt like just another number."    Kearney et al. (2017) warn that operating efficiency should never come at the cost of emotional connection, especially when dealing with people on the front lines.
[bookmark: _Toc200468682]4.1.3 Clarity and Transparency of the Process
The third theme was how easy and clear it was to check in and out. A lot of guests did not understand what the deposits, incidentals, and checkout bills meant. Even though the work was done quickly, it was frustrating that there was not clear communication about how to bill or about extra fees. One reviewer said, "I was taken aback by an unexpected charge at check-out; it was not disclosed during the check-in process." Zeithaml et al. (1996) also found that clear and direct contact is needed for service reliability. Staff members also gave different explanations of the rules. There were mistakes in the room deposit directions that at least two visitors from the same group got. These differences show how important it is to train staff to give correct, understandable information and indicate that there are not any set rules for how to communicate. According to Salazar et al. (2018), inconsistent check-in/check-out messaging hurts confidence and creates bad impressions.
[bookmark: _Toc200468683]4.1.4 Technology Integration
People had different opinions on the fourth subject, which was integrating technology. Mobile check-out and fast drop-boxes were exceedingly popular with customers. People who were traveling for work or who were in a hurry to get somewhere liked these a lot. One reviewer said, "I appreciated the convenience of dropping my key and departing without any complications—no delays, no fuss." There is more research about hospitality technology and self-service (Fu et al., 2024) that this supports. A lot of people also had bad situations with technology. Guests had problems with smartphone apps that would not work, broken kiosks, and digital signs that were not clear enough. As per a guest, "The self-check-in machine malfunctioned halfway through, and no one was available to provide assistance." Gupta and Sharma (2021) said that for hotel technology to work well, it needs to be able to fix problems in real time and have people present. Other guests said that technology, while it made things more efficient, took away from the individualized touch of great service.
[bookmark: _Toc200468684]4.1.5 Emotional Impact of Check-out
Another important topic was the emotional effect of the last interaction, which is usually check-out. Some customers said that a stressed or long check-out process could change how they felt about the hotel, even after a great stay. According to Lin (2024), Kahneman's (2011) "peak-end rule" says that the last few seconds of an event have a bigger effect on memory than the rest of it. Guest responses were overwhelmingly in favour of this idea. A user said, "The long, chaotic check-out left a bad taste in my mouth, despite the fact that everything was great."    This feedback shows how important it is to make visitors happy at the end of their trips. In general, hotel staff focus on first views during check-in. However, this study shows how important the last part of a visitor's experience is (Busser et al., 2022). Check-out staff must be both quick and careful if they want to make a good mark on guests.
[bookmark: _Toc200468685]4.1.6 SWOT Analysis
Using online guest reviews and theme results, a SWOT analysis was done to find out how the front desk's performance affected how happy visitors were. It shows the hotel's strengths, weaknesses, opportunities, and dangers from the inside and outside (Leonidou et al., 2013). The goal is to strategically assess how well Maldron Hotel's check-in/check-out process works and produce useful ways to improve service.
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Based on the SWOT analysis, the Maldron Hotel's customers were not happy because of problems with operations and poor digital integration, even though it had a great position and great staff. Modernizing the front desk experience can be done with mobile apps, real-time help from self-service tools, and faster billing contact. In the competitive hospitality business, staffing issues and rising digital expectations that are not addressed may lead to low ratings and less loyal customers.
[bookmark: _Toc200468686]4.1.7 STEEPLED Analysis
STEEPLED analysis was used to look at the outside factors that affect how well check-in and check-out work at Maldron Hotel. This big-picture tool looks into how sociocultural, technical, economic, environmental, political, legal, moral, and demographic factors affect how happy visitors are and how well businesses run (George, 2021). The results of thematic tourist reviews and literature on hospitality gave useful information. In a digital and competitive world, hotels need to understand these bigger forces in order to provide effective and emotional service. This will help them achieve strategic alignment and long-term success.
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STEEPLED, which has been improved by scholarly literature, shows that outside pressures have a big effect on how well the front desk at Maldron Hotel does its job. Gremler et al. (1994) stress the significance of emotional touchpoints in service experiences, which is in line with what people expect in terms of kindness and professionalism. Supporting Tuomi et al.'s (2021) claim that technology should make hospitality better, technology is useful but cannot replace people who work in hospitality. Budai (2020) says that the hotel's service quality is suffering because staffing levels are being cut to save money. In a government setting, problems with hiring people after Brexit (Jimenez, 2024) could lead to inconsistent service. Uncertain bills and policy communication could break the UK Consumer Rights Act and make visitors less likely to trust you, which is why staff need to be trained in fairness and compliance. Keeping digital natives and tech-averse guests happy is harder because of changes in the population (Mariani et al., 2019). Mensah et al. (2025) say that in order to keep the credibility of sustainability, it is important that trustworthy technology systems follow the environmental benefits of paperless processes. Maldron Hotel needs to use a mixed front-desk strategy that combines digital ease of use with service that is sensitive to guests' feelings, ethics, and cultures in order to stay competitive and put their needs first.
[bookmark: _Toc200468687]4.1.8 TOWS Analysis
After the SWOT analysis, a TOWS grid was made to find workable ways to deal with the internal and external factors that affect Maldron Hotel guests' happiness. Threats, Opportunities, Vulnerabilities, and Strengths (TOWS) is a framework that helps businesses react by matching their strengths with external opportunities and making them less vulnerable to new threats (George, 2021). Thematic results and literature on hospitality show that operational clarity, technical efficacy, and affective service delivery all affect how satisfied a client is. This strategy tool helps the hotel improve the check-in and check-out process and adjust to changing guest needs.
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The TOWS analysis is a strategy-driven road map that is made by looking at research and writing about hospitality. According to S-O strategies, the Maldron Hotel could make its staff more skilled by using mobile and hybrid systems for service. Bitner (1992) and Mandić et al. (2023) both say that better service is achieved when digital tools are combined with emotionally intelligent staff. Structured training based on the SERVQUAL model's Assurance and Responsiveness parts is meant to fix internal problems like poor communication in W-O methods (Parasuraman et al., 1988). User-friendly interfaces also help younger users who are good with technology (Yadav and Raju, 2025). S-T techniques show how Maldron can set itself apart from rivals that use AI by focusing on reputation and caring about the environment. Talukder et al. (2025) say that green tech ethics help build trust and loyalty among guests. The most important W-T methods warn of the possible effects of bad reviews, inaccurate processes, and a lack of staff. Service interruptions can be avoided with SOPs and tech-assisted human help. The TOWS matrix shows that Maldron can gain a competitive edge by finding a balance between operating efficiency and guest-cantered empathy. To do this, hotes need to show love, be creative, and be consistent.
[bookmark: _Toc200468688]4.1.9 Trends in Guest Satisfaction
There are clear trends in how satisfied guests are. Visitors liked being able to check in and out quickly, especially in less than five minutes. They also liked being able to talk to the front desk and how easy it was to check out (Busser et al., 2022). Customers were unhappy, though, with inaccurate prices, broken systems, a lack of technical support, and wait times of more than 10 to 15 minutes. These results back up Parasuraman et al.'s SERVQUAL model (1988), which stresses reassurance and response throughout interactions with guests. Technical issues had to be fixed quickly, and guests praised the staff for how they handled digital or financial problems (Wu et al., 2024). The "moments of truth" idea from Gremler et al. (1994) and Mari and Poggesi (2013) says that these interactions have a big effect on how loyal and happy visitors are. If service problems at these important touchpoints are not fixed quickly through service recovery processes, they can leave lasting impressions.
It is interesting that the study looks at how human relationship makes technology easier to use. Self-service tools make things faster, but they do not offer understanding or comfort. Chi et al. (2020) say that for important guest experiences, emotionally intelligent staff must work with automation. Electronics use was easier at the Maldron Hotel because the staff was friendly and helpful. The study says that communication, understanding, adaptability, and consistency are more important than speed. After the pandemic, hotels need to make it easier to check in and out while still offering personalized service (Bharwani and Mathews, 2021). Malalakshmi and Bharath say that digital tools like mobile keys and automatic billing only make things better when they are used correctly. As time goes on, service may get cold and useless. Mandić et al. (2023) say that technology should make service better, not worse.
[bookmark: _Toc200468689]4.2 Discussion
[bookmark: _Toc200468690]4.2.1 Speed and Waiting Time
The main thing that affected guest happiness was how well the service was done. A lot of customers did not like the long lines or wait times because they wanted to be able to quickly check in and out. Hudson and Hudson (2025) found that how long people think they have to wait has a big effect on their mood and how they feel about the service. In the hotel business, speed is essential because the first impression sets the tone for the whole stay (Baker, 2016).
The SERVQUAL model by Parasuraman et al. (1988) says that "responsiveness" is an important service quality trait. This word refers to the ability and willingness to help clients right away. Some delays at the Maldron Hotel were caused by traffic during rush hour, not having enough workers, and bad use of digital tools. There is a bigger problem in the business that these problems bring to light: urban hotels need to be able to keep up with rising demand.
Hilton and Marriott both offer pre-arrival check-in and digital key delivery to speed up the check-in process. These changes get rid of problems at the front desk and let employees focus on more complicated requests from guests. Maldron Hotel can gain from managing lines, predicting how many visitors will come, and letting people sign up through an app. It is important to find a mix between operational efficiency and personalized hospitality so that speed does not come at the cost of human connection.
[bookmark: _Toc200468691]4.2.2 Staff Professionalism and Courtesy
Guests' emotional exchanges with front desk staff had a big effect on how satisfied they said they were. Even though there were problems with the business, clients who got service that was polite, respectful, and understanding gave positive feedback. Bitner (1992) uses the term "moments of truth" to describe service experiences, which are emotional events that shape how people see things. The front desk shows that the hotel cares about its guests' well-being and is responsible for handling transactions. Buhalis et al. (2019) say that technology will never be able to replace people in the hospitality business. Even though automation is growing, emotionally intelligent service is still a competitive edge. Many of the reviews in this study that called staff members by name emphasized how important it is to be friendly and personal when interacting with guests. It is particularly important to learn how to deal with worry, listen actively, and understand other people's feelings. As visitors' standards rise, especially since the pandemic, service points must show professionalism and compassion (Bharwani and Mathews, 2021). In order to handle complicated customer needs and a range of feelings, frontline workers need to know how to do their jobs and be good with people.
[bookmark: _Toc200468692]4.2.3 Clarity in Communication
Guests who were unhappy with how policies, payments, and bills were explained and communicated filed complaints. This became especially clear when there were differences between the explanations given by staff on-site and those given by booking methods. Misalignment leads to cognitive conflict and trust loss, as shown by a study on service quality. To build trust with people, hotels need to be open and consistent. According to Zeithaml et al. (1996), not having these qualities can lead to a big drop in perceived value.
In this case, the SERVQUAL "Assurance" and "Reliability" parameters can be used. Dependability is the accurate and reliable delivery of services that were promised. Assurance, on the other hand, is the retention of staff trust through knowledge and courtesy (Zeithaml et al., 1990). Communication problems between shifts and confusion about charges caused visitors to the Maldron Hotel to be irritated and give bad reviews. To make sure the message is clear, hotels must use standard operating procedures (SOPs), scripted exchanges, and visual aids like policy cards and digital confirmations. International guests also benefit from signs and messages that are written in more than one language (Mariani et al., 2019). Communication should not just be seen as an operational duty, but as a service aspect that affects fairness, loyalty, and happiness.
[bookmark: _Toc200468693]4.2.4 Role of Technology
While guests were checking in and out, they had a range of responses to the technology used. A lot of people liked mobile check-out or booths, but some people did not like it when they did not work or did not have enough help. This fits with what Lu et al. (2015) said about how technology that is not used properly or with human help can do more harm than good. One of the best ways to automate hotel services, according to Gupta and Sharma (2021), is through "tech-human synergy." They found that people are more open to digital answers when there is human help available. Visitors to Maldron often had bad experiences because of problems with digital processes and not enough help. Hotels should offer mixed services to make this experience better. Employees are taught how to do things like traditional customer service, technology troubleshooting, and helping clients. If they do forecast maintenance and keep an eye on the system in real time, they can also keep visitors from getting in the way. When technology is properly integrated and supported, it can improve the visitor experience by providing speed, independence, and little contact, all of which are important demands in modern travel.
[bookmark: _Toc200468694]4.2.5 Emotional Impact of Final Interaction
In the setting of the visitor experience, check-out is a sign. In Kahneman's Peak-End Rule (2011) (Buttliere et al., 2024), people judge events at their peak and their peak. This means that the hotel's opinions after guests leave may be better than any other service. The study found that billing problems, long check-out lines, and impersonal goodbyes made otherwise great lodgings less satisfactory. Regardless, guests who were greeted, checked out quickly, or given correct billing were satisfied and even said they wanted to come back. The results of this study support those of Serra-Cantallops et al. (2020), who found that emotional closure in service interactions increases company loyalty and good word-of-mouth. This means that check-out should be a strategic chance rather than just a matter of procedure. Staff members should be taught how important it is to give comments after a stay, answer questions about billing, and say goodbye with a smile. Automation can send thank-you notes and encourage people to leave reviews on TripAdvisor. These techniques help people feel emotionally closed off and change how tourists talk about their experiences, which is a powerful way to market.
[bookmark: _Toc200468695]4.2.6 Theoretical Integration and Strategic Implications
The main theories of service quality are supported by the thematic results. The SERVQUAL model looked at the problems that were seen in guest reviews with responsiveness, assurance, dependability, and empathy. Bitner's Servicescape model helped explain how the layout of the front desk, signs, and the ability to see the line all effect professionalism and speed (Gremler et al., 1994). In the end, Kahneman's Peak-End Rule explained how intensely people feel at the end of a stay. According to this study, working at the front desk requires consistency, communication, and an emotional bond. Real-time queue control, mobile pre-check-in, and front desk scripting are all things that Maldron Hotel needs. Emotional service recovery means must be used along with technology integration to make sure that human warmth is kept in the event that automation fails. Implementing SOPs to make sure that policies are communicated consistently, training staff in emotional intelligence, and redesigning the checkout to make a good first impression are all important possibilities (Stoyanova-Bozhkova et al., 2022). In a broad sense, this study shows the future of customer service in the hospitality industry: a mix of technology, empathy, clarity, and speed.

[bookmark: _Toc200468696]Chapter – 5: Conclusion and Recommendations
[bookmark: _Toc200468697]5.1 Conclusion
[bookmark: _Toc200468698]5.1.1 Reiteration of the Research Aim and Objectives
This study looked into how quickly guests could check in and out of the Maldron Hotel in Newcastle affected their happiness. Customers now expect quick, clear, and friendly service, which has made it even more important for front desk staff to be professional and efficient in the hospitality business. Through online visitor evaluations, secondary qualitative data were used in the study to look into this problem. This goal was reached by choosing four research aims. This was done to find out what guests thought about how fast they could check in and out, how professional, and friendly the staff was, how technology affected their experiences at the front desk, and how check-out affected their happiness and memories. The project's results and discussions talked about these goals and gave useful information for the hotel business and Maldron Hotel.
[bookmark: _Toc200468699]5.1.2 Summary of Key Findings
The feedback from visitors was analysed and five main themes were found: technology, clear communication, professional staff, emotional checking out, and efficient service. The hotel's image, customer loyalty, and happiness were all affected by how well each subject met or did not meet passenger expectations. It was particularly important that the work was provided on time. Guests were happy with how quickly they could check in and how little time they had to wait after long trips. Systems that did not work right and not enough staff led to delays, unhappy customers, and bad ratings. Ribeiro and Praya (2019) say that waiting makes customers feel bad and lowers their opinions of the service. The SERVQUAL method stresses how important it is for front-desk service to be quick and effective, with a focus on response.
Speed was just as important as how skilled and caring the staff was. Many reviews say that visitors had a pleasant experience because the staff was friendly and helpful, even when there were delays. Gremler et al. (1994) found that "moments of truth" in call centres have a big effect on people's emotions. When guests are treated with warmth and respect, they can handle small problems with service better. Problems with communication were another thing that made people unhappy. When hotel policies, especially those about payment and deposit policies, were not clear, guests felt like they were getting lost. Zeithaml et al. (1996) stress how important trustworthiness and certainty are for building confidence. No matter how good the service is, inconsistent communication with guests hurts ties between staff and guests.
Visitors' thoughts were also affected by the technology that was used. Some people liked how mobile check-in or booths made things easier, but others were unhappy with the service or problems. These results back up what Gupta and Sharma (2021) said about how service delivery needs both people and technology. A mixed model is needed that combines personalized help with digital ease of use. Lastly, how visitors felt during check-out affected their happiness. Kahneman's Peak-End Rule (2011) says that the last few minutes of an event affect how customers remember it, according to Lin (2024). The sloppy, late, or confused check-out took away from the good memories of the stay. A friendly goodbye and a smooth exit led to more bookings and customer loyalty.
[bookmark: _Toc200468700]5.1.3 Theoretical Contributions
This research supports the ideas of great service and friendliness. The SERVQUAL paradigm is supported even more by showing how empathy, dependability, and responsiveness can be used in front-desk conversations. This model was a useful troubleshooting tool because it showed what Maldron Hotel did well and what it could do better. The study talks about Bitner's idea of "Servicescape." The layout of the reception room, the lines, and the signs all affected how fast and in order people thought things were. Parts that were badly designed or hard to understand made people wait longer and gave them less power. This idea put the effects of environmental factors on expectations and happiness in their proper place. Kahneman's Peak-End Rule helped understand how people think and feel. The study showed that customers' experiences at check-out had a big effect on how they rated their stays. This means that people who work in the hospitality industry should see check-out as a smart chance to make a good impression.
[bookmark: _Toc200468701]5.1.4 Organisational Implications for Maldron Hotel
This study gives the Maldron Hotel useful information. The first and most obvious improvement is better management of check-in and check-out times. This includes improving the hiring of staff during busy times, making paperwork easier, and looking into mobile or faster check-in options to get rid of lines. It is also suggested that people get training in emotional intelligence and conversation. Staff members need to know how to follow procedures and have good people skills in order to connect with guests and explain rules. To make sure everything is the same, standard scripts and visual tools may be needed. It is important that purchases in technology are planned ahead of time. Self-service tools make things more efficient, but they need professionals to be available, and system help in case something goes wrong. Maldron might want to think about a hybrid plan that combines automation and human involvement, especially at key points of contact. Finally, the process of checking out of a hotel must be named. An uncomplicated way to leave and a thank-you note, or email can help to keep guests and get better reviews online. By using these low-cost, high-impact tactics, Maldron can stand out in a crowded market.
[bookmark: _Toc200468702]5.1.5 Limitations of the Study
Even though it is interesting, this study has a number of problems. At first, it only used secondary data, mostly reviews from website visitors. Even though these reviews are honest and based on first-hand experiences, they are not as thorough as primary interviews or surveys. The fact that extreme events are common on the internet may change the conclusions that are drawn. Second, the results cannot be used in other situations because they were only looked at in one place. When compared to other branches or competitors, Maldron Hotel Newcastle may have its own operating strengths or weaknesses. By comparing the results of different properties, future study could find trends and problems that are unique to each location. The lack of feedback from staff is a constraint. Including their points of view could have helped get a better picture of how to provide services and the problems that face people at the front desk. For future study, it would be helpful to use a mix of methods.
[bookmark: _Toc200468703]5.2 Recommendations
1. Streamline Front Desk Operations: It is important to shorten the time it takes to check in and out so that visitors are happier. The study found that delays, especially during busy times, were a common reason for bad feedback. In service situations, Ali et al. (2021) showed that how long people think they have to wait has a big effect on how they feel. The Maldron Hotel could cut down on wait times for guests by offering pre-arrival registration, mobile check-in, and faster check-out. Predictive analytics and wait management tools can also help make better use of staff resources. To keep delays to a minimum, management can plan busy times so that there are enough workers to meet the demand. Mwinuka (2023) says that queue management systems make people feel fairer and more organized by getting rid of service bottlenecks. These strategies will help hotels run more smoothly and give guests a better experience.
2. Enhance Communication and Transparency: It was important to improve communication, especially when it came to bills, deposits, and processes. A lot of guest complaints were caused by staff members not talking to each other clearly or at all. Zeithaml et al. (1996) say that contact is important for "Assurance" and "Reliability" in the SERVQUAL model, but it can also hurt trust. This problem can be fixed by the Maldron Hotel making SOPs for how to talk to people during check-in and check-out. Standard operating procedures (SOPs) should include policy cards, standard lines, and visual aids that can be read in more than one language to make it easier for staff to explain the steps. Also, before guests come, they are sent confirmation emails that list all the fees and rules. This is done to avoid any surprises and encourage openness. Özdemir et al. (2019) stress how important it is to give visitors information before they arrive so that they can manage their expectations and avoid service problems. Employees need conversation training so they can answer tough questions in a clear and sensitive way. Using the same message at all places of contact builds trust and lowers the chance of confusion that could ruin the guest experience.
3. Integrate Technology with Human Support: Even though technology can make things more efficient, it still needs good human help to work well. According to the study, customers would only choose kiosks and mobile apps that were easy to use and had staff to help them. Gupta and Sharma (2021) stress the importance of "tech-human synergy," saying that tourists may become unhappy with technology that is not supported well. Maldron Hotel should use a hybrid approach that increases automation while also making sure that employees know how to deal with technological problems. For example, companies can spend money on IT and train their workers in soft skills so that they can help each other when technology fails. Digital service recovery, guest coaching, and fixing problems should all be part of training. To keep things from going wrong, the hotel could set up real-time system tracking and easy-to-use interfaces. Das (2023) says that digital efficiency and empathy go hand in hand because tourists want personalized service that is helped by technology. The hotel is able to keep its responsiveness and relevancy while also providing excellent customer service thanks to this balance.
4. Improve Emotional Closure at Check-Out: Checkout is the ultimate touchpoint in a visitor's trip, and it has a big effect on how satisfied they are. Buttliere et al. (2024) say that Kahneman's Peak-End Rule (2011) says that people remember the most intense parts and endings of their events. According to this study, bad check-out experiences often hid stays that were otherwise enjoyable. The Maldron Hotel could improve this last image by teaching its staff how to say goodbye in a personal and friendly way. It can be emotional to greet a friend, show appreciation, and offer incentives for them to book again. A lot of planning, accuracy, and openness should go into administrative tasks like billing so that there are no disagreements or delays. Maroco and Maroco (2013) say that a smooth ending to a service directly leads to emotional happiness. This means that check-out is one of the best times to build brand loyalty. One can strengthen emotional ties and loyalty through contact after your stay, like thank-you emails or satisfaction surveys. During the checkout process, these touchpoints can be used to build your brand by showing thanks and asking for feedback.
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Factor

Findings

Sociocultural

Guests are expecting care that is both humanized and sensitive to their needs. Gremler et al. (1994) say that service interactions

isitors are. Guests at Maldron liked

are emotional touchpoints and that what staff members do to show care affects how happy
how friendly everyone was, even though there were delays. According to Torres et al. (2014), nurturing cultural values like

kindness, care, and attention are key to creating unique experiences for visitors.

Technological

Selfcheck-in machines and smartphone check-out are convenient, but they can break down without help from a staff member.
Liu et al. (2022) say that responsive human help is needed for hospitality service technology to work well and reduce problems
Gupta and Sharma (2021) say that models that only use technology could lead to a loss of tailoring. People who came to
Maldron liked the digital choices that came with friendly staff. This is a key balance in the adoption of technology.

Economic

Most of the time, front desk chores are automated to save money. However, service quality must not be compromised. Piso
(2022) says that unreliable service is often caused by cuting staff to save money, especially during busy times. Guests at
Maldron have complained about how long they have to wait during busy times, which suggests that there aren't enough staff.
The problem has gotten worse because of the economic problems that have come up since COVID-19. Many hotels have had

to work with fewer workers.

Eavironmental

Guests liked digital records and paperless check-outs, which shows that people are becoming more aware of environmentally
friendly hospitality. According to Talukder et al. (2025), eco-friendly tourists now see green practices as ways to improve
service. Mensah et al. (2025) and Chen (2015) wam that sustainability programs need to be reliable because digital systems

that don't work right can hurt both the environment and the guest experience.

Political

There may be problems for hotels hiring people because of Brexit, limits on immigration, and rules about the job market. Itis

said by Jimenez (2024) that the uncertainty in the UK's politics has affected the hiring of hospitality workers, especially seasonal
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or foreign workers. Politics were not mentioned in Maldron's review statistics, but problems with service could mean that

political staffing limits are in place.

Legal

Problems with legal compliance happen when billing isn't clear during the checkout process. The UK Consumer Rights Act
2015 (Giliker, 2017) says that fees must be clear. GDPR sets rules for how hotels can handle personal information during

digital check-in (Yallop et al., 2021). Moon et al. (2022) say that following the law when processing visitor data and sending
bills can affect brand trust and guest happiness.

Ethical

Policies that aren't followed properly, like fines for leaving your deposit or checking out late, hurt trust. Gumussoy and
Koseoglu (2016) say that ethical service means being fair and consistent. The fact that Maldron visitors who heard different

answers from staff felt mistreated made the need for ethical staff training and equal service even clearer.

Demographic

The hotel is visited by aging travellers and Gen Z who are well-versed in technology . The younger visitors preferred mobile
applications, while the older guests preferred human interaction. Hotels must personalize service formats as a result of the

impact of demographic segmentation on service expectations (Mariani et al, 2019). Inclusive service necessitates culturally

sensitive employees, intelligent technology, and multilingual signage.
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Opportunities

Threats

Strengths | 5-O Strategies ST Strategies
Leverage the hotel's friendly, | Use positive guest feedback about staff
professional staff to personalise | to  buffer against digitalonly
mobile and hybrid  check-in | competitors by promoting a hybrid
experiences (Bitner etal, 1990). | model (Gupta and Sharma, 2021).
Use central location and modem | Promote eco-friendly digital check-
tech tools to promote fast, seamless | outs to stand out in review platforms
arivals and mobile express check- | and address environmental-conscious
out options (Fu et al., 2024). ‘guests (Mensah et al., 2025).
Weaknesses | W-O Strategies W-T Strategies

Address inconsistencies in billing

and  communication through
targeted training (Zeithaml et al
1996).

Tavest in better user-friendly self-
check-in tools toreduce pressure on
staff and shorten queue times

(Yadav and Raju, 2025).

Reduce risk of poor reviews by
establishing clear standard operating

front  desk
(SERVQUAL -

Parasuraman etal., 1988).

procedures  for

communication

Introduce live support kiosks or video-
assist check-in to offset staff shortages

while maintaining service quality.
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Strengths

‘Weaknesses

Friendly and professional front-desk staff
frequently praised by guests.

Positive emotional impact during check-
in when staff are empathetic (Lee et al
2024).

Availability of some digital options like
key drop-box and mobile checkout

Centrally located in Newcastle, attracting

‘business and leisure travellers.

Tnconsistent service speed—especially
during peak check-in/check-out hours.
Poor clasity in communication about
deposits, charges, and billing.

Technical issues with self-service kiosks
and lack of real-time assistance (W et
al, 2024).

Lack of standardised check-inout

process causes variability in experience.

Opportunities

Threats

Tncrease in guest preference for mobile
and contactless check-in  solutions
(Mahalakshmi and Bharath, 2025).

Staff training in emotional intelligence
and communication to boost clarity
(Stoyanova-Bozhkova et al, 2022).
Tavest in Al queue management or app-
based scheduling to reduce wait times.
Reputation management through guest
feedback response and service recovery

(Yuetal, 2022).

Rapidly rising expectations for seamless
digital experiences post-COVID.
Negative reviews on platforms like
TripAdvisor can damage brand
perception (Ruytenbeck et al., 2021).
Labour tumover may lead to
inconsistent guest experiences.
Competition from tech-forward hotels

offering fully automated experiences.





