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Abstract
The hospitality industry is a fundamental contributor to both regional and national economies, with seaside hotels occupying a unique niche within this sector. The hotel operates within the mid-range segment, which offers 66 rooms, a restaurant, a lounge bar, and an indoor pool that enhance customer satisfaction. Seaside hotels like York House Hotel face many issues, including variable guest expectations and high seasonal demand, and public online scrutiny. Each of the departments in the hotel plays a role which is distinct and interdependent in modifying the journey of the customer. The enhancement of platforms that are digital platforms has made feedback of guest feedback more transparent and impactful than ever before. Reviews sometimes concentrate on particular aspects of the service, like friendliness of the employee, cleanliness of the room or quality of breakfast. Hotels that are operating in destinations at the seaside face an exclusive set of issues that are compared to counterparts of their urban counterparts. Visitors in the seaside hotels tend to put value which is higher that are informal, modified service and a welcoming environment. Effective programmes for training that concentrate on service to the customer, communication and skills of problem-solving skills can greatly enhance interactions with the guest. strategies like recognition of programmes employee, assistance to mental health and regular development of skills are crucial for sustaining the motivation of staff and, by extension, the satisfaction of the guest.

Contents
Chapter 1: Introduction	6
1.1 Background Context	6
1.2 Case Study Context	6
1.3 The goal of the study	6
1.4 Structure of the Research	7
1.5 Research Questions	7
1.6 Goals and Targets	7
1.7 Rationale and Significance	8
Chapter 2: Literature Review	9
2.1 The idea of guest satisfaction in the hospitality industry	9
2.2 Departmental Contributions to Guest Experience	9
2.3 Guest Feedback and Online Review Culture	10
2.4 Challenges and Expectations in Seaside Hospitality	10
2.5 Staff Training and Employee Engagement	11
2.6 Cultural Influences on Satisfaction Expectations	11
2.7 Gaps in Literature and Relevance of the Study	12
Chapter 3: Methodology	13
3.1 Design of research	13
3.2 Data Collection	13
3.3 Data Analysis	14
3.4 Ethical Considerations	14
Chapter 4: Findings and Discussion	15
4.1: Findings	15
4.2: Discussion	19
Chapter 5: Conclusion and Recommendation	24
References	29



[bookmark: _Toc199887602]Chapter 1: Introduction
[bookmark: _Toc199887603]1.1 Background Context
In addition to influencing brand loyalty, repeat business, and overall competitiveness, happy consumers are essential for the hotel industry's long-term success (Adiningtyas and Millanyani, 2024). The hospitality industry is a fundamental contributor to both regional and national economies, with seaside hotels occupying a unique niche within this sector (Oliveira and Pataco, 2024). These coastal accommodations often serve both leisure tourists and short-stay domestic travellers who are seeking a retreat from urban settings. Again, the seasonal nature of seaside tourism intensifies competition, and this requires hotels to allow consistently high service standards to differentiate themselves and retain customers. The customer satisfactions can help the company to reach their ultimate goals and enhance the profitability of the company (Hudson, 2025). In this environment, even minor service shortcomings can particularly impact the guest perceptions and online reputations. Managing the high-quality and guest-centred service delivery across all departments is essential to business sustainability, significantly for independent and mid-market chains operating in highly reviewed online environments.
[bookmark: _Toc199887604]1.2 Case Study Context
This study focuses on the York House Hotel is located on the seafront in Eastbourne and this is a well-known UK coastal town (Rafiki, Nasution and Rossanty, 2024). The hotel operates within the mid-range segment which is offering 66 rooms, a restaurant, lounge bar, and indoor pool that enhance customer satisfaction (Legrand, Chen and Laeis, 2022). It caters to a mix of leisure travellers and families, and older guests. The basic operating divisions of the hotel, including food and beverage, housekeeping, and front desk, are crucial to improving the visitor experience.
[bookmark: _Toc199887605]1.3 The goal of the study
The primary goal of this study is to examine how important operational departments contribute to the entire guest experience in order to assess customer satisfaction at the York House Hotel.. The study needs to identify both effective service practices and areas of service delivery that require improvement. 
[bookmark: _Toc199887606]1.4 Structure of the Research
This research has been organised into five chapters to ensure an exploration which is logical and coherent regarding the topic. Chapter 1 provides information about the study by giving an outline about the background, purpose, questions of the research and significance of evaluating satisfaction of the consumer in seaside hotels, particularly at York House Hotel. Chapter 2 shows a great review of the literature, assessing primary themes like satisfaction of the consumer, departmental roles, reviews in the online and the issues specific to settings of hospitality in the coastal area. Chapter 3 provides details about the methodology undertaken, including the qualitative approach of the case study, strategies for data collection and considerations of ethics. Chapter 4 includes the findings and analysis, which are categorised by departments of operation such as front office, housekeeping and food and beverage, and looks for the pattern in feedback of guest feedback and performance of the service. Finally, Chapter 5 provides a conclusion for the study with a summary of information, recommendations for improvements of the service and reflections on how practices of the department influence total satisfaction of the guest and positioning, which is competitive in the sector of hospitality.
1.5 [bookmark: _Toc199887607]Research Questions
The following research questions serve as the basis for this investigation:
2. How pleased are visitors with various divisions, such food and beverage services, housekeeping, and front desk?	
3. What departmental strengths and weaknesses are reflected in guest feedback?	
4. In which areas can overall service quality and guest satisfaction be improved, based on customer insights?	
[bookmark: _Toc199887608]1.6 Goals and Targets
This study's main goal is to evaluate the ways in which various hotel departments affect patron satisfaction. The following goals are used to achieve this aim:
· To assess guest perceptions of service quality at York House Hotel.
· To determine the operational advantages and disadvantages of providing client service.
· To analyse guest complaints and compliments to extract key service themes.
· To recommend improvements to enhance guest satisfaction and retention.
[bookmark: _Toc199887609]1.7 Rationale and Significance
Seaside hotels like York House Hotel face many issues, including variable guest expectations and high seasonal demand, and public online scrutiny. These factors emphasise the importance of maintaining service excellence (Wilson-Mah, 2023). This study offers practical insights which can inform service improvement strategies for the case hotel and similar coastal establishments by focusing on a departmental analysis of customer satisfaction. 


[bookmark: _Toc199887610]Chapter 2: Literature Review
[bookmark: _Toc199887611]2.1 The idea of guest satisfaction in the hospitality industry
Customer satisfaction of the customer is broadly known as a prime indicator of performance regarding service within the sector of hospitality sector. It mirrors the degree to which expectations of the customer are met or exceeded at the time of their stay (Nunkoo et al., 2025). Satisfaction not only makes an impact on the likelihood of bookings that are repeated and loyalty of the customer, but also greatly influences a hotel’s reputation in the online and total competitiveness (Darvishmotevali, Arici and Koseoglu, 2025). In the industry of hotel industry, satisfaction is influenced by a number of touchpoints, including the ambience, which is physical, behaviour of the staff, speed of service and perceived value for the money (Dimitrovski et al., 2022). Many studies have demonstrated that even inconsistencies that are small in the delivery of service can make an impact negatively on the visitor’s total impression of the stay, making the reliability of the service important (Al Halbusi et al., 2023).
The difficulty of services regarding hospitality, which are sometimes co-produced in real-time by the staff and visitors, ensures satisfaction in a concept which is multidimensional (PJ et al., 2023). This involves both elements that are tangible, like cleanliness of the room and quality of the food, and intangible ones like attentiveness and friendliness of the staff (Cuesta-Valiño et al., 2024). Consequently, measuring the satisfaction of the consumer requires an understanding which is detailed of how service is seen among various departments, and how these views collectively influence the total experience.
[bookmark: _Toc199887612]2.2 Departmental Contributions to Guest Experience
Each of the departments in the hotel plays a role which is distinct and interdependent in modifying the journey of the customer (Sofi et al., 2025). The office at the front, sometimes the first and last point of contact, is important for ensuring expectations through efficient procedures of check-in and check-out (Youssofi et al., 2024). Positive interactions of the employee, helpfulness and the capability to resolve the queries promptly can greatly improve a perception of the guest coming to the hotel (Sharpley, 2022). On the contrary, long waiting times, inefficiency in the communication and mistakes in bookings may outcome in dissatisfaction, which is immediate.
Housekeeping is another function which is important, closely related with the cleanliness, comfort and standards of hygiene (Wang, 2025). Properly-maintained rooms and providing attention to detail can make a positive impact on the guests' sense of safety and well-being (Chaudhary, Singh and Ghosh, 2025). Delays in the preparation of the room or inadequate standards of cleaning, however, can rapidly lead to experiences and complaints, which is negative (Shang, Wu and Ji, 2025).
The department of food and beverage includes an experiential layer to the stay of the guest (Guerra-Lombardi, Hernández-Martín and Padrón-Fumero, 2024). Variety in the breakfast, freshness in the food, quality of service in the restaurant and the environment of dining areas all contribute to satisfaction (Liu et al., 2022). Inconsistency in the quality of the food or limited options in the menu can detract from the total experience, even if other services fulfil the expectations. 
[bookmark: _Toc199887613]2.3 Guest Feedback and Online Review Culture
The enhancement of platforms that are digital platforms has made feedback of guest feedback more transparent and impactful than ever before (Bulchand-Gidumal et al., 2024). Websites like TripAdvisor, Google Reviews and Booking.com provide a space for visitors to share their experiences, which are public, and sometimes influence the decision-making of customers in the future (Ginthotavidana and Waidyasekara, 2022). The ease of reviews regarding leaving has enhanced the feedback volume, making a regular loop regarding performance for the hotels.
Reviews sometimes concentrate on particular aspects of the service, like friendliness of the employee, cleanliness of the room or quality of breakfast (Messner, 2022). This granularity gives a chance for hotels to determine exactly where they are enhancing or falling short. 
[bookmark: _Toc199887614]2.4 Challenges and Expectations in Seaside Hospitality
Hotels that are operating in destinations at the seaside face an exclusive set of issues that are compared to their counterparts in urban areas (Zhang, Gerdes and Meng, 2020). Seasonal need leads to fluctuations in volume of the guest, making management of staffing and resource more difficult (Moreno‐Brito, Wang and Kim, 2024). During the periods that are peak periods, quality of service might be strained due to high occupancy levels that are high and certain availability of the employee (De Silva and Perera, 2020). Off-peak seasons, on the other hand, might outcome in facilities that are underused and minimise revenue, affecting affect consistency of the service and investment in the enhancements (Can, Kiliçalp and Akyürek, 2025).
Expectations of the guest in the coastal locations also change greatly (Zarezadeh, Rastegar and Xiang, 2022). Guests might be looking for relaxation, bonding with their family or a gateway which is romantic, meaning that their satisfaction has been linked not just to the services of the hotel but to the total experience of the holiday (Tripathi and Wasan, 2021). The availability of views at the sea, amenities of leisure and access to attractions of the local become intertwined with the view of value and satisfaction (Vo et al., 2022). Moreover, visitors in the seaside hotels tend to put value which is higher that are informal, modified service and a welcoming environment (Utete, 2024). Failing to fulfil these expectations can lead to disproportionate feedback that are negative the online and affect the reputation of the hotel and profitability (Boz, 2025).
[bookmark: _Toc199887615]2.5 Staff Training and Employee Engagement
Training of employees is important in maintaining consistent quality of the service across the departments (Dimanche and Andrades, 2024). Effective programmes for training that concentrate on service to the customer, communication and skills of problem-solving skills can greatly enhance interactions with the guest (El-Hoss et al., 2024). In addition, involved staff tend to perform properly, display behaviour which is proactive and give service which is emotionally intelligent, all of which positively affect the satisfaction of the customer.
In the sector of hospitality, where labour which is emotional is high, burnout and turnover can make disruption in the quality of service (Gelbman, 2022). Therefore, strategies like recognition of programme employees, assistance to mental health and regular development of skills are crucial for sustaining the motivation of staff and, by extension, satisfaction of the guest.
[bookmark: _Toc199887616]2.6 Cultural Influences on Satisfaction Expectations
Satisfaction of guests is also influenced by the backgrounds of the culture, as various nationalities give priority to different attributes of service (Niewiadomski and Mellon, 2024). For example, guests who are Western might value the efficiency and options for self-service, while guests who are Asian might place greater focus on hospitality and attentiveness (Contu et al., 2024). Knowing these variations in the culture is important for serving the hotels to an international clientele, specifically in various destinations of tourist destinations such as towns in the UK at the seaside (Dawson et al., 2023).
Failure to undertake services according to the preferences of the culture of guests can lead to misunderstandings and dissatisfaction during the time of their stay (Talukder and Kumar, 2024). Therefore, competence training regarding culture for staff and multilingual options for service are getting increasingly essential strategies for improving uniqueness and satisfaction across segments of the guest.
[bookmark: _Toc199887617]2.7 Gaps in Literature and Relevance of the Study
While there is extensive research on satisfaction of customer satisfaction in the wider sector of hospitality, a small number of studies have concentrated particularly on the contributions of departments in the hotels of seaside that are mid-range in the UK. Most literature generalises data on the satisfaction or concentrates on settings which are luxury and urban, sometimes overlooking the challenges regarding operation and expectations of the guest in the ambience of the coast. Furthermore, the influence of reviews that are publicly available on decisions of operation in hotels that are shorter stays is an area which is underexplored.


[bookmark: _Toc199887618]Chapter 3: Methodology
[bookmark: _Toc199887619]3.1 Design of research
This study evaluates customer satisfaction and engagement at the York House Hotel using a qualitative case study technique (Nazarian et al., 2024). A case study design is appropriate for in-depth research on current real-world issues where it is difficult to distinguish between the phenomena and the environment (Preko and Anyigba, 2024). An exploratory and context-specific strategy is crucial in this study since customer satisfaction is directly related to the internal operations of particular departments.
Instead of relying only on numerical satisfaction levels, the qualitative character of the survey allows the researcher to gain a thorough insight into client experiences, views, and opinions (Seyfi, Vo-Thanh, and Zaman, 2024). This research method also helps in the exploration of not only what customers feel but also why they feel that way, and this provides richer insight into departmental performance and its impact on overall satisfaction (Yang, Luu and Qian, 2022). The case study format also facilitates the inclusion of various data sources and guest reviews, and reflections from the researcher’s placement, and public industry documents that allow triangulation and enhance validity (Öztürk, Kocaman and Kanbach, 2024).
[bookmark: _Toc199887620]3.2 Data Collection
By using secondary data sources, the study makes it easier to obtain information about the business (Saut and Bie, 2024). These include guest reviews published online on platforms like TripAdvisor and Google Reviews, and these reviews help the research to be more specific (Takona, 2024). The reviews selected will be from the past 12 months to make sure the data is current and relevant to the hotel’s most recent service performance, and these can be helpful to evaluate their service. 
In addition to online reviews, public reports and benchmark data, and secondary data related to the UK hospitality industry and customer satisfaction trends in seaside hotels will be consulted (Hunziker and Blankenagel, 2024). These documents will serve as contextual support that allows comparison between the case study hotel and general industry standards (Ann and Blum, 2020). This effective analysis can provide practical insight into internal procedures and staff interactions, and operational challenges observed first-hand, and these are adding depth and triangulation to the data analysis process (Jalilvand and Ghasemi, 2024).
[bookmark: _Toc199887621]3.3 Data Analysis
The analysis will be conducted by utilising a qualitative content analysis method (Taheri and Okumus, 2024). To comprehend the general tone and extent of consumer feedback and their level of satisfaction, the process will start with familiarisation and rereading of the gathered evaluations and reflection notes (Doğangün, Şanlıöz-Özgen, and Türegün, 2024). 
The open coding will be implemented to address the frequent or significant terms like “cleanliness,” “friendly,” “slow service,” or “helpful staff” (Shah Alam et al., 2024). Following that, these codes will be categorised into more general themes that reflect departmental performance indicators and basic satisfaction drivers (Fakfare et al., 2024). This approach offers the researcher to systematically categorise data by department and satisfaction factor, which creates a clear narrative that aligns with the research questions (Park et al., 2024). It will also assist in addressing a recurring challenge or positive patterns, which can inform the development of practical recommendations.
[bookmark: _Toc199887622]3.4 Ethical Considerations
This study follows established ethical guidelines for research by using secondary data (Sadighha et al., 2024). The ethical risks are minimal as the data comes from publicly accessible sources like online review platforms and industry reports (Marandi, Tasavori and Najmi, 2024). No direct interaction with the consumer or employee will occur, and no personal data will be disclosed or referenced.
Any data drawn from reflection logs will be generalised and anonymised to handle confidentiality and prevent bias (Pietilä et al., 2019). The analysis will be conducted in a balanced and fair manner that ensures that both positive and negative feedback is considered equally (Bi, Zhu and Han, 2024). No selective reporting will occur, and the limitations of online review sources that is including potential bias and subjectivity this will be acknowledged in the findings (Gao, 2025).
[bookmark: _Toc199887623]Chapter 4: Findings and Discussion
[bookmark: _Toc199887624]4.1: Findings 
The analysis of customer satisfaction was conducted by identifying and evaluating the online reviews from TripAdvisor and Google Reviews collected over 12 months (Martorell Cunill et al., 2024). Three primary operational departments—the front desk, cleaning, and food and beverage—were used to group these reviews (Moula et al., 2024). The analysis identified various recurring themes within each department, which developed the overall guest experience. 
Front Office: Professionalism and Responsiveness
There are many reviews that praise the front office staff for their welcoming attitude and willingness to help with check-in and local information (Lin et al., 2024). The customers are frequently greeted with friendly greetings and smooth check-in processes, and helpful guidance on transport or nearby attractions. The team was often described as approachable and polite, which contributed to a positive first impression.
Housekeeping: Cleanliness and Attention to Detail
Housekeeping emerged as one of the most consistently praised departments of this company to its loyal customers (Mele, Dubosson and Schegg, 2024). Cleanliness of rooms and bathrooms, and communal areas was regularly mentioned on the positive side of this company. The customers of this company showcase the fresh linens, well-maintained rooms and prompt cleaning service (De Silva and Perera, 2020). Many reviews highlight that housekeeping staff were discreet yet thorough, which enhanced the sense of comfort and privacy.
These reviews and all the analysis indicated that while daily room preparation was effective and service during longer visits could benefit from more consistency (Kumar, Gupta and Korstanje, 2024). This suggests that the department performs well overall but may need closer monitoring during busier periods or with returning guests.



Food and Beverage: Quality and Variety
The food and beverage department received mixed feedback from the customers (Ali and Anjum, 2024). Some guests appreciate the breakfast offering of the company, with particular praise for the variety of continental and cooked options (Yang, Luu and Qian, 2022). This variety of options strategy helps them to enhance customer satisfaction and enhance their engagement effectively. 
However, some reviews mentioned that the breakfast area became overcrowded during peak hours that resulting in wait times and decreased availability of hot items. A few guests pointed out limited menu options for lunch and dinner and expressed a desire for more vegetarian or dietary-specific meals. 
Patterns in Positive Customer Experiences
The analysis of reviews of the customer determined so many recurring themes that are positive across the office at the front, housekeeping and departments of food and beverage departments. One of the most generally mentioned things was the behaviour which is friendly and professional about the staff of the front office (Singh, 2024). Visitors sometimes described being greeted properly upon their arrival, experiencing processes of check-in which is smooth and efficient, and getting helpful recommendations about attractions that are local attractions and options for transport. The constant politeness and attentiveness of staff at the reception created an atmosphere which is welcoming, setting a better impression at the first for the total stay.
In the department of housekeeping, cleanliness stood out as a strength which is major strength. Guests often praised the cleanliness of rooms, bathrooms and areas that are shared. Reviews mentioned the utilisation of linens that are fresh, beds that are neatly made and the attention to detail in handling hygiene (York House Hotel, 2025). Many of the guests demonstrated satisfaction with how discreet and thorough the staff of housekeeping were, which contributed to a sense of comfort and privacy. Clean and properly-maintained rooms assisted in building trust with the guest and satisfaction at the time of their stay.
Comments that are positive about the department of food and beverage were mainly concentrated on the provision of breakfast. Guests demonstrated the availability of both items of breakfast that are continental and cooked, and appreciated the variety and freshness of the items of food. Families and travellers with various preferences of dietary preferences found the range of options regarding breakfast which be specifically satisfying. The experience of breakfast included an element which is enjoyable to the total journey of the guest and was sometimes mentioned as a focus of the stay.
Overall, the most often praised aspects among departments were warm service to consumers, high standards of cleanliness and options for a quality breakfast. These recurring positive experiences indicate primary strengths that are operational and demonstrate how each of the departments contributes greatly to the satisfaction of the guest. Handling and improving these aspects can help enhance the reputation of the hotel, maximise the loyalty of the guest and direct bookings that are repeated.
Departmental Impact on Overall Guest Perception
The performance of departments that are individual departments had an influence which is transparent and measurable on the total perception and satisfaction of guests at the hotel. Feedback from reviews online demonstrated that the office at the front played a role which is crucial in modifying impressions that are initial impressions (Kensbock, Patiar and Jennings, 2019). A smooth, welcoming and informative process of check-in sometimes led to sentiments that are positive from the outset of the stay of guest. Guests who have encountered staff who are efficient and friendly at the front desk were more likely to report great levels of satisfaction overall, indicating that interactions at first can set the tone for the remaining experience.
The performance of the housekeeping also had an impact, which is better in the view of the visitor, particularly due to its role in maintaining cleanliness and comfort. Rooms which are clean, linens that are fresh and bathrooms that are hygienic contribute to the sense of safety and relaxation, specifically for stays that are longer. Visitors sometimes engaged with the quality of housekeeping with the hotel's total standard, and constant performance in this area led to reviews that are favourable reviews and visits that are repeated visits.
The department of food and beverage influenced view of the guest in different ways. Experiences that are positive with contribution to breakfast and dining to a properly-rounded and stay which is enjoyable stay (Segerink, 2025). However, where the quality of food was inconsistent or wait times were so long at the time of busy periods, even visitors who had experiences that are positive experiences with other departments showed dissatisfaction. This suggests that performance that is weak in one department can negatively affect the whole impression, regardless of the strengths elsewhere.
Differences in Feedback Based on Season or Guest Type
The analysis of reviews of the customer demonstrated noticeable variations in feedback of guests based on variations in the season and type of visitor. During the seasons which are peak, typically at the time of summer and holiday, various types of guests experience times of wait which are longer at check-in, crowded areas of dining and delays that are occasional delays in room readiness. These problems were more prevalent in the reviews left between June and August (Burke, 2024). Despite this, various guests still showed appreciation for the professionalism of the employee under pressure, although some noted that standards of service felt stretched due to occupancy levels that are high.
In contrast, reviews from periods of off-peak, like late autumn and early spring, demonstrated a calmer, more modified experience. Visitors mentioned services that are quicker, more concentrated interactions of employees and better access to amenities like the areas of dining and facilities of leisure. The ambience, which is more relaxed at the time of quieter months, seemed to improve the total satisfaction of the visitor, with many noting that they would give preference for visiting again at the time of less busy hours.
Differences were also seen among first-time visitors and returning guests (Bujisic, Li and Bilgihan, 2025). First-time visitors sometimes concentrated on the novelty of the experience and were more likely to put their comments on initial impressions like the area of reception, procedure of welcome and cleanliness of the room.
Service Gaps Identified in Customer Feedback
While various reviews of the customer mirrored experiences that are positive, many recurring gaps in the service were determined among departments. These gaps, though not irresistible in frequency, demonstrate areas where inconsistencies in the performance impacted on total satisfaction of the guest.
One of the most common complaints familiar to the service of breakfast at the time of peak hours. Guests often noted overcrowded areas at the place of dining place, long waiting times of waiting and a certain amount of availability for the items of hot food. These problems were particularly prevalent at the time of weekends and periods of holiday (Foroudi et al., 2024). Some reviews also demonstrated dissatisfaction with certain dietary options of the dietary options with visitors requesting that are more vegetarian, vegan and allergen-friendly alternatives of allergen-friendly for the menus of lunch and dinner.
In the office at the front, delays that are occasional delays at check-in were reported, specifically when big groups arrived at the same time. Some visitors mentioned an insufficiency of transparent communication regarding the policies of the hotel or recommendations of the local area (Kirilenko et al., 2024). While many employees were praised for their friendliness, some of the reviews showed that newer or less experienced employees have less amount of confidence or efficiency in maintaining requests of visitors. Within the department of housekeeping, most of the feedback was positive, but a certain number of guests noted inconsistencies in the service at the time of extended stays.
[bookmark: _Toc199887625]4.2: Discussion
The York House Hotel's departmental service delivery has both strengths and areas for improvement, as indicated by the research's findings. The study reveals both the quality of service and its impact on overall guest satisfaction by comparing guest feedback across front office and housekeeping, and food and beverage departments.
The front office team consistently emerged as a fundamental contributor to positive guest experiences. This supports the idea that the front office plays an essential role in changing the first impressions and setting the tone for the stay. Again, the occasional delays during busy periods and issues with room access suggest operational strain during high-traffic times. This reveals an opportunity to develop the queue management and employee availability during peak hours that could further elevate guest satisfaction.
Clean rooms and attention to hygiene reflect a strong operational performance that confirms the importance of cleanliness in maintaining trust and comfort among guests. Again, a few concerns about inconsistencies during extended stays indicate that there may be process gaps in scheduling or follow-up service. Maintaining consistent quality throughout longer guest visits could assist in sustaining the positive perception of the department.
The guests appreciated the quality and variety of breakfast offerings, and challenges like overcrowding, slow service and a limited lunch/dinner menu were frequently cited, which can impact the company’s reputation. These challenges also suggest operational inefficiencies which decrease the overall dining experience. Unlike the front office or housekeeping, where shortcomings were typically minor and complaints in F&B tended to reflect systemic challenges like under-resourced service or lack of menu inclusivity. Identifying these weaknesses could include reviewing staffing levels during peak mealtimes and also expanding the range of dishes, and improving kitchen-to-table service speed.
An important pattern that connects across all departments was the role of employee interaction in changing guest satisfaction (Vo, Chovancová and Tri, 2020). The communication lapses or inattentiveness appeared to intensify dissatisfaction. This finding supports the idea which is interpersonal engagement is a cross-departmental factor and this is significantly influences how guests perceive overall service quality.
These insights suggest that investment in staff training and inter-departmental communication, and customer feedback analysis could create substantial returns in guest satisfaction from a strategic perspective. 
Enhancing First Impressions and Managing Peak Times
The department at the front office at York House Hotel plays a middle role in modifying the initial view of guests upon their arrival. Constant feedback that are positive feedback demonstrated the professionalism, friendliness and assistive nature of the employees at the front desk (Altinay, Paraskevas and Ali, 2024). Guests sometimes described their experience of check-in as smooth and welcoming, with employees giving information that is local and responding often to the queries. These interactions contributed to a better first impression and sometimes set the tone for a whole positive experience.
However, without these strengths, continuous feedback determined certain challenges that are related to the operation at the time, which are at their peak. Particularly, guests reported delays in the procedure of check-in and check-out, long queues that are long and occasional confusion based on access to the room. These problems tended to happen at the time of high periods of occupancy, like weekends or seasons of holiday (Kensbock, Patiar and Jennings, 2019). While the employee’s attitude stayed commendable, the pressure of the high volume of visitors appeared to have an effect on the efficiency of the delivery of the service.
To point out these issues, enhancements in the management of queues and levels of staffing at the time of busy periods are important. Introducing a system of check-in which is more streamlined, like pre-registration that is digital or options for mobile check-in, could help minimise times of waiting times and provide comfort from congestion at the front desk. In addition, putting more personnel at the peak hours or embedding a system of concierge-style triage can enhance the flow of visitors and improve the quality of the service.
Another area which is worth considering is the training of junior staff at the front desk to maintain peak pressure of time and multitasking efficiently (Bujisic, Li and Bilgihan, 2025). Making sure that all members in the team are equipped to handle the needs of the guest during the periods of high demand will assist resilience that are operational resilience.
Maintaining Hygiene Standards with Consistency
Cleanliness and standards of hygiene are essential to the experience of the guest, and the department of housekeeping at York House Hotel has been widely known for providing consistently better standards in this area. Reviews often showed clean rooms, fresh linens and properly-maintained bathrooms as primary contributors to a stay which is comfortable and pleasant. Guests showed confidence in the practices of hygiene regarding the hotel, which is specifically great in the context of post-pandemic, where expectations of cleanliness have risen in the sector of hospitality sector.
The discretion and efficiency of employees at the housekeeping department were also positively noted, with various types of guests appreciating the reduced disruption at the time of service and the attention to detail in the preparation of the room (Foroudi et al., 2024). These strengths enhance the reputation of the department for professionalism and its capability to uphold the main standards regarding cleanliness and comfort.
However, an issue which is recurring among visitors remaining for periods that are extended periods was the inconsistency in the daily upkeep of the room. Some guests reported delays in cleaning the room or missing towels and replacements of the supply after the early days of their stay (York House Hotel, 2025). This provides suggestions to probable weaknesses in scheduling of housekeeping or follow-up routines at the time of visits, which are longer, specifically when the hotel experiences high rates of occupancy.
To point out these problems, the hotel can consider embedding a more structured system of rotation regarding housekeeping, particularly for guests remaining more than two or three nights. An approach which is proactive and involves scheduled reminders of service or tracking the preferences of visitors could ensure constant delivery of services regarding cleaning among all types of stay durations. In addition, better communications in the internal between teams at the front desk and housekeeping can assist in pointing out any service which is missed rapidly and discreetly.
Handling standards of hygiene remains a main strength of the hotel, but concentrating on consistency throughout stays that are longer will assist in sustaining satisfaction of guest satisfaction and build loyalty in the long term (Gao, 2025). Reinforcing these types of standards through enhanced planning and involvement of guests can improve the total experience for both consumers that are new and returning consumers.
Food and Beverage: Balancing Quality with Operational Efficiency
The department of food and beverage at York House Hotel obtained a mixture of praise and criticism from the visitors, demonstrating both points that are strong points and areas for development. The service of breakfast was constantly properly reviewed, with visitors commending the variations of options available, including selections that are continental and cooked. The freshness of ingredients and quick replenishment at the time of breakfast hours, which contributes to an enjoyable experience of dining, specifically for families and international visitors who place value on choice.
Without these markets that are positive markets, so many visitors showed dissatisfaction with overcrowding during the peak hours of breakfast. A certain amount of seating and long times of wait times for certain items that are hot were common problems, particularly at the time of weekends and periods that are busy (Marandi, Tasavori and Najmi, 2024). These challenges, which are operational, had an impact on the obtained value of the breakfast providing and occasionally detracted from an experience which is satisfactory.
The services of lunch and dinner, while functional, were often criticised for their limited menu that are limited. Guests showed a desire for more variety, specifically for meals for the vegetarian, vegan and specific diet (Martorell Cunill et al., 2024). In some of the cases, the speed of service at the time of dinner hours was also raised as a concern, providing suggestions regarding the department, which might be under-resourced or insufficient to streamline procedures of kitchen-to-table at the time of higher need periods.
To improve satisfaction of guest satisfaction, the hotel can review its food service for food by extending the menu to include a wider range of options regarding diet and enhancing levels of staffing at the time during peak mealtimes. Introducing a system of pre-ordering or staggered times at the dining area also assists in handling congestion and enhances the service flow.
The overall perception of a hotel stay can be significantly altered by the food and beverage experience. While breakfast is a strength, providing at lunch and dinner needs improvements that are strategic to align with the expectations of the guest. Pointing out these problems will make sure that the department makes a positive contribution constantly to the total experience of the guest (Fakfare et al., 2024). The study's findings show that there are numerous critical areas that could be improved to raise York House Hotel customers' overall level of satisfaction. Key problems determined involve delays in the service at the time of peak periods at the front office, inconsistent standards of housekeeping during the stays which are extended and inefficiencies of operation in the department of food and beverage, specifically at the time of services for lunch and dinner.
To point out these issues, the hotel can make an investment in aimed training programmes for staff concentrating on management of time, multitasking and communication with guests. Equipping staff with the skills to maintain pressure at the peak times will enhance consistency and responsiveness among the departments (Stylos, Jiang and Pergelova, 2024). In the team of housekeeping, introducing schedules that are structured and automated systems of tracking can ensure regular and thorough servicing of the room, particularly for guests who stay longer.
The department of food and beverage would get advantage from menu diversification and optimisation strategies of service like systems of pre-ordering or rotational plans of seating at the time of peak hours (Lin et al., 2024). In addition, conducting analysis which is regular regarding the feedback of visitors can assist management in determining recurring problems and implementing solutions timely manner.
Strengthening communication among the inter-departmental specifically among the front desk, housekeeping, and teams in the kitchen, will assist a more cohesive delivery model of service (Mele, Dubosson and Schegg, 2024). By aligning with the efficiency of operation with modified service, the hotel can greatly improve the experiences of guests and foster loyalty of the consumer in the long term.
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Chapter 5: Conclusion and Recommendation
Conclusion
This study was targeted to assess how various departments at York House Hotel make a contribution to the satisfaction of the consumer within the context of seaside hospitality. By concentrating on the office at the front, housekeeping and departments of food and beverage, the research provided an understanding which is comprehensive regarding how the performance of the department modifies the total experience of the guest.
The outcomes demonstrated that positive interaction of the employee, specifically in the office at the front, plays a critical role in creating an impression which is favourable impression. Housekeeping was praised consistently for its commitment to cleanliness and detail, making a contribution to comfort and reassurance of the guest. However, both of the departments experienced challenges that are occasional challenges regarding operation, specifically at the time of peak periods. The department of food and beverage got feedback, which is mixed regarding the service of breakfast, which is viewed positively, but some issues were raised about the diversity of the menu and delays in the service (Talukder and Kumar, 2024). A theme which is recurring among all departments was the need for transparent communication, which is courteous in making an influence on the satisfaction. The results suggest that while each of the departments does their function independently, the total experience of the consumer is strengthened through the coordinated delivery of service, which is guest-oriented. In conclusion, the research underscores the requirement for review which is continuous review regarding the performance of the department and feedback from the guests. Pointing out inconsistencies that are minor and enhancing the delivery process of service, which can greatly improve guest satisfaction and assist long-term success in competitive markets of hospitality at the seaside.
Impact of Employee Interaction on Service Quality
Interaction among the staff emerged as one of the factors which is most influential in modifying the satisfaction of visitors among all departments at York House Hotel. Courteous, responsive and assistive behaviour from employees consistently improved the total experience, regardless of the area of service. In the office at the front, greetings that are warm, attentiveness at the time of check-in and proactive support with local information set a positive tone for the stay. This interaction at the initial phase established trust and hospitality, providing a lasting impression on the guests.
Similarly, in the department of housekeeping, guests have provided appreciation for the professionalism and discretion of the employee of cleaning staff. The ability to do the duties without any disruption, while remaining approachable and respectful, made a contribution to a sense of comfort and concentration, which is personal (Al Halbusi et al., 2023). Even when challenges in the operation happened, like delays in the service at the time of extended stays, positive attributes of employees often softened criticism and handled the satisfaction of the guest.
These observations enhance the importance of constant interpersonal involvement as a main element of quality regarding the service. It is not only the implementation of the technical about the tasks which matters, but also how these tasks have been provided. Communication, which is courteous, listening, which is active and a willingness to assist are all critical behaviours and influence a perception of the guest regarding value and care (El-Hoss et al., 2024). Therefore, regular investment in training of staff concentrated on service skills of the consumer and intelligence, which is emotional, is important. By enhancing a service culture that is centred on interaction, which is respectful and responsive, the hotel can strengthen the loyalty of guests and make a more memorable experience of hospitality among all touchpoints.
Operational Challenges During Peak Periods
One of the issues that is most pressing, determined in the study, was the inconsistency of delivery of service at the time of peak periods in occupancy periods. High visitor numbers frequently revealed operational flaws that affected the reliability and calibre of the service, even if the front desk office, housekeeping, and food and beverage departments all performed admirably overall. In the front office, delays at the time of procedures regarding check-in and check-out were a general point of concern (Utete, 2024). With various guests coming at the same time, queues formed rapidly and times of waiting were maximised. Although staff handled professionalism, the insufficiency of a structured management system of queues and insufficient coverage of staff led to frustration among the visitors. This not only influences the first impressions but also demonstrates the department’s capacity to absorb the fluctuations in need without compromising the quality of the service.
Services of housekeeping also demonstrated signs of strain at the time of busy periods. While the standard of cleanliness stayed high generally, indicated inconsistencies in feedback in daily servicing of the room, specifically for guests who stay longer (Bulchand-Gidumal et al., 2024). Delays in replacements of the towel, missed amenities, and late cleaning of the room provided suggestions to challenges regarding scheduling and possibly a team which is overstretched. These inconsistencies have mitigated the reputation which is strong regarding the department and have contributed to the experiences that are varying among visitors.
The department of food and beverage was perhaps the most affected at the time, which was the peak. Overcrowded areas of breakfast, limited amount of seating and extended times of wait for replenished products were sometimes mentioned. These problems greatly disrupted the experiences of dining and the outcome in feedback, which is negative, even when the quality of food itself was acceptable. 
Strategic Recommendations for Service Enhancement
To point out the gaps in the service determined in this study and based on the strengths of the department, many recommendations that are strategic can be implemented at York House Hotel. One primary area is the training of employees. Regular, aimed sessions of training concentrated on skills of communication, empathy of the consumer, problem-solving and multitasking can equip staffs to perform constantly even under the pressure (Moreno‐Brito, Wang and Kim, 2024). Cross-training employees to assist various departments at the peak times can also enhance flexibility and the delivery of the service.
Another essential recommendation is the implementation of systems regarding check-in and check-out, which are digital. This technology can minimise congestion at the front desk during the periods that are peak, providing visitors a quicker and more convenient experience while ensuring employees to concentrate on more difficult or modified requirements of the guest. 
The schedule of housekeeping should be reviewed and adjusted to mirror patterns of occupancy, specifically for guests who stay longer. Introducing reminders that are automated or the preference of guest tracking for services in the room can assist in handling consistency and meet the expectations of the individual.

Guest Feedback as a Tool for Continuous Improvement
Systematic utilisation of feedback from guests is important for regular enhancement in the delivery of service regarding hospitality (Tripathi and Wasan, 2021). At York House Hotel, reviews in the online and provide data from surveys that give information which is valuable into the strengths and weaknesses of performance of the department. This feedback can serve as a real-time measure of the level of service quality and client happiness if it is collected and properly assessed. One of the main benefits of online sites like TripAdvisor and reviews of Google reviews is the immediacy and nature, which is unfiltered for the unfiltered comments of guests. These platforms enable management to determine patterns that are emerging, like delays that are recurring in check-in, particular preferences of food or concerns of cleanliness in specific rooms. Feedback is sometimes highly particular, enabling accurate action rather than wide assumptions (Gelbman, 2022). For instance, if various reviews demonstrate long queues of long breakfast, this signals the requirement for rethinking the layout or enhancing the presence of staff during that time.
Surveys of guests, whether digital or paper-based, can be modified to target specific departments or experiences. They provide an extra layer of information, particularly when utilized to obtain feedback which is structured on elements not often mentioned in reviews of the public (Wang, 2025). By integrating survey outcomes with analysis of online reviews, the hotel can gain an understanding which is holistic regarding the expectations and perceptions of the visitor.
To increase the advantage of this data, feedback should be reviewed regularly and discussed in cross-departmental meetings of cross-department. Creating plans of action based on input from the visitor and monitoring results can assist in embedding a responsiveness culture. 
Long-Term Implications for Competitive Positioning
Pointing out the challenges of service and building on the strengths of the department has great implications in the long term for the positioning, which is competitive at York House Hotel. In a seaside hospitality market which is highly seasonal and competitive, providing consistent, high-quality service is a main differentiator that can attract repeat customers that are repeated and provide positive word-of-mouth.
By making investments in the development of staff, undertaking technology to enhance efficiency and improving the variety of menu and speed of the service, the hotel can improve its experience of guest experience in a way that aligns with modern expectations of travellers (Cuesta-Valiño et al., 2024). These enhancements not only point out gaps that are current but also position the hotel as a responsive and consumer-oriented establishment.
Sustaining these efforts will assist the hotel to strengthen its identity of brand identity, enhance the retention of guests and improve total performance in the market. In the long run, the capability to consistently fulfil and exceed expectations of the guest will be instrumental in gaining growth, which is sustainable and handling an edge which is competitive in the UK’s sector of coastal tourism.
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