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Abstract
This research project examines the impact of outsourcing housekeeping service at the Mercure hotel in Telford. Using a reflective case study approach, based on personal experience, the study evaluates the challenges, benefits and potential drawbacks to outsourcing housekeeping. Both primary and secondary research methods were used, including interview, academic journals and scholarly reports. A SWOT analysis has also been included. 

The project identifies several advantages of outsourcing housekeeping services. Financial saving was a key benefit, as outsourcing reduces labours and eliminates the responsibility of managing staff directly, which can reduce administrative burdens on hotel management.
However, the study also revealed significant challenges. The lack of consistency in service quality was one of the major issues, as outsourcing staff may not adhere to hotel established standards. This inconsistency can affect guest satisfaction, leading to potential brand damage. Low moral and reduced motivation, resulting from the temporary nature of outsourced jobs, were also a concern. Furthermore, poor customer service due to unfamiliarity with hotels operations was noted as a problem.
The SWOT analysis highlighted these pros and cons, showing that while outsourcing offers cost-effective benefits, it risks impacting service quality and brand reputation.

To address these challenges, the report suggests several actions. The hotel could establish clear communication and training programmes for outsourced staff to ensure consistency. Additionally, regular quality checks and performance monitoring could help maintain high standards. Finally, building strong relationships with the outsourced company could help improve staff morale and customer service.
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1 Introduction
This report explores the impact of outsourcing housekeeping services at the Mercure hotel in Telford. The aim of the report is to analyse how outsourcing affects the hotels’ operations, staff engagement and guest satisfaction. Outsourcing in the hotel industry can offer cost savings, but it often comes with challenges such as inconsistent service quality, lack of staff loyalty and communication barriers between in house and outsourced teams. 
The Mercure hotel is part of the Mercure brand, a global midscale hotel chain owned by Accor. The Telford location is situated near the town centre and caters to both leisure and business travellers. The hotel features a variety of amenities, including meeting rooms, a restaurant and extensive accommodation options. Housekeeping plays a critical role in ensuring guest satisfaction and maintaining the high standards expected of the Mercure brand.

The main objectives of this report are to evaluate the problems associated with outsourcing housekeeping, such as inconsistent work quality, limited staff engagement and communication difficulties between outsourced workers and permanent hotel staff. The report will also explore the impact these issues have on guest satisfaction and the overall efficiency of the hotel.
The methodology for this report includes a reflective case study approach, based on my personal experiences during the placement. I will explore key themes such as staff motivation, communication, challenges and operational efficacy within the outsourced housekeeping module. The report will conclude with a discussion on potential improvements and recommendations to enhance housekeeping quality and overall guest experience at the Mercure hotel Telford.

2 Literature review
Outsourcing has become a widespread practice in many industries, and the hospitality sector is no exception. Outsourcing the housekeeping department has become a popular strategy for many hotels, offering cost savings, flexibility and efficiency (HMS, 2023). However, outsourcing also brings certain challenges including concerns over quality, staff motivation and guest satisfaction. This literary review critically explores the existing research and academic literature surrounding the outsourcing of housekeeping services in hotels, analysing its benefits, drawbacks and overall impact on the hotel’s operations and guest experiences.
2.1 The concept of outsourcing in hospitality.

Outsourcing in the hospitality industry typically refers to the delegation of non-core functions to third party service providers (Baily et al., 2015). Housekeeping, a labour intensive and essential department in hotels, is often outsourced due to its significant operational costs. The main appeal of outsourcing is that it allows hotels to focus on core areas such as guest services and marketing, while handing over the responsibilities for tasks like cleaning to external contractors (Lamminmaki, 2007).
One of the major reasons hotels choose to outsource is cost efficiency. By outsourcing, hotels can reduce their financial burden by not having to hire, train and maintain a large inhouse housekeeping team (Peerly Hotel, 2024). Additionally, the responsibilities for providing employee benefits such as health insurance and retirement plans falls to the third-party provider (Espino-Rodriguez & Ramirez-Fierro, 2017). This not only lowers operational costs for the hotel but also makes staffing more flexible. Hotels can scale their housekeeping teams based on seasonal demand without having to manage the logistics of hiring and firing staff directly (Jones & Robinson, 2012).
Flexibility is another key benefit of outsourcing. Hotels that experience fluctuating occupancy rates, particularly those in tourist areas or with peak seasons, can adjust the number of housekeeping staff to meet demand (Lam & Han, 2005). This flexibility can help manage labour costs allowing the hotel to operate more efficiently during both high and low seasons (Hotelweb, 2023). However, while this flexibility can offer operational advantages, it is important to consider the potential drawbacks of outsourcing, especially in areas like quality control and staff motivation (Espino-Rodriguez & Padron-Robaina, 2012).
2.2 Quality control and consistency challenges.

One of the main concerns about outsourcing housekeeping is maintaining high performance standards consistently (Global Clean 2024). Housekeeping is crucial to the guest experience, as it directly impacts cleanliness, comfort, and overall satisfaction. When hotels outsource housekeeping, they often have less control over the day-to-day operations of the staff, which can lead to variations in service quality (Dominguez-Falcon et al., 2017). Unlike the inhouse staff who are more closely integrated into the hotels culture and trained accordingly to its specific standards. Outsourced workers may not have the same level of commitment to the hotels service goals (Kang et al., 2012).
Research shows that outsourced employees may not receive the same level of training as inhouse staff, which can lead to inconsistencies in their cleanliness and upkeep of guest rooms, for example, some studies suggest that outsourced workers are more likely to overlook details, such as replenishing amenities or ensuring that rooms meet specific cleanliness standards (Sani, 2017). This can negatively affect guest satisfaction as cleanliness is one of the top priorities for guests. When outsourced housekeeping staff are not thoroughly trained or motivated, it can lead to complaints, poor reviews and damage of hotels reputation (Davidson et al., 2021).
Another issue with quality control is that outsourced staff may not have the same level of supervision as inhouse employees. Since these workers are employed by a third-party provider, hotel management may have limited authority over their performance. This lack of direct oversight can make it difficult for hotels to enforce their standards and ensure that outsourced workers are meeting expectations (Espino-Rodriguez & Gil-Padilla, 2005). Additionally, the outsourced staff might rotate frequently between different hotels or assignments leading to inconsistent service delivery, as workers may not have enough time to fully adapt to the hotel’s specific needs and routines.

2.3 Impact on staff motivation and engagement.

Staff motivation and engagement are significant factors in the quality of housekeeping services. Inhouse housekeeping staff typically have a stronger sense of loyalty and connection to the hotel, as they are part of the hotels workforce and often have long term employment. They are more likely to feel a sense of ownership over their work and take pride in maintaining the hotels reputation (Lam & Han, 2005).
In contrast outsourced workers may feel less connected to the hotel and its culture. They are often temporary employees who may not see long term career prospects within the hotel leading to lower job satisfaction and motivation (Sani, 2017). When workers do not feel invested to the success of the hotel, they are less likely to go the extra mile in their work. Which can lead to reduced service quality. Additionally, outsourced workers may have less access to training and professional development opportunities further decreasing their engagement with their tasks (Davidson et al., 2021).
Another challenge is the high turnover rate often seen with outsourced workers. Outsourcing companies may hire staff on a temporary or part time basis, which can result in frequent staff changes. High turnover rates can be detrimental to service quality because new employees may not be as familiar with the hotels standards and routines. The constant need to onboard and train new workers can also create inefficiencies in housekeeping operations, further affecting the consistency of service (Kang et al., 2012).
2.4 Communication and co-ordination issues.

Effective communication is essential in hotel operations, particularly between departments like housekeeping and front office staff. When housekeeping is outsourced, communications become more complex as the housekeeping staff may not be as closely integrated into the hotel’s daily operations (Lamminmaki, 2007). Outsourced workers are employed by an external company, which can create a barrier between them and the hotels management team. This separation can lead to misunderstandings or delays in communication, especially when it comes to addressing guest requests or handling special situations (Jones & Robinson, 2012).
For example, if a guest makes a specific request for additional cleaning or extra amenities the communication chain between the hotels front desk and the outsourced housekeeping team may be less effective than if the staff were inhouse. Delays in fulfilling guest requests or miscommunication about room cleaning can result in guest dis-satisfaction, even if the hotel itself is not directly responsible for the oversight (Espino-Rodriguex & Padron-Robaina, 2012). In some cases, the guest may not even be aware that the hotel has outsourced its housekeeping services, meaning the blame for poor service falls squarely on the hotel’s shoulders.

The lack of direct communication can also make it difficult for hotel managers to address performance issues with outsourced staff which can lead to mistakes, delays and dissatisfaction for guests (GLOBAL HOLA, 2024). If a guest complains about the cleanliness of their room, for instance the hotel may not have the authority to directly discipline or retrain the staff responsible, instead, the issue will need to be communicated through the outsourcing company, which can slow down the process of connecting problems and ensuring that standards are me moving forward (Dominguez-Falcon et al., 2017).
2.5 Conclusion.
Outsourcing housekeeping services in hotels offers several benefits, including cost savings, flexibility and access to specialised expertise. However, it also presents challenges, particularly in maintaining consistent service quality, motivating staff and ensuring effective communication between outsourced workers and hotel management. While outsourcing maybe an effective solution for reducing labour costs and managing fluctuating demand, it is crucial for hotels to carefully manage the process to ensure that guest satisfaction and service standards are not compromised (Baily et al., 2015).
Hotels that outsource their housekeeping must find ways to bridge the gap between outsourced workers and the hotels culture and expectations. This may involve more rigorous training, improved communication systems and greater oversight of outsourced staff to ensure that they meet the hotels standards (Espino-Rodriguez & Ramirez-Fierro, 2017). Ultimately while outsourcing can be beneficial in certain situations it is not without its risks, particularly when it comes to guest experiences and maintaining a strong brand reputation (Sani, 2017).
3 Methodology: Outsourcing housekeeping department.
3.1 Research design

This report was based on a descriptive research design aimed at gathering information about the benefits, challenges and trends associated with outsourcing housekeeping services. A combination of both qualitative and quantitative data was used to provide a well-rounded review (Collis & Hussy, 2014) (Saunders et al,. 2012). The focus was on gathering real life examples and industry data to understand the general impact and effectiveness of outsourcing in the housekeeping sector (Cottrell, 2014).

3.2 Participants 

The participants in the study included housekeeping staff, hotel managers and service providers involved in outsourced housekeeping. A total of 11 individuals were surveyed or interviewed. These participants were chosen based on their direct experience with either managing or working under an outsourced housekeeping system. No specific demographic information, such as age or gender, was targeted, but the main criteria were experience in the field of housekeeping, particularly with outsourcing arrangements (Patton, 2015).
3.3 Data collection methods

Data was collected using both primary and secondary methods. For primary data interviews were conducted with participants. Open ended questions were used in interviews to allow for both quantifiable results and more in-depth feedback (King & Horrocks, 2010).  Interviews were semi structured allowing for conversations to flow naturally while ensuring key topics were covered. Secondary data was gathered from existing industry publications and online resources, providing background and additional context (Bryman, 2016) (Veal, 2006).
3.4 Procedures

The research process followed a planned approach. First, a literary review was conducted to understand the current trends and previous findings (Bell et al., 2019). Then, interviews were conducted over a 2-week period. Participants were selected focusing on those already working in the hotel industry. Interviews were conducted in person depending on the participants availability. 
3.5 Ethical considerations

To ensure ethical practices, all participants were informed about the purpose of the interviews and how this data would be used. Participants gave verbal consent about taking part in the research (Diener & Crandall, 1978). Additionally, anonymity was guaranteed enabling participants to share information openly.

3.6 Limitations

One limitation of this study was a relatively small sample size. With only 11 participants, the results may not fully represent the entire industry (Cohen, Manion & Morrison, 2018). Additionally, the convenience sampling method may introduce some bias, as only those readily available and willing to participate were included (Etikan, Musa & Alkassim, 2016). Moreover, the short timeframe for data collection limited the depth of interviews because the participants were being interviewed during working hours. Finally, the reliance of secondary data may introduce inaccuracies if the sources were outdated or biased (Smith, 2008).
4 Case study
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The Mercure Telford Centre Hotel is a premier 4-star property (Guest Reservations, 2024). Perfectly situated in the bustling heart of Telford, offering a blend of modern amenities, superior comfort and local charm. As part of the Mercure brand, a distinguished member of the Accor Group, this hotel upholds the values of high-quality service, stylish design and a commitment to providing an authentic and memorable guest experience. Since its founding in 1973, with the opening of its first hotel in Saint-Witz, France (MERCURE, 2024). Mercure has grown into a global hospitality brand, known for its emphasis on regional identity and mid-scale comfort (Accor, 2023). Today, Mercure operates over 1000 hotels in more than 65 countries, with properties spread across continents such as South America, Europe, Asia and Australia. This impressive growth highlights the brand’s ability to cater to diverse traveller needs while maintaining a consistent standard of excellence.
In the United Kingdom, Mercure’s presence includes six properties owned by the real estate group Proark, including the Mercure Telford Centre Hotel. Proark’s investment in the Mercure brand reflects the company’s commitment to providing high quality hotel experiences that combine strategic locations with modern amenities. The Telford Centre Hotel is a prime example of this philosophy, offering a convenient location just off junction 5 of the M54 motorway, making it easily accessible for both local and international guests (Proark, 2021). With its prominent corner position, the hotel enjoys 360-degree visibility from the surrounding roads, further enhancing its appeal to travellers passing through or staying in Telford.
The Mercure Telford Centre Hotel offers 153 well appointed and trendy guest rooms, each designed to cater for the needs of both business and leisure travellers. Additionally, the hotel features 8 versatile meeting spaces, which are ideal for conferences, seminars and business events, further cementing its status as a key player in Telford’s hospitality and business scene. For guests seeking relaxation and wellness, the hotel boasts a fully equipped gym and spa, including a sauna, steam room, jacuzzi and a 10-meter indoor swimming pool. This wide range of amenities makes the hotel suitable for corporate stays, wellness retreats and family vacations alike (Accor, 2023).
Mercure, named after the Roman god of travel, embodies a sense of dynamism, adventure and movement qualities that reflect the hotel’s atmosphere. The brands emphasis on local culture is evident in the Telford centre hotel’s commitment to offering locally sourced food like the Iron master burger as well as beverages from around the world (Accor, 2023). These allow guest to enjoy the culinary delights locally as well as internationally. 
This introduction provides a detailed overview of the Mercure centre hotel, highlighting its location, facilities and the core values that they aim will set it apart from other hotels in the area. 
4.1 Origins and expansion.
The Mercure brand was established in 1973 with the goal of offering a mid-scale, yet high quality hotel experience that blends comfort and local character. The first Mercure hotel, located in Saint-Witz, France laid the foundation for what would become a world-renowned brand. From the outset, Mercure differentiated itself from other hotel chains by focusing on creating properties that reflect the culture, history and charm of their respective locations (Accor, 2023). This strategy resonated with travellers seeking authentic experiences that went beyond the standardised hotel model.
After being acquired by the Accor group in 1975, Mercure’s growth accelerated as it gained access to Accor’s global resources, distribution network and operational expertise. This acquisition allowed the brand to expand into new markets, establishing a presence in key regions around the world. Today Mercure operates over 1000 hotel in more than 65 countries, from the vibrant cities of Europe to the scenic landscapes of South America, the bustling urban centres of Asia and the serene coastlines of Australia. The brands continued expansion reflects its ability to cater to the evolving needs of modern travellers while maintaining its core values of comfort, local flavour and high-quality service (Pine & Gilmore, 2011).
4.2 Brand philosophy and values.

At the heart of the Mercure brand is the philosophy of providing authentic, local experience, individualised by the locations (ACCOR, 2024). Each hotel is designed to incorporate elements of the culture and history of its surroundings, ensuring that guests are immersed in the local atmosphere from the moment they arrive. This commitment to authenticity is reflected not only in the décor and design of the hotels but also in the food and beverage offerings, which often feature locally sourced ingredients and regional specialities (Accor, 2023).
The brands emphasis on delivering a personalised guest experience is also a key component of its success. Mercure hotels strive to make every guest feel welcome and valued, whether they are travelling for business or leisure. This focus on customer service, combined with the brands attention to detail such as, room comfort, dining options and amenities has made Mercure a trusted choice for travellers around the world (Kandampully, 2007).
Mercure’s association with the roman god of travel, Mercury, symbolises the brands dynamic and adventurous spirit. Just as Mercury was known for his swiftness and ability to traverse the world, Mercure hotels are designed to be hubs for modern travellers, providing spaces where guests can relax, recharge and enjoy the pleasures of travel (Hemmington, 2007).
4.3 Mercure Telford Centre Hotel: location and facilities.
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The Mercure Telford Central Hotel enjoys a prime location in the centre of Telford, a town known for its industrial heritage and growing commercial significance. Telford, named after the influential civil engineer Thomas Telford, has developed into a key destination for both business and leisure travellers. Its proximity to major cities such as Birmingham and Wolverhampton, combined with excellent transport links, make it an ideal place for exploring the surrounding region or attending business events (Visit Telford, 2022).
[image: image3.jpg]



The hotel’s location just off junction 5 of the m54 motorway ensures easy access for those travelling by car, while the nearby Telford Central railway station offers convenient rail connections to destinations across the UK. The hotels strategic corner position provides 360-degree visibility, making it a prominent landmark in the area. Whether guests are arriving for business meetings, conferences at the nearby International Centre or a weekend getaway, the Mercure Telford is perfectly positioned to meet their needs (Proark, 2021).
4.4 Accommodation and Meeting spaces.
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All the 153 guest rooms are designed to offer a comfortable and relaxing environment for travellers. The rooms are equipped with modern amenities, including plush bedding, en-suite bathrooms, flat screen televisions and complimentary WI-FI. The décor is contemporary and chic, with a neutral colour palette that creates a soothing atmosphere, perfect for unwinding after a busy day (hotelsone, 2024).
For business travellers, the hotel offers eight versatile meeting spaces, ranging from small boardrooms to larger conference rooms that can accommodate 200 guests. Each meeting space is equipped with state-of-the-art audiovisual technology, including projectors, sound systems and high-speed internet, making it an ideal venue for corporate events, training sessions or seminars. The hotel’s dedicated events team is on hand to assist with planning and execution, ensuring that every event runs smoothly.
In addition to its business amenities, the Mercure offers a range of leisure and wellness facilities designed to cater to the needs of all guests. The hotels gym is fully equipped with modern exercise machines, free weights cardiovascular equipment, allowing guests to maintain their fitness routines while travelling. For those seeking relaxation, the hotels spa features a sauna, steam room, jacuzzi and 10 metre swimming pool, providing a tranquil space to unwind after a long day.
The hotel’s commitment to guest satisfaction extends to its dining options, with an on-site restaurant that offers a menu featuring locally sourced ingredients and regional specialties. The restaurant’s emphasis on fresh, seasonal produce allows guests to experience the flavours of the region, while the stylish bar provides a welcoming space to enjoy a drink or socialise with friends and colleagues.

4.5 SWOT Analysis of the Mercure Telford Centre Hotel.

Strengths 

 One of the primary strengths of the Mercure Hotel is its strategic location in the heart of Telford. The hotels proximity to the M54 motorway and Telford central railway station make it easily accessible for both business and leisure travellers. Its corner position, with 360- degree visibility from surrounding roads, further enhances its prominence in the area.
Another strength lies in the hotels comprehensive range of amenities. With 153 well appointed guest rooms, 8 versatile meeting spaces, and a fully equipped gym and spar, the hotel caters to a wide range of traveller needs. Weather guests are attending a business conference, enjoying a wellness retreat, or exploring the local area, the hotels facilities ensure a comfortable and enjoyable stay (Accor, 2023).
The Mercure brand’s focus on providing an authentic, locally inspired experience is also a key strength (Accor, 2024). By incorporating local culture, cuisine and design into the hotel’s offerings, the Mercure hotel creates a unique and memorable experience for guests, setting it apart from more standardised hotel chains (Pine & Gilmore, 2011).
Weaknesses
Despite its many strengths, the Mercure hotel faces certain weaknesses that could impact its performance. One potential weakness is the hotels resilience on business travellers, particularly those attending events at the nearby Telford international centre. While this provides a steady stream of guests, it also makes the hotel vulnerable to fluctuations in the business travel market, especially during economic terms or periods of reduced conference activity (Dong, 2022).
Additionally, while the hotel offers a range of amenities, some guests may find that the facilities do not fully cater to luxury travellers seeking more exclusive or personalised services. The midscale positioning of the Mercure brand may limit the hotel’s appeal high end guests who prefer more luxurious accommodations and bespoke experiences.
Opportunities 
There are several opportunities for the Mercure hotel to enhance its appeal and attract new guests. One significant opportunity lies in expanding the hotels leisure offerings to attract more weekend tourists and families. By promoting its proximity to local attractions such as the Ironbridge Gorge, a UNESCO World Heritage site, and Telford Town Park, the hotel could increase its appeal to leisure travellers seeking cultural and outdoor experiences.

Furthermore, the growing trend towards wellness tourism presents an opportunity for the hotel to capitalise on its existing spar and fitness facilities. By offering specialised wellness packages, including spa treatments, fitness classes and healthy dining options the hotel could attract health-conscious travellers looking for relaxation and rejuvenation (Accor, 2024).
Threats 
The Mercure hotel faces several external threats that could impact its performance.one significant threat is the competitive nature of the hospitality industry, particularly in Telford there are several other hotels offering similar amenities and services. To remain competitive the hotel must continuously innovate and enhance its offerings to meet the changing needs and expectations of travellers (McGivern 2006).
Another potential threat is the ongoing impact of global events, such as economic downturns or health crisis which can lead to a decline in travel and tourism. The hotel must be prepared to adapt to these challenges by diversifying its guests base and exploring new revenue streams, such as virtual conferences or local staycation packages.

In conclusion, the Mercure hotel is well positioned to continue its success within the competitive hospitality market. By leveraging its strengths, addressing its weaknesses and capitalising on emerging trends and opportunities the hotel can continue to attract a diverse range of guests and maintain its reputation as a premier 4- star property is Telford. 

5 Theme exploration

5.1 Is outsourcing housekeeping beneficial for the Mercure hotel.
Outsourcing has become a common strategy for business seeking to streamline operations, reduce costs and focus on core services (superstaff outsourcing, 2024).  In the hospitality industry, outsourcing services like housekeeping allows hotels to benefit from specialised cleaning agency’s while concentrating on guest experience. At Mercure hotel, the housekeeping department has been outsourced to an external provider, allowing the hotel to shift the operational burden to a third party. This report delves into the critical aspects of this decision, exploring the potential benefits and challenges of outsourcing housekeeping through a qualitative lens. We will evaluate both the operational and human implications, assessing how the outsourcing strategy impacts the hotel, its staff and guest satisfaction.

5.2 Why outsource housekeeping?
Outsourcing housekeeping can be viewed as a smart financial decision (Oyarzun, 2024). It allows Mercure to transfer the responsibility of managing a large, often fluctional workforce to a third-party provider. The hotel no longer must recruit, train or manage the day-to-day tasks of housekeeping employees. Instead, it enters a contract with an external company that supply’s trained cleaner to handle daily room maintenance and cleaning. 
This model brings significant flexibility. Housekeeping needs in a hotel can vary significantly depending on occupancy rate. During peak seasons, such as holidays or events, demand for housekeeping services is high. Conversely, during quieter periods, fewer housekeeping staff are required (Alder, 2023). By outsourcing, Mercure can scale its housekeeping needs up or down based on real time occupancy, ensuring that staffing levels align with guest demand without the administrative hassle of employing a permanent team. 

In addition, outsourcing often comes with cost saving opportunities. Salaries, pensions, training and benefits are all managed by the external provider, freeing Mercure from the responsibility of maintaining a large in-house housekeeping team. This can be particularly advantageous in terms of reducing long team labour costs (Espino-Rodrigues and Pardon- Robina, 2006), as well as the logistical expenses associated with training and compliance. 
5.3 Quality control and service consistency. 

However, outsourcing also brings with it some significant challenges, particularly around quality control and maintaining consistent service standards. While Mercure might establish guidelines and expectations for cleanliness, the execution of these tasks rest in the hand of the external agency. One key concern is that outsourced staff may not have the same loyalty or connection to the hotel as permeant employees (Kundu and Vora, 2024). This distance can lead to inconsistencies in service, as staff members may be less familiar with the specific needs and preference of regular guests or the hotel’s unique standards. 

The nature of the contractual relationship between Mercure and the outsourced company also plays a crucial role in ensuring quality. If the external company rotates staff frequently or does not have adequate training procedures, there could be a decline in the quality of service. This inconsistency can negatively impact guest satisfaction, especially in the hospitality industry, where cleanliness is closely tied to guest experiences and reviews. 
Furthermore, outsourced staff might lack the same direct communication channels the in-house employees enjoy. For example, if a guest makes a specific housekeeping request, outsourced employees may not have the ability or authority to respond as quickly or as thoroughly as in house staff. This potential disconnect could lead to frustration on both sides and reduce the level of personalised service that guest expects from a hotel like Mercure. 
5.4 Financial and strategic advantages from outsourcing.

Financially, outsourcing can offer tangible benefits for Mercure. Labour costs, particularly in the UK can be high when factoring in national insurance, pension contributions, sick pay and holiday leave entitlements (Espino-Rodriguez and Gill-Padilla, 2025). By outsourcing, these obligations shift to the external provider, allowing Mercure to budget more predictably. The hotel only pays for the hours worked by the outsourced team, making it easier to manage staffing costs during low occupancy periods (Belcourt, 2006).
Outsourcing can also introduce specialised expertise. Cleaning companies often employ workers who are trained in the latest cleaning techniques, equipment and hygiene protocols. This expertise can ensure that rooms are cleaned to a high standard, reducing the risk of complaints or health and safety issues (Hwang and Chang, 2003). Additionally, these companies might offer services that extend beyond basic cleaning, such as, deep cleaning or eco-friendly cleaning options, which can enhance the hotels credentials (The facilities group, 2024).
5.5 Disadvantages: Employee morale and brand impact.

One of the more intangible but important disadvantages of outsourcing housekeeping is the effect on employee morale (Indeed, 2024). When a core function like housekeeping is outsourced, existing staff may feel undervalued or insecure. This can lead to dissatisfaction not only among those directly impacted but also among other employees who may perceive outsourcing as a threat to job stability (Kang, Wu, and Gould, 2014). Long term members may worry about the hotel’s commitment to their roles, which can decrease motivation and overall performance.
In addition, outsourcing can sometimes disrupt the hotels brand identity (Calbone, 2019). Housekeeping is an important part of the guest experience, and if outsourced staff do not share Mercure’s values or understanding of guests needs it can affect the overall quality of service. Guests expect personalised care and attention and if house keeping is less familiar with the hotels standards or operates on a different set of priorities this could tarnish the brands reputation. 
5.6 Maintaining control over outsourced services.

To mitigate some of these issues, it is crucial for Mercure to maintain a high level of oversight of the outsourced housekeeping operation. Clear performance metrics and regular reviews can help ensure that the external provider continually meets the hotels expectations. This might include regular inspections of guest rooms, feedback from hotel staff and even direct guest feedback. Maintaining close communication with the external company can also help ensure that these issues are addressed swiftly, preventing a decline in service quality (Jiang and Qureshi, 2006).
Mercure can also investigate creating a more integrated relationship between outsourced housekeeping staff and the rest of the hotel team. While these workers may be employed by a third party, encouraging their participation in hotel activities, meetings or training sessions could foster a greater connection to the hotel’s goals and standards. This in turn might lead to a better service outcome and a stronger alignment with the hotels brand (Espino-Rodreguez and Pardon-Robina, 2004).

5.7 Exploring the impact of outsourcing housekeeping at Mercure hotel Telford.
Outsourcing housekeeping has become a common practice in many hotels to reduce their costs and streamline operations (Chris, 2024). The Mercure hotel in Telford is one such example, where the housekeeping department is managed by an external cleaning company and only the housekeeping manager is employed directly by the hotel. While this model offers financial advantages on the surface it has presented a series of challenges for the hotel, especially in maintaining service standards and ensuring guest satisfaction. This report will critically explore the impact of the hotels outsourcing housekeeping system, highlighting management issues, guest feedback and the contrasting success of the inhouse cleaning systems, like that of Premier Inn, to analyse why Mercure’s current approach is underperforming (Kang, Wu and Gould, 2014).

5.8 The role of the housekeeping manager at Mercure Telford.
A key challenge in the Mercure hotels housekeeping system lies in the leadership of the department. The housekeeping manager is employed by the third party unlike other department heads at the hotel, she was originally hired as a housekeeper and was promoted into the managerial position without any formal management training. This lack in training, combined with a salary that does not reflect the responsibilities of the role has contributed to low motivation and ineffective management (Grbich, 2006).

The housekeeping manager struggles to enforce high standards or to motivate the outsourced staff to deliver quality work. Her limited managerial skills are reflected in her reluctance to update cleaning schedules, implement performance reviews or introduce new systems to improve the departments efficiency. As a result, the outsourced housekeeping staff are left without strong direction or oversight, leading to inconsistencies in their performance. Without a motivated leader to guide them, the staff lack the drive to meet the high standards expected by the hotel, and this impacts the overall guest experience (CIPD, 2024).
5.9 Guest feedback and management meetings.
Every Tuesday, Mercure Telford’s managers gather for a meeting to review feedback from guests and discuss performance in their respected departments. It is here that housekeeping constantly receives most of the negative feedback (Robson, 2016). Complaints from guests often focus on issues such as, rooms being poorly cleaned, missing amenities or inconsistent service across different areas of the hotel. 

This ongoing negative feedback highlights a critical failure in the current system. While other departments at Mercure, led by trained managers tend to receive more positive reviews, the outsourced housekeeping staff operate without clear guidance, resulting in a lack of accountability. The hotels operational manager, who is supposed to support the housekeeping manager has not provided the necessary assistance to address these reoccurring issues. There is little intervention to offer additional training, improve standards or resolve problems that are directly impacting guest satisfaction. This absence of support creates a gap of leadership, leaving the housekeeping manager without the tools or confidence to lead a department effectively (Espino-Rodriguez and Ramirez-Fierro, 2018).
5.10 Comparing to the inhouse system of the Premier Inn model.
To better understand the shortcomings of the Mercure’s outsourced housekeeping, it is helpful to compare it with the housekeeping model at Premier Inn, a successful chain known for its inhouse cleaning system. At Premier Inn all rooms are cleaned by employed staff at the hotel not outsourced to a third party. These employees follow a strict and structured cleaning process, ensuring that every room is cleaned in the same order and to the same high standards every time (Gray, 2021). This level of consistency leads to few mistakes and greater guest satisfaction. 

One of the key benefits of Premier Inns inhouse system is that the staff take ownership of their work. As employees of the hotel, they are more invested in the success of the brand and the quality of their work (Whitbread, 2024). This accountability means that rooms are cleared thoroughly and correctly the first time, reducing the need for managers to spend time re-checking rooms or addressing guest complaints. This contrasts sharply with Mercure’s outsourced system, where staff often lack a sense of ownership or connection to the hotel and mistakes are more common (Jones, 2020).
Premier Inns approach also means that department managers spend less time dealing with cleaning errors and guest complaints and more time focussing on improving service and operations. By ensuring that rooms are cleaned properly from the start Premier Inn creates a smooth and more efficient workflow, leading to higher guest satisfaction and a stronger overall reputation (Hwang and Chang, 2003).
5.11 Management and staff motivation.
At Mercure Telford, the outsourced nature of the housekeeping team creates a divide between the cleaning staff and the hotels fulltime employees. Since the housekeeping staff are employed by a third-party company, they often lack a sense of belonging or commitment to the hotel. There is little incentive for these workers to go above and beyond, as they do not receive the same recognition or benefits as direct hotel employees. Without proper integration into the hotels culture or values the outsourced staff may view their roles as temporary which further reduces their motivation to deliver consistent high-quality work (Kundu and Vora, 2024).
In contrast, Premier Inns housekeeping staff are directly managed by hotel leaders, meaning their efforts are closely tied to the hotel’s success. This direct employment model allows for better training, stronger communication and a more unified sense of purpose. Staff at Premier Inn know exactly what is expected from them and there is a clean line of accountability from the housekeeping team to the management. This structure fosters a culture of high performance, where everyone is working towards the same goal of delivering excellent guest experiences (Alder, 2023).
5.12 The impact of outsourcing on service quality.
The outsourcing of housekeeping at Mercure Telford has created significant operational challenges that are reflected in guest feedback and internal reviews. While outsourcing might reduce costs in theory. The reality is that without strong management and integration, the system struggles to maintain the high standards required in a competitive hospitality environment. At Premier Inn where housekeeping is kept inhouse, the focus on consistency, accountability and staff motivation has led to better results and higher guest satisfaction. This comparison highlights the need for Mercure to re-assess its approach and consider whether outsourcing truly supports its long-term goals (Jiang and Qureshi, 2006).
5.13 Suggested improvements.
Employee engagement – Mercure hotel should integrate outsourced staff into its work culture by including them in team meetings, providing a condition for their good work and offer incentives like bonuses and awards. Creating a sense of belonging can motivate employees to take more pride in their tasks, improving overall service quality (Espino-Rodriguez and Ramirez-Fierro, 2018).
Unqualified and unmotivated managers – Providing targeted training for the housekeeping manager in leadership and team management will improve their ability to lead effectively. Regular check ins with the operational manager will also ensure that the housekeeping manager receives the necessary support and guidance to motivate their team and improve performance (Gray, 2021).
Inconsistencies in work – Mercure hotel should implement stricter enforcement of SOP’s, especially during the onboarding of new employees. Training should be more thorough, with hands on practical and evaluations. Managers should also perform regular checks to ensure consistency in work quality and reduce re-work (Kundu and Vora, 2024).
Emotional disconnection of third-party staff – Mercure should foster a stronger connection with third party staff by including them in hotel activities, meetings and feedback sessions. This will help and feel more like part of the team, improving their engagement and work quality (Hwang and Chang, 2003).
Conclusion – By addressing these key areas – employee engagement, management training, work quality consistency and emotional connection with third party staff, Mercure hotel can enhance its housekeeping services and ultimately improve guest satisfaction.

6 Recommendations.

Employee engagement 
- Integrate outsourced staff into the hotel’s culture by including then in team building activities and fostering a sense of belonging (Palm Outsourcing, 2024).
- Create an incentive system with bonuses, ‘employee of the month’ awards and other recognition to motivate staff (Indeed, 2023).

- Provide opportunities for outsourced staff to grow within the organisation, potentially offering full-time roles to high performers.
Manager qualifications and motivation

· Invest in leadership and management training for housekeeping managers to improve their skills in communication, team leadership and performance management.

· Set up regular communication channels between housekeeping managers and the operational manager to ensure better support and guidance.

· Implement clear performance goals and accountability measures for managers (NFCI Hospitality, 2024). with rewards for achieving key performance indicators.

 Inconsistent work quality
· Strengthen the enforcement of SOP’s by providing through onboarding training, including practical demonstration and shadowing programmes (chattr, 2024).
· Implement performance revies for all housekeeping staff, with regular evaluations of their adherence to the SOP’s (chattr, 2024).
· Require managers to conduct random spot checks to ensure that work quality remains consistent and reduce the needs for rechecks.

· Create feedback loops where employees receive constructive input on areas for improvement, fostering continuous learning (Gouldsberry, 2022).
Emotional disconnect among third party staff.

· Foster a sense of belonging for third party staff by including them in hotel-wide activities. Team building events and staff recognition programmes.
· Encourage open communication between third party employee and hotel management through feedback sessions and one-on-one meetings to make them feel heard and valued.

· Provide opportunities for third party staff to transition to permanent roles within the hotel, creating a sense of job security and loyalty.

· Insufficient enforcement of SOP’s

· Revamp the onboarding process to ensure that new employees receive comprehensive training on SOP’s, with practical demonstrations and evaluation to confirm understanding (chattr, 2024).
· Make managers accountable for enforcing SOP’s through routine inspections and performance evaluations, ensuring that staff consistency adhere to hotel standards. 

· Introduce refresher course for existing staff to reinforce the importance of SOP’s and address any gaps in knowledge.

Poor support from operational management

· Establish a regular meeting schedule between operational management and housekeeping managers to review progress, discuss challenges and offer support. 

· Set clear performance targets for the housekeeping department and work together to meet these goals, ensuring that both teams are aligned.

· Operational managers should provide more visibility and proactive leadership by visiting the housekeeping department regularly, offering feedback and recognising the contribution of managers and staff.

· The Operational manager need to be supported and held accountable by the general managers, where all progress needs to be shared in regular meetings.
7 Conclusion
If Mercure hotel implements the recommended new systems and procedures, there will be noticeable improvements in housekeeping. The key changes, such as enforcing standard operation procedures, providing better training and support to managers and increasing engagement among third party staff, will take time to fully take effect. A realistic period for these improvements to show results would be around 6-12 months. During this time, it is important to gather feedback from all levels, staff, managers and even guests, to track progress and adjust the approach where necessary.
As these changes are introduced regular check ins will ensure that managers are properly enforcing new standards and housekeeping staff are becoming more consistent in their work. This feedback loop will help identify any remaining gaps that need attention, while also confirming the areas where improvements are taking hold.

If after 12 months housekeeping services do not show significant improvement, Mercure should re-assess its decision to outsource. The hotel will need to calculate the costs and disadvantages of continuing with third party housekeeping staff compared to the potential costs and benefits of bringing housekeeping operations back inhouse. Inhouse housekeeping could offer better control over staff training, engagement and quality of work, potentially outweighing the lower upfront costs of outsourcing. This evaluation will help Mercure make an informed decision about the future of its housekeeping services, ensuring long term quality and guest satisfaction.

8 Reflective account.
This placement has provided me with hands on experience in one of the most essential but often overlooked areas of hotel operation. The purpose of this reflective account is to share my experience, discuss the challenges I faced and highlight what I learned during my time in housekeeping. I will also reflect on how this experience has impacted my personal and professional development.

Description of growth.

During my placement, I worked alongside outsourced housekeeping staff.  My main duties included preparing rooms for new guests, cleaning occupied rooms, responding to guest’s requests and ensuring the cleanliness standards were maintained throughout the hotel. I was also involved in inventory management, ensuring that cleaning supplies and linens were well stocked.

The role required a lot of physical work, including moving quickly from room to room, carrying supplies and managing time efficiently to ensure rooms were ready before check-in. I also worked closely with the housekeeping manager, who was responsible for coordinating the daily tasks and ensuring that everything ran smoothly. This provided me with insight into the operational side of housekeeping, particularly how important it is to maintain high standards of cleanliness to ensure guest satisfaction.
Challenges faced.

One of the biggest challenges I faced was dealing with inconsistency in the quality of work between the outsourced workers.  They did not have the same level of connection or commitment as I had experienced on a placement I attended at the premier inn, where their housekeeping is insourced. Here the standard was not consistent and varied from one housekeeper to another. This caused frustration not only for me but also the housekeeping manager and guest.
Another challenge was the fast-paced environment, especially during busy periods when the hotel was fully booked. Managing time efficiency was difficult at first, especially when multiple rooms had to be cleaned to a high standard in a short period. There were times when I felt overwhelmed by the workload, but with practice I improved my ability to handle the pressure.

Communication was another area where I encountered difficulty. With a diverse team, including staff who spoke limited English, there were moments when misunderstandings arose.  This made it harder to coordinate tasks and ensure that everyone was working towards the same goal. However, over time I learned how to communicate more clearly and find ways to bridge the language gap.
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