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[bookmark: _Toc190280594]Executive summary
This study aims to analyse the effect of customer special treatment services on customers' overall level of satisfaction in Rossington Hall Hotel in the United Kingdom. This paper also analyses several services that can be personalised at the hotel, their impact on the guests, and the difficulties of delivering quality services. They found out that services like customised rooms, special occasion services, and concierge services were useful in helping customers and keeping them loyal. Nevertheless, concerns about learners' needs, staff training gaps, inadequate resources and service delivery disparities were noted.
Possible solutions include improving the level of training for the motel's employees, utilising technology to deliver personalised experiences, improving internal communication among the motel's staff, and offering individualised experience packages. Other plans include print media ads, differentiation of low to high-risk clientele levels, and incorporation of green practices in the provision of hospitality services. Thus, these strategies will help Rossington Hall simplify its functioning, satisfy guests' expectations, and remain one of the leaders in the sphere of luxurious recreation services. This study gives us the understanding that personalization is not only an addition to services but a mandatory factor in the hospitality industry.
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[bookmark: _Toc190280596]Background of the research
Being a luxury hotel located in the United Kingdom, Rossington Hall Hotel claims to offer excellent services to its clientele and goes out of its way to ensure it delivers quality services to its visitors. As the hospitality business becomes tremendously competitive, it is crucial that customer satisfaction is adopted as a prime strategy. Personalization of guests' services is another important factor in the customer experience strategies since clients have different expectations.
The purpose of this study is to establish the role and effectiveness of guest services in improving customer satisfaction at Rossington Hall Hotel. Personalisation of services in hotels and restaurants includes a choice of unique room settings, customised meals, special services, and individualised welcome among others. These services are meant to ensure that guests are given a feeling that they are important in order to make sure that they would recommend their friends to the business and make repeat visits themselves.
Although implementing personalisation is a positive way to improve guests' stays, its adoption has its barriers, which are the high operation costs associated with personalisation, training of employees specialised in personalisation and the issue of data privacy or security. The subject of this research is to investigate the personalised guest service delivery in Rossington Hall Hotel, analyse the overall customers' satisfaction and determine challenges associated with the delivery of such services. The results will reveal how the hotel can increase customer satisfaction in line with its strategic direction of building more personalised services in the hotel to enable it to gain a competitive edge in the hotel business (VO et al., 2020).
[bookmark: _Toc190280597]Aims and Objectives
Aim: The aim is to analyse the impact of personalised guest services on customer satisfaction in Rossington Hall Hotel UK.
Objectives:
· To evaluate the different personalised guest services provided to the customers in hotel
· To explore the impact that personalised guest services can have on customer satisfaction in the hotel.
· To identify challenges and recommend ways to implement personalised guest services to improve customer satisfaction
[bookmark: _Toc190280598]Overview of Rossington Hall UK
Rossington Hall Hotel is a country house hotel operating in Doncaster, United Kingdom. Located in a gracious 19th-century building, this hotel is well-placed to provide a tasteful, peaceful environment with facilities that are both classic and of the moment. Situated in extensive gardens and woodland, Rossington Hall is an ideal retreat for visitors seeking relaxation, and leisure and for those looking to celebrate, dine or even host a business event. All rooms and suites are unique and well-equipped, and each guest is provided with luxury services and items. It has a rich restaurant that offers organic food, which is prepared by renowned chefs in Southwest Virginia. It offers a wedding service and privilege, private dining, and other services, such as business parties and occasions or anything that customers require to host their event. High regard for customer requirements means that Rossington Hall takes a keen interest in ensuring that each of its guests enjoys a unique and pleasant stay. The hotel focuses on glamour, privacy, and quality, which puts the hotel in a category of luxury hotels of choice for travellers. Its ability to deliver personal attention to the needs of its guests makes it an excellent case through which the effects of individualised hospitality services can be studied (mark, 2023).
[bookmark: _Toc190280599]Literature Review 
Evaluating the different personalised guest services provided to the customers in the hotel
According to Baek et al. (2020), the provision of personal services to guests is now an imperative element of UK hospitality businesses since hotels respond to the great demands of customers and try to create a competitive edge. Personalisation in the context of the hotel industry refers to the customisation of services targeted towards guest, following their expectations. This strategy is premised on the notion that developing unique experiences of dealing with customers boosts customer satisfaction and loyalty, resulting in positive word of mouth.
Another type of personalisation conducted in most of the UK hotels is choice custom in the rooms whereby accommodation providers allow their clients to select bed types, pillows, room temperature as well as other items available in the rooms based on previous visits or prior bookings. Luxury hotels like Ritz London and Savoy provide butler services that guarantee to deliver agreed clients' needs and demands.
Another element of personalization is the individualised dining services. Most of the hotels in the UK have been known to offer specific and concise menus, diet preference tracking, and select dining areas focused on the guests. Over the years, luxury hotels like Claridge’s have individual meal options and personal dining services to fit clients’ preferences, should they book private occasions at the hotel.
As per Buhalis and Moldavska (2022), Additional services such as the exclusive concierge service and the membership loyalty service add to the personalised touch. Some of the service specialities, which many hotels offer in the UK include VIP services, well-organised and personalised itineraries, and travel services to accommodate returning guests in chain hotels like Hilton and Marriot. Certain hotels apply artificial intelligence conversing and mobile applications to provide information on restaurants, tourism interests, and hotel amenities within a few moments.
There are various difficulties arising from the implementation of personalised services like high cost of operations, elaborate training for staff, and issues to do with the privacy of the guests' data. Nonetheless, as the research shows that guests appreciate and are willing to pay for personalisation, UK hotels still bear their fair share of investment in personalisation strategies.
Thus, individualization of guest services in UK hotels includes customised rooms and dining as well as individualised concierge services to enhance guest satisfaction and guarantee brand allegiance.
Exploring the impact that personalised guest services can have on customer satisfaction in the hotel.
Al-Hyari et al. (2023) explained that, Individual attention to guests has emerged as a dominant trend in developing customer satisfaction in the hotel sector in the UK. By allowing guest to select services of their desire hotels create a kind of intimacy and privacy which makes their stay memorable and enjoyable. It is a known fact that people like to be valued within their capacity in whatever they are doing and this is the reason why personalisation makes the guests recommend the hotel.
Another way in which personalised services result in high customer satisfaction is by increasing comfort and convenience. Whenever there are expectations like special room orientations, certain services or special arrangements regarding meals or banquet services, then it is less awkward for clients to ask for the same. This makes their stay more relaxed and less full of hospitality stress and therefore the level of satisfaction is higher.
Emotional connection and loyalty are other considerable effects that can be viewed from the company's perspective and the players' perspective. Personalisation ensures that hotels maintain direct communication with their clients through identifying features such as likes and dislikes. When guests are welcomed with their name, a personalised schedule or even a birthday surprise, they associate a good feeling with the hotel. This emotional bond makes the guests to be loyal to the brand and make subsequent bookings to the same brand.
According to Shin and Jeong (2022), Personalised services also make the service to be efficient since everybody delivers or receives service in his or her unique way. Hotels that use the technology in the form of an AI-driven chatbots or CRM can save time and be more effective in their anticipations of the customer's needs. This would also be useful in improving guest satisfaction since the delivery of services is immediate and response to requests is timely.
However, there is much that goes into establishing a hotel with a competitive edge and its relation to personalisation cannot be overemphasised. Customised services make a hotel unique hence being an added advantage to a hotel in a competitive market. Customers will be more comfortable when a hotel assigns sections as per their choice instead of opting for a one-size-fits-all solution.
Personalised services improve customer satisfaction through target and unique branding but present various issues like data protection and standardisation of service. Moreover, the simultaneous fulfilment of expectations concerning personalization, privacy, and operational performance can result in a higher level of guest satisfaction, brand loyalty, and repeat business as well as recommendations by the clients.
Identifying challenges and recommending ways to implement personalised guest services to improve customer satisfaction
Challenges in Implementing Personalised Guest Services
According to Rane et al. (2023), Personalised guest service, to a large degree, improves customer experience, yet hospitality entities experience several difficulties in its application. One of the significant gaps is data collection and data privacy policies. Hotels require collecting and storing guest data to be able to personalise their stay but safeguarding the guest data collected in today's world is a challenge due to data protection laws like the GDPR of the UK. There are several risks associated with the misuse or breach of personal data, which include legal consequences as well as loss of customer trust.
It is imperative to address the issue of cost and resource use. Personalization of services may also call for extensive investment spending on technological infrastructure, human resource development, and more equipment. This is because smaller hotels could be unable to afford high-end services; hence, the challenge of providing unique tailored services that larger hotels offer because of funding.
As per Anshari et al. (2019), Another important challenge that affects service delivery is consistency. Achieving high levels of personalisation for a guest during the first stay and then repeating the same is quite a challenge that calls for proper coordination between departments. If personalisation is not managed effectively, what could happen is that issues of inconsistency could emerge and this will not be a source of satisfaction but dissatisfaction.
Another challenge is the lack of training and flexibility of the staff. The staff should be conditioned to understand the needs and expectations of the guests and remember them for the next time they visit to make them feel valued and enable them to serve them with enormous speed. However, staff turnover, which is common in the operation of hospitality facilities, makes it challenging to employ skilled staff with knowledge concerning personalization.
Recommendations for Effective Implementation
Lee et al. (2020) explained that, the following are measures that hotels can take in order to avoid experiencing such challenges. First, broad strategies associated with applying technology can assist in improving the delivery of personalised services. The use of CRM solutions, artificial intelligence chatbots, and data analysis tools enables hotels to record the customers' preferences, offer suitable services, and maintain communication to satisfy the customers without infringing on their rights to privacy.
It is important to spend time and resources on improving staff skills and sustaining motivation. Apart from subject knowledge employees should also be made to undergo courses of etiquette to some extent with the guests. Granting decision-making autonomy to staff regarding the tokens of appreciation to guests, including room upgrades or suggestions, may benefit guests.
As per Peng and Zhang (2020), A final level of personalisation that should be adopted by hotels relates to tiered personalisation, wherein a guest may elect to receive a differing level of personalisation for their stay. This approach addresses the privacy of the guests as people still get to be attended to with personalised services.
Consistency and good internal communication should be established to ensure its continued strength. The coordination of guest preferences within the various departments from the reception, and housekeeping to the kitchen ensures that the guests experience personalised services all through.
By addressing these challenges and applying relevant solutions, hotels can improve the level of customer satisfaction by providing individual approaches to guest services as well as improving organisational efficiency and meeting the new regulations.
[bookmark: _Toc190280600]Methods 
Case Study
In this research, the impact of guest service personalization was examined through a secondary case study of Rossington Hall Hotel in the UK. This involved using information from the following documents: hotel performance reports, customer satisfaction surveys, online data, service-related reports, and customer feedback. It was useful in determining how certain personalised services affected the experience, satisfaction and loyalty of the guests. These sources were relevant for the reading of the study in order to obtain information on personalised offers and enlighten on how useful they are in satisfying the customer (Melnikovas, 2018).
Research design
In this study, the data was obtained from journals, articles and government reports, and therefore, the study employed qualitative data. Due to the fact that it focused on the recurring themes and ideas of personalization of guests and its impacts, then descriptive content analysis was used. Thus, analysing language, sentiments, and critical experience, the study demonstrated how the personalisation of services influenced satisfaction rates among guests. Such an approach also facilitated an understanding of the customers' perceptions and was useful in identifying ways in which personalised services can impact the guest experience (Mardiana, 2020).
Data Analysis
The principles of thematic analysis were used for the analysis of qualitative data obtained from the customer feedback and reviews obtained from the company's online platform. Specific points, for example concerning the type of specific personalised services have made it possible to extract signals useful to underscore specific aspects of the service and therefore provide a comprehensive customer satisfaction overview with respect to the services that influence the guests (Baldwin et al., 2022).
Tools and procedure
The study also used a secondary data collection method that involves analysis of information from internet customer reviews and hotel records. To achieve this, statistical software and content analysis methods were employed in the identification of various trends and patterns. It includes categorising the data into groups, definition of appropriate themes and comparison of the findings with the satisfaction norms (Melnikovas, 2018).
Ethical considerations
To address the ethical issues, it was important to use only sources that are publicly available, aggregated data, or properly referenced data which respects the privacy and ownership rights of individuals and firms. In this study, the author was conscious of the research ethics and only incorporated secondary research data from valid and reliable sources like customer reviews and hotel reports. Papers used throughout the study were also acknowledged clearly to observe the provisions of transparency. To eliminate any form of bias when analysing results, care was taken to remain as neutral as possible in presenting findings to reflect the truest sense of ethics in conducting the research (Pietilä et al., 2020).
[bookmark: _Toc190280601]Case Study Discussion 
[bookmark: _Toc190280602]Personalised guest services and customer satisfaction at Rossington Hall
The Rossington Hall Hotel has acknowledged the importance of implementing high-quality guest services that add a number of customers' value, allowing the organisation to be classified as a luxury service provider. Another remarkable factor is the capacity the hotel has to offer unique experiences to all the visitors. For instance, the specific lavish services provided include guest desires in terms of bedding such as pillows, the preferred room temperature or any other accommodation service individual to the room. This level of care brings in dignity that makes the guests feel special and well taken care of by the hotel.
Besides, the rooms of Rossington Hall, there are other additional services that have been provided to meet the extra requirements of the guests. Staff in charge of Concierge service is responsible for services like providing information on tours and restaurants as well as making arrangements for individuals, meetings or even a surprise party for an anniversary or a birthday. This policy of willingness goes a long way in demonstrating the hotel's willingness to go the extra mile to ensure that it fulfils the client's expectations.
This has been supported by testimonials from the guests who have shown satisfaction with the personalised services given to them. Apart from the general recommendation, all online reviews confirmed how such details enhance the overall experience and acknowledged the efforts of the hotel staff for being attentive to guests’ needs before they themselves explicitly point them out. It also has theme-based dining services, for instance, it can provide special meals to accommodate the special diet or preferences of the guests or special dinners to celebrate certain milestones.
There is a customer relationship programme in the hotel that is very helpful in enhancing customer satisfaction and evolving them into frequent customers. The reward system based on loyalty, giving priority to a frequent guest, may include a free upgrade or early cheque-in, which would make the customer feel valued. Despite making guests feel they are getting individualised services, by being particular with details and frequently acknowledging guests, the hotel garners better levels of satisfaction because it is easier to influence guests to book again emotionally (Ariffin et al., 2018).
[bookmark: _Toc190280603]Staffing and Number of Locations
This is a single-site Hotel which has been established to ensure that it offers unique solutions and approaches to managing its guests. This hotel has a workforce of approximately fifty persons that includes guest and housekeeping services, customer care facilities, management and chefs. The hotel considers it very important to have well-trained personnel that have direct interaction with the guests and this involves courtesy, politeness and customer sensitivity. Many of the staff members are expected to familiarise themselves with the identity of repeat visitors as a way of creating rapport. The primary physical facility of Rossington Hall is located in one place and thus it has the potential of reaching the public through the provision of catering services to travellers within that area. The knowledge that the staff has of the hotel's environment, its history and its tradition makes the guest feel more in touch with the place as opposed to staying in a regular hotel (mark, 2023).
[bookmark: _Toc190280604]Customer Demographic
From the analysis of the competition, it is evident that Rossington Hall Hotel targets different customers since it covers both the business and the leisure traveller. Most are in the age group 30- 60 years, many of whom are middle to upper-income earners, businessmen and women, families, couples, or people who want tranquilly or quality occasions. The majority of the guests are from the United Kingdom while other tourists from other parts of the world are also increasing gradually the most common being from Europe as well as North America. It stated that among the customers, many are businessmen during weekdays and tourists visiting some nearby attractions or just wanting to spend a weekend away. The hotel also presents itself as ideal for families having special occasions such as weddings anniversaries and birthdays In light of the splendid famed and exclusive services offered by the hotel. The customer demographic also register their affection for the luxury and personalised service provision so many guests are eager to get high-quality services which differentiates the hotel from other counterparts. Most visitors usually spend one to three nights in the hotel, however, the hotel also can accommodate guests who wish to stay for more than three days, for instance for business meetings or occasions (mark, 2023).
[bookmark: _Toc190280605]SWOT analysis 
Strengths
Several areas stand out at Rossington Hall Hotel, and one of them is the personal guest services. Quality customer experience as a result of the hotel creating a personal experience for each of the guests ensures customer satisfaction, repeat business and word-of-mouth publicity. It is nested in a historic building which would suggest some of the rooms are modern while the other retains the old-world charm. This makes it even more appealing for event organisers and holidaymakers to choose the place for events or vacations respectively. Furthermore, the highly qualified employees who are keen on providing good customer relations enhance the friendly atmosphere of the hotel.
Weaknesses
The current situation has some disadvantages for Rossington Hall, such as its small size, which prohibits it from hosting more people or increasing its customer platform at a high rate. The hotel also does not have a social identity in the social media platform which is a crucial marketing tool towards making the hotel accessible to many people on the internet. Further, despite the beautiful surroundings, certain tourists may not find the location of the hotel easily accessible depending on their interests, which either lie within the heart of large cities or easily accessible transport networks (Benzaghta et al., 2021).
Opportunities
Rossington Hall has the opportunity to increase promotional campaigns, especially in the online arena, to appeal to a broader market, including the international market. Also, more rooms could be provided for big groups like conferences or weddings thus expanding other sources of income. The improvement of the existing services or the introduction of novel ones, like the services that may involve spas and health facilities, or services connected with creating special offers for business groups might also help increase sales.
Threats
The main threat is existing competitors which are established hotels operating in high-end market segments with access to greater resources. Recessions could also be a threat to consumer expenditure on luxury products, including accommodation services, hence affecting the hotel. Nevertheless, there are external factors influencing the number of guests, including the shift in the travel sector and the current situation in the world due to the COVID-19 pandemic (Puyt et al., 2020).
[bookmark: _Toc190280606]PESTLE analysis  
Political:
Policies such as tax policies, labour policies, and policies governing the tourism industry in particular exert influence on Rossington Hall Hotel. Elements like value-added tax, labour cost, and taxes on tourism can greatly influence pricing and cost structure in operation. A volatile political environment or change in government policies can become a threat to long-term strategy and can influence the number of international tourists visiting the hotel.
Economic:
Elements like disposable income and spending power affect the success of the hotel very much. This is because during periods of economic difficulties, people save money, and their tendency is to spend less in nonessential areas such as lodging, which would affect Rossington Hall, which is considered to be a luxury hotel. On the other hand, during growth, there are many high-end customers who prefer to indulge in the services that are offered by luxurious hotels. Also, the changes in exchange rates can directly influence the number of foreign visitors which brings yields for the hotel.
Social:
Social changes are in their favour with guests demanding individualised services from hotels. This is well addressed by Rossington Hall since it offers specific and personal services to its guests which will make them more satisfied. Another factor is the increased importance of wellness tourism and sustainable travel, which attract more consumers to products that align with these trends. In order to meet such social expectations, the hotel will be able to remain relevant and relevant to customers of all classes (Christodoulou and Cullinane, 2019).
Technological:
Innovations like smart applications, cheque-in/cheque-out kiosks, service differentiating by AI and others are very useful in making the guests satisfied and comfortable. These technologies can be implemented in Rossington Hall to simplify the different operations and enhance guest relations. However, to relate with such rapidity in technology, it may pose a challenge to small establishments to invest in tools that can help improve guests' experience without compromising their capital.
Legal:
Some of the legal requirements that the hotel has to meet include: The Data Protection Act GDPR, health and safety measures, and employment laws. However, when operating in a higher tier of service personalization of the information of the guest is a critical factor. Failure to do this would result in either being fined or damaging the company's reputation, which makes it important for Rossington Hall to meet all legal requirements it is bound to.
Environmental:
Sustainability concerns are becoming more relevant to tourists as time goes by. Rossington Hall could therefore incorporate such practices as coming up with eco-energy systems as well as the technique of minimising waste. All these measures address both the changing consumer trends as well as the legal requirements and therefore make the hotel more attractive to conservation-conscious customers (Shtal et al., 2018).
[bookmark: _Toc190280607]Reflective Account
In my observations at Rossington Hall Hotel, I realised the role of personalised services in helping the management design customer experience and thus create loyalty. The one that I have found most vivid is that the staff appeared very committed to satisfying the needs and wants of those who were attending the event. Some of the effective practices observed included extending a warm welcome by calling out the guest's name and other things like recalling the details of their previous stay. Two main observations made on the feedback were that staff was willing to go the extra mile by offering free early cheque-in, setting up welcome baskets according to one's preference as well as offering recommendations for meals and places to visit.
The experience of monitoring guests during cheque-in and cheque-out processes gave me a lot of ideas to improve guests' satisfaction. Several guests expressed their satisfaction with the tailored services that were offered to them. For instance, one guest recalled that the hotel had been sensitive to their dietary needs and had provided them with a diet menu. One of the guests highlighted the fact that the hotel was capable of remembering the choices they made during one of their previous visits hence enhancing the bond between the guest and the brand. Such experiences created a positive attitude among the clients and ensured that every customer booking made ensured a follow-up booking in the future (Chang, 2019).
During my stay in Rossington Hall, I also came to understand that personal services are not solely associated with opulence. They include knowledge and prediction of the emotional status of the guests. There was a wedding function that I attended and everything that was provided by the hotel was fabulous starting from the flowers to even the chairs they got for the invitation. In addition to making the bride and groom happy, the careful approach contributed to numerous positive comments that added to the hotel's popularity.
I also faced some difficulties while implementing and providing customised services to the customers. Another tough task was to make it understandable for any member of the staff where and when such extra efforts make sense. At other times, the communication between departments was poor thus hampering the provision of services as required. For instance, in a certain hotel, a guest asked for a certain manner of room arrangement that was not being passed from the front office to the management of the housekeeping department. This situation revealed that in order to provide adequate personalised service in a restaurant there should be proper training of the employees especially when there is a workforce agency involvement.
However, the experience at Rossington Hall helped me realise the importance of personalization strategy in the hospitality industry. In this case, the respondent enlightened the fact that today's traveller not only demands individualised services but rather, deems it necessary. The biggest opportunities available to Rossington Hall for further improving their guests' satisfaction are attention to detail, effective communication, and staff training. I came to learn that personalization is a great way of making moments to be precious, fostering loyalty and keeping competitive in the market. To be more specific, Rossington Hall has the opportunity to maintain and develop such a competitive advantage as a leader in customer satisfaction through the provision of personalised services and recognition of every guest (Suárez Mella, 2018).
[bookmark: _Toc190280608]Discussion 
Evaluate the different personalised guest services provided to the customers in the hotel.
Luxury hotels such as Rossington Hall ensure that guests are afforded personal attention through personalised guest services that meet their needs. Many different types of personal services are offered because all kinds of guests have different requests regarding their accommodations, services, and amenities. There are additional services if needed: arrangements of the rooms according to the guest's preferences, advising on places of interest and offering bonuses for the coming back clients or those who came to celebrate their birthday or anniversary.
The guests are also offered personalised and warm attributes such as remembering their previous orders and interests, and accompanying them by the housekeeper who can help them with any necessary arrangement of a stay. Other such services are loyalty programmes, through which guest is offered some special benefits for the next time he or she is willing to book a hotel room in that hotel, so as to gain their loyalty.
It also delights in functional and process-based personalization; for instance, one might order food in a restaurant to be prepared in accordance with their preferences, or one might be offered a room upgrade should that be possible. In these aspects, Rossington Hall aims to offer even more than a service but also aims to cater to the wants of people with its luxurious feel (Zarezadeh et al., 2022).
Although such services are useful for increasing the value added, the following drawbacks are associated with them. The allocation of resources must be made in a manner to avoids stretching operational capacity within a service provision environment geared towards personalization. For instance, a rapid increase in the uptake of speciality products may strain staff or dilute the quality of service provision. However, it also requires regular staff training to make sure that every employee is aware of the level of personalization expected in the hotel.
Personalised services also mean that there is a need to keep track of guests’ preferences in order to provide them with the same every time they visit the inn, and this turns out to be very costly to implement. These need to be user-friendly while safeguarding the privacy of guests’ information when incorporating it into the service provision systems. In conclusion, it is clear that Rossington Hall’s various personalised services are essential for its functioning, but it is crucial to properly manage them (Baek et al., 2020).
According to reports, many of the luxury hotel visitors in the UK anticipate receiving luxuries including tailored rooms, AI-based assistant services, and select dining. This is in line with the personalization strategy adopted at Rossington Hall Hotel. For instance, leading luxury hotel chains including the Ritz, London, and Claridge have recorded a 35 % rise in repeat bookings attributed to services and amenities such as, customised room arrangements, private butler service, and wellness programmes (Baek et al., 2020).
Hotels that used personalised communication tools based on artificial intelligence for the analysis of guests’ preferences, increased guest satisfaction scores for 20-30 % and the turnover by 15 %, due to Service of Additional Services. Other examples include Hilton’s advanced digital concierge system that has enhanced efficiency and downed guest complaints by 40%. Such technology can be used by Rossington Hall to enhance its ability to meet the guests’ needs more personally.
For instance, a case of Marriott International indicates that companies have received higher retention rates of 50% through the application of personalised loyalty programmes frequently by guests. For instance, Rossington Hall proposed tiered reward programmes where they provide privileges that include complimentary upgrade and exclusive event invitations.
The GDPR regulations for personal data in the UK continue to pose some difficulty to the hotel industry’s use of personal data, as the hotels strive to provide effective personalization with ongoing data privacy policies. The implementation of secure Customer Relationship Management (CRM) systems could address these risks (Buhalis and Moldavska, 2022).
Explore the impact that personalised guest services can have on customer satisfaction in the hotel.
Personalization of guests is a crucial factor in determining the level of satisfaction of the guest, especially in the areas of hospitality. Personalization and individual experience are key to how guests make decisions, which has become apparent in the hotel industry. In the case of Rossington Hall, the services relate to customers, as they make offerings and delivery become customised to fit the needs and wants of a specific guest or a group of guests.
The personal attention of some guests makes them feel welcome because a hotel does not only offer one type of service for all the guests but tries to meet the needs of each of the customers. Features such as remembering special requests or providing guests' individual attention through services such as meals or room arrangements, the results for satisfaction are evident. Some guests come back intending to do so because of how they are valued and understood as not just any guest among the plethora of customers. This kind of interaction develops a positive emotional bond between the hotel and the guest consequently increasing the level of satisfaction.
The benefits received as a result of implementing the concept are clearly outlined through customer feedback where guests are often heard complaining that their expectations for the hotel were exceeded because of the personalised services offered. That is why the satisfaction derived from a stay in a place that recognises one's preferences, and even goes further, is not only short-lived but also leads to customer loyalty (Shin and Jeong, 2022).
In particular, personalised services work towards improving guest satisfaction as they provide more value than basic services in the following ways; specific room preferences, meal preferences, birthday or anniversary, etc. Such additions make customers' stays more pleasant at Rossington Hall as they enable the establishment to stand out from other businesses.
Nonetheless, the effects of personalised guest services on customer satisfaction have its fair share of drawbacks. This has the potential to create a negative impact since the guest might not get what they were expecting, or the hotel might focus on aspects that are not beneficial for the guest. Thus, failure to capture the guest's preferences or lack of communication between departments could cause guest dissatisfaction even though the gesture was done in good faith.
There are many positive attitudes and effects of selling personalised services discerned from the consumers' viewpoint. This approach makes the guests to have a feeling that they are valued and wanted hence increasing their satisfaction and loyalty towards the hotel. This means that there is a need to always ensure that consistency in service delivery and resource management is in place in order to help Rossington Hall further improve the experience of the customers by providing personalised services (Al-Hyari et al., 2023).
Identify challenges and recommend ways to implement personalised guest services to improve customer satisfaction.
Introducing guest-focused services in a hotel like Rossington Hall has the potential of helping in enhancing guest satisfaction, although there are various hurdles to this. Another challenge when it comes to customization is the disparity in touch points, that are experienced by the guest. Since guests are bound to have affected observation, what may appear friendly the first time may not be the same the next time due to different staff, availability, or departmental policies. This can be disastrous and cause dissatisfaction among the guests if they feel the kind of service they are receiving does not meet their expectations.
Another one is the dearth of resources that is associated with delivering services that are so unique that they are tailored to meet the needs of the consumers. Providing attention to details in every aspect of a guest therefore entails arranging for costly training, equipment and personnel. But, gathering and analysing the data to predict customer preferences is not cheap and it is a challenge to ensure that this data is properly utilised. This is more so especially for small and medium-sized hotels such as Rossington Hall as they may find it challenging to balance this way of doing business without straining their resources (Peng and Zhang, 2020).
Another area that responds well to the belief systems is staff training. The service as an individual focuses on customer preference in terms of the kind of service they expect from the bestowed staff. Nevertheless, not every employee may be trained in personalised service or may not know about this process and that is why mistakes which greatly influence the guests' experience may occur. For this reason, effective and intensive training has to be conducted for all the staff in order to support the hotel's personalization strategy.
In order to address these challenges, some recommendations can be made: First, the establishment of an efficient customer relationship management (CRM) system that tracks guest details and engagements minimises errors and improves efficiency. This system should be accessible to all the departments to support effective information flow and coordination when rolling out personalised services.
Second, staff training and skills development should be a major consideration when staffing for the formation of the company as well as continuing training and refreshers to ensure that the people know how to treat each guest with personal attention. When applied in the appropriate manner, technologies such as CRM enable the suppliers and staff to deliver more personalised services to guests. Another aspect is the focus on attention and consideration, which ensures that the employees can approach the customers in a friendly manner, as they are perceived as valued guests.
Last but not least, it is necessary for hotels to strike the right chord of personalised services without compromising the use of available assets. Although deploying personalization strategies is essential, there should not be too much staff workload or capacity limits when designing customer experiences. The concern of establishing appropriate service specifications and not overpromising guests may address this issue as well. For example, it is possible to provide services with varying degrees of individualization depending on the guest's characteristics or affiliation status in order to avoid wasting resources (Das, 2023).
Exploring Implication
One of the most essential aspects of hospitality management is the delivery of personalised guest services and their effects on customer perception of service quality and hotel productivity. There is a possibility that providing customised experiences is useful to separate Rossington Hall from its competitors and retain customers. This enables the hotel to improve the level of engagement with guests and foster an emotional attachment to the brand. This results in increased patronage, repeat business, and improved revenues, ultimately contributing to its financial viability. Also, the idea of offering customised services can positively impact the hotel's position in the competitive luxury segment, targeting people with higher incomes, who are willing to pay for uniqueness and a personal approach.
However, these benefits are not costless; they have some effects on the organisation's operational activities. Teamwork is a core element in private services such as housekeeping, concierge, front desk, and dining services among others. If issues of integration and information sharing are not well addressed, there could be disconnect between what a guest wants and what they receive hence displeasure. In addition, as the basis for personalization depends on the collection of data, it is also a chance for the hotel to utilise tools, for instance, CRM, to monitor preferences, behaviour and past experiences. To some extent, this data upgrade makes services more accurate, yet for the hotel, it brings obligations concerning the privacy of guests and using such information that must not violate GDPR (Buhalis et al., 2019).
Acknowledging Limitations
Customised services are important tools in improving the satisfaction of the guests, although there are constraints on their applicability. One of the critical challenges is a matter of resource allocation; delivering truly personalised services to each guest entails considerable investments in human capital, technology, and training. A typical issue for such hotels, for instance, Rossington Hall, is that it becomes difficult to be as personalised in all the services provided without compromising operational capability.
The final limitation is related to the maintainability of the system in that it often proves very difficult to ensure quality service delivery. However, there are always some service gaps which occur due to faults in human intervention and technical complications in the hotel industry. This can also lead to guest dissatisfaction, especially where the service offered does not tally with what the guest was expecting. Furthermore, it is challenging to effectively personalise services for a large number of guests in the peak season as this makes guests’ expectations very high and difficult to meet.
Valuable Areas Critical to Hotel Operation
One possibility that is viable for Rossington Hall to consider is the improvement and enhancement of the training methods used by the staff. Personalization, on the other hand, relies on human interaction; therefore, adequate training can help employees enhance their capabilities to satisfy the guests' needs and offer personalised solutions. Besides, there is a need to implement CRM technology to address guest preference tracking and improve guest preferences. Last but not least, there is a need for departments to have open lines of communication in order to enhance coordination and reduce the likelihood of mistakes when delivering their services to the guests. Other elements that can be anticipated to be difficult for the hotel to accomplish include managing resources. Maintaining an appropriate balance between customization and standardisation will not be easy, especially if the company becomes too large, which will be one of the challenges that need to be addressed and solved in order to remain competitive in the market (Pillai et al., 2021).
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A study into the nature of the personalised services at the Rossington Hall also brought out the following conclusions which show the extent to which target guest experiences and hotel performance are boosted by personalisation. Originally, amenities like specially designed rooms for guests with special needs, the help of a concierge and extra offers for celebrations were reported to quickly contribute to visitors' satisfaction because of attentiveness to details. Understanding the guests' preferences regarding diet and room location also made the guests have an: emotional connection with the hotel, which positively influenced their willingness to be loyal customers.
The study also established that while delivering personalised services enhanced customer satisfaction, there were operational implications particularly on matters concerning consistencies. There is coordination within the department in terms of implementing service delivery and also the use of facets such as CRM systems. The study also established that there is the issue of resource inhibition since smaller reservoirs like those of Rossington Hall will find it difficult to be reliably precise with their personnel or even their resources, lest they reach a point of saturation.
The research showed the need for training and communication with staff so as to enhance the delivery of the anticipations in a consistent manner. The management would invest heavily in staff development and technology that would enhance the efficiency of their service delivery to meet the increasing customer demands. In general, it can be concluded that means of individual approach to guests were proven to be effective in increasing the level of consumer satisfaction and sustaining a competitive edge in the sphere of luxury hospitality businesses.
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The following research outcomes and observations made during the placement at Rossington Hall are the potential recommendations/strategies for improving the personalised guest services and operational efficiency at this hotel.
Strengthening Staff Training and Development
The results pointed out that having qualified staff to ensure the delivery of standardised and quality individualised services was crucial. Consequently, Rossington Hall should establish structured training approaches concerning, guest relations, emotional intelligence and culture. Communication activities such as daily staff meetings and team simulations may be used to ensure the employees are well-equipped to meet the challenge of satisfying the guest in question. Besides, it will also make it easy to cross-train employees about different departments to avoid cases of service breakdown due to a lack of adequate personnel.
Leveraging Technology for Personalisation
Technological advancement is essential in enhancing personalised services, and therefore Rossington Hall should incorporate advanced customer relationship management (CRM) systems. With the help of utilising artificial intelligence technology, the hotel will be able to analyse data related to guests, their history of visits, and opinions. Other forms of pre-arrival communication can also be applied through automated messaging platforms and chatbots to make guests' stay unique. Also, mobile cheque-in along with smart room controls will enhance convenience, but not compromise the human touch (Major et al., 2021).
Enhancing Internal Communication and Coordination
A well-coordinated sequence of actions and communication between departments of a hotel is imperative for successful service personalization. The following technology solution should be adopted at Rossington Hall; an integrated communication system that relays information instantaneously between the housekeeping, concierge, front desk, and restaurant departments. This helps in passing information such as the type of diet preferred by guests, or any additional features they would wish for. A centralised guest preference database will also improve efficiency and avoid situations where one guest may receive a different service from another.
Expanding Personalised Experience Packages
This means that Rossington Hall can still tap into more segmented experience packages to increase customers' satisfaction levels. This may range from wellness centres, couples' trips, thrilling activities and preferences in terms of diet. Such services will likely increase customer demand as a result of a more diverse range of attractive offers since people will be able to freely choose their package trips and services in a hotel to make their vacations unforgettable due to the association with a branded hotel.
Managing Resource Constraints Efficiently
On one hand, personalization of services boosts guest satisfaction, on another hand, personalization involves the use of scarce resources. Thus, the utilisation of staff should be balanced in such a manner that the employees do not get overburdened but at the same time, the quality of the service delivered to the hotel should not be compromised. Other practical measures include using technologies for more effective operational tools like guest demand forecasts using predictive analytics. Also, outsourcing certain non-strategic activities, for example, a specific spa treatment or an exclusive city sightseeing tour, can enhance differentiation without overloading in-house capabilities (Filimonau and Delysia, 2019).
Implementing a Loyalty Program with Personalised Benefits
Loyalty is one of the critical factors that can lead to repeat bookings, especially if a hotel has a structured programme that offers incentives based on a guest’s preferences. The most suitable recommendation that Rossington Hall should implement is having a tiered loyalty programme that rewards guests who visited the hotel before with room upgrades, VIP dining, or free spa services. This is not only beneficial from the aspect of customer loyalty but also adds to the emotional bond between the customer and the hotel brand.
Enhancing Sustainability and Ethical Practices
Sustainability has become important to many travellers today and Rossington Hall can incorporate sustainability into more of its personalised services. This includes providing long-term menu services as well as using environmentally friendly products, and efficient room controls. Ethical practices such as observing higher standards in handling data in alignment with the General Data Protection Regulation and having sound labour policies, will also improve the reputation of the hotel and establish credibility (Achmad and Yulianah, 2022).
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