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Abstract
Background and Aim 
Satisfaction with the guests is a serious defining factor of the industry in the hospitality sector and especially in food and beverage (F&B) services, which are the key drivers of overall experiences in the hotels. Although wide studies on food quality and presentation in luxury and fine-dining environments have been conducted, there is a lack of attention that has been paid on mid-scale hotels which operate within cost limitation and standardised brand operational requirements. The purpose of this study is to determine the significance of food quality and presentation to guest satisfaction and recommendations among food and beverage department employees of the best western White House Hotel. The research is based on ExpectationConfirmation Theory (ECT) and SERVQUAL model that offers a theoretical framework on which the effects of service performance, tangible attributes, and consistency on the satisfaction of guests are explained. The method applied in the qualitative research was a case study design. 
Methodology 
The study was based solely on secondary data in the form of academic literature in peer-reviewed sources, reports and online guest reviews on websites like TripAdvisor and Google Reviews.  The thematic analysis was used in the analysis of data to determine patterns that occur regularly with regard to food quality, presentation, perceived value, satisfaction, and loyalty. 
Results 
The results show that the quality of food is the most important factor which influences guest satisfaction and such issues as taste, freshness, portion size, and consistency are the required conditions. The discrepancies in food preparation were observed to have a negative effect on general attitudes towards service quality in the hotels, although in cases where other service sectors had done well. Food display and aesthetics were also found to play a significant role in the satisfaction of the guests, creating the first impressions, perceived professionalism, and online interaction. 
Conclusion
The article reveals that F&B services are of strategic significance in the mid-scale hotels and directly affect the satisfaction of their guests and their competitive advantage. Unified food quality, better employee training, technique of food presentation, suitable pricing strategies, and systematic analysis of feedbacks are the needs to enhance the experience of the guests. The findings are relevant to the current hospitality literature as they underline the importance of F&B performance in mid-scale hotels, and they offer effective recommendations to render customer satisfaction and customer loyalty. 
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[bookmark: _Toc222748181]Chapter 1: Introduction 
[bookmark: _Toc221037971][bookmark: _Toc222748182][bookmark: _Toc221037978]Background to the Study 
 	The level of guest satisfaction is an important performance measure in hospitality industry (Preziosi et al., 2022). Food and beverage services are among the many service dimensions the hotel provides and are often referred to as being one of the most effective to contribute towards the overall guest experience. The demand of good quality food is increasing drastically among the visitors (Sampaio et al., 2024). They want the food to be of good taste, freshness, and consistency which goes in hand with impressive displays that can provide them with a sense of quality and satisfaction with their meals.
 	Past studies on hospitality management have always indicated a close association between the quality of food, its presentation and customer satisfaction (Papademetriou et al., 2023). A significant portion of the literature focus on the luxury hotels or fine-dining establishments, with limited research investigating these variables in mid-scale hotel settings. This leaves a gap in the comprehension of the role that food quality and presentation play bringing customer satisfaction in hospitality establishments that exist within more constricted cost lines and standardised brand manuals. The report aims to help fill the gap in the existing knowledge about the food and beverage performance in the mid-scale hotel environment.
[bookmark: _Toc221037972][bookmark: _Toc222748183]Case Study Overview: Best Western White House Hotel
 	The Best Western White House is a mid-sized hotel running on the Best Western brand which is recognised internationally (The Best Western White House, 2026). The hotel is positioned in a central city, which accepts a wide variety of clients such as businesspersons, tourists and short stay travellers. Being a global brand, the property adheres to brand requirements associated with the quality of services offered, efficiency, and guest satisfaction; the property remains flexible to respond to the expectations of the local guests.
 	The F&B department of the hotel has an important role to play regarding the overall perception of the guest to the property. It offers in-house dining, catering and breakfast offerings, which are part of the added convenience and comfort of the guest (The Best Western White House, 2026a). Considering that the hospitality industry is highly competitive, especially in the urban areas, the overall experience and presentation of the food served by a hotel can greatly determine the ratings in guest reviews, satisfaction and recommendation (Ismail et al., 2022; Arici et al., 2023). This reason allows considering Best Western White House Hotel as a suitable and pertinent case study to analyse the interaction between the quality of food, its presentation and its effects on satisfied guests.
[bookmark: _Toc221037973][bookmark: _Toc222748184] Research Problem  
 	However, despite the identified significance of food quality and presentation, the discrepancies in the level of guest satisfaction associated with F&B services continue to lead to a similar issue within mid-scale hotels (Das, 2025). The most common dissatisfaction complaints made by the guests related to the insufficiency of their consistency in the quality of food, insufficient attractiveness of the appearance of the dishes, and their perceived low value (Ali et al., 2025; Eastman and Case, 2024). These problems have an adverse effect on the overall satisfaction with the hotel, even though other service aspects should be being satisfied.
 	In Best Western White House Hotel, a constant dilemma is ensuring the quality and presentation of food and yet timely adhering to the functions required. The research gap in this study is the lack of knowledge of the specific impact of food quality and presentation in the F&B department on the guest satisfaction and their recommendation of the hotel. This issue is critical in determining how the service delivery areas can be improved.
[bookmark: _Toc221037974][bookmark: _Toc222748185]Aim and Objectives  
[bookmark: _Toc221037975][bookmark: _Toc222748186] Project Aim 
 	To assess how food quality and presentation in the F&B department at Best Western White House Hotel impact guest satisfaction.
[bookmark: _Toc221037976][bookmark: _Toc222748187]Objectives  
· To assess the current standards of food presentation and quality at Best Western White House Hotel.
· To indicate the connection between food quality, guest satisfaction levels, and presentation.
· To evaluate the influence of F&B experiences on guests’ intentions to recommend the hotel.
· To deliver recommendations for enhancing food quality and presentation to improve overall guest loyalty and satisfaction.
[bookmark: _Toc221037977][bookmark: _Toc222748188]Research Rationale 
 	This study is justified by both the academic and practical value. Academically, the research fills a gap in literature using a mid-scale hotel setting as opposed to the luxury hospitality settings. Practically, the findings aim to bring about evidence-based information, which will help in service improvement in the F&B department.
 	Basing on the use of secondary data materials, including academic literature and online reviews by the guests, the given research aims to provide meaningful recommendations that can help to increase the food quality and presentations, make the guests more satisfied and build their loyalty. The research also aims to help Best Western White House Hotel provide a more coherent and satisfactory F&B service that meets the expectations of the guests and the brand values.


[bookmark: _Toc222748189]Chapter 2: Literature Review 
[bookmark: _Toc222748190]Food Quality in the Hospitality Industry
 	The quality of the food is the leading factor in customer satisfaction in the hotel food services (Abdullah et al., 2023). It entails flavor, freshness, temperature, quantity, nutritional content, and uniformity. Taste and freshness remained as the most significant characteristics that influence the restaurant ratings of food quality by the guests. Food of high quality improves the experience of the food and yields higher perceived value of the money. Good quality food to guests is the association of good, professional, and competence in the operation of the hotel. Complaints and negative online reviews are however mostly because of poor food quality (Djekic et al., 2023). These reviews can harm the reputation of the hotel and lower their future bookings.
 	Food quality also requires consistency (Mihafu et al., 2020). The visitors anticipate the standard to be the same during repeated visits and times of service. Staffing problems and cost pressure in mid-scale hotels make it quite a challenge to have consistency (Milohnić and Kapeš, 2024). Nevertheless, uncertainty has a negative influence on trust and satisfaction (Stankevičiūtė et al., 2021). Research indicates that quality of food is more influential to satisfaction when compared to ambience or menu diversity. Simple menus produced high levels of satisfaction even with the guaranteed vision of the food quality (Shehzad et al., 2025). 
[bookmark: _Toc222748191]Food Presentation and Visual Appeal in Hotel Dining
 	Food presentation is taken to mean the appearance of food on the plate which includes colour, balance, garnishing, and portions layout of food. Presentation gives the initial impression in eating the food (Folwarczny et al., 2023). The concentration of guests on the quality of food can result solely in the determination of appearance. Food well displayed boosts perceived food quality and emotional appeal (Liu et al., 2022). When the visual appeal is high, the guests will be more likely to report about the meals as pleasant. Presentation also influences perceived value of money. Unappealing presentations can lead to unattractive food, although the taste may be good (Feng et al., 2023).
 	Social media and online reviews have added more significance to presentation in the digital age (Pencarelli, 2019). Visitors often post photographs of food, and this has an impact on the opinion of new clients. In the case of hotels, attractive food serves as marketing indirectly. Nonetheless, the standards of presentation demand staff training and time. Presentation quality can fall towards high service periods (Lapuente et al., 2020). This can result in unsymmetrical guest experiences and dissatisfaction. Thus, presentation should be addressed along with operation efficiency.
[bookmark: _Toc222748192]Relationship Between F&B Experience, Guest Satisfaction, and Loyalty
 	The food and beverage service are a major factor in influencing the guest satisfaction as well as long-term loyalty of the customer. F&B experience does not just involve eating only, it covers the quality of food, the way it is served, consistency as well as overall dining experience (Ali et al., 2025). It is always researched that positive dining experiences complement the emotional reaction of guests and play a role in increasing the level of satisfaction. The satisfaction of guests is usually created due to constant assessment of service experiences (Kim and Kim, 2022). Quality of food is widely considered as one of the most powerful predictors of satisfaction in the hotel environment. Higher standards of taste, freshness, and consistency result in the development of value and competence perception. On the contrary, the low quality of food may undermine the general satisfaction despite the other hotel services offering excellent services.
 	Presentation of food also contributes to the relationship between F&B experience and customer satisfaction (Sari and Yulianto, 2024). Dishes that look good enhance preliminary perceptions and perceived quality. The research shows that a guest tends to relate beauty in presentation with professionalism and diligence. This view builds satisfaction and augments the prospects of positive reviews. On the other hand, insufficient presentation could decrease the value and create disappointment, irrespective of the deliciousness of food (Kumar Kaushik et al., 2022). Guests who are satisfied have a higher chance of getting loyal to a hotel (Rachman and Hapsari, 2024). Repeat visits and favorable word of mouth attraction are normally done as a form of loyalty. According to the literature, the F&B satisfaction is an important factor that can shape the desire of guests to recommend hotels, especially at the mid-scale hotels, where the dining experience is a significant aspect of the visitor experience (Quan et al., 2024). Food quality and presentation have been cited among the most important factors in the overall ratings by online reviews. 
 	With the F&B being one of the differentiators of mid-scale hotels, as is the case with the Best Western White House Hotel, it can serve as a competitive advantage. Visitors can tolerate low levels of amenities, but they cannot tolerate poor food services (Dixit, 2025). Hence, regular provision of quality and well-packaged food is the key to maintaining satisfaction of guests and ensuring loyalty. This underlines the strategic significance of F&B services in improving the hotel competitiveness and long-term performance.
[bookmark: _Toc221037979][bookmark: _Toc222748193][bookmark: _Hlk211265985]Theoretical Framework 
[bookmark: _Toc222748194]Expectation–Confirmation Theory (ECT)
 	The Expectation-Confirmation Theory is an explanation of customer satisfaction in respect to comparison of expecting service performance and actual performance (Vijay, 2025). Customers enter a hotel restaurant with the perception that it is formed due to brand recognition, previous experience as well as online reviews (Kwak et al., 2023). Upon ensuring that the food quality and serving is satisfactory, confirmation sets in, which brings satisfaction. In case the performance is more than expected, positive disconfirmation comes into effect, and this makes them feel more satisfied and loyal (Yasa et al., 2026). But when there is a poor quality of food or food display then the negative disconfirmation leads to dissatisfaction (Albayrak et al., 2025). This discontent can have impact on general hotel ratings and recommendation intentions.
 	The ECT can be applied in the situation of Best Western White House Hotel since the guests are presented with the standard as being the same one that should be promoted as the one of a mid-scale international brand. The result can be dissatisfaction due to any difference in taste, freshness, or visual appeal when other services are doing well (Saribaş and Demir, 2024). Thus, this theory can be used to explain the direct relationship between food quality and food presentation and the extent to which it directly affects the level of guest satisfaction.
[bookmark: _Toc222748195]SERVQUAL Model
 	The SERVQUAL model measures the quality of services provided in five dimensions, namely tangibles, reliability, responsiveness, assurance and empathy (Sugiarto and Octaviana, 2021). The tangibles and reliability dimensions are closely associated with food quality and presentation. Tangibles involve the aesthetics of the food, way of serving, hygiene and presentation of the table (Janjić et al., 2023). Regardless, a well-presented food is an indication of professionalism and quality. Reliability has to do with the quality of providing similar food in various periods during service execution. 
 	SERVQUAL fits in this study as it emphasises the impact of the physical and operational aspects of the F&B service on the perceived perception of the guests (Forlani et al., 2022; Alshawabkeh et al., 2022). When it comes to a mid-scale hotel setting, it is difficult to avoid high tangible standards and keep the cost down (Jusufbašić and Stević, 2023). Such a model facilitates the assessment of the impact of such challenges on the degree of guest satisfaction.
[bookmark: _Toc221037980]

[bookmark: _Toc222748196]Chapter 3: Methodology
[bookmark: _Toc221037981][bookmark: _Toc222748197]Research Philosophy
 	The research philosophy used in this study is interpretivism. It is interested in the meaning of things, how things are perceived and experienced and not quantify the variables. Satisfaction of guests, quality of food and serving are subjective and such aspects cannot be measured statistically but only by interpreting it (Bichler et al., 2020). This study adopts the interpretivist philosophy since it investigates the perceptions of guests on the F&B experiences and the effects of these perceptions on their satisfaction and loyalty. Given the fact that the research is based on secondary qualitative data, interpretivism allows the researcher to examine opinions, reviews and available literature in greater detail. This philosophy contributes to an in-depth insight of the experiences of guests in the context of an actual hospitality industry (Junjie and Yingxin, 2022).
[bookmark: _Toc221037982][bookmark: _Toc222748198]Research Approach
 	The study uses a qualitative research approach. Qualitative studies aim at investigating attitudes, experience and meanings (Oranga and Matere, 2023). It can be applied appropriately in hospitality research when perceptions and service experience of guests are the core issue of the research (Vuković et al., 2023). Qualitative approach helps the researcher establish patterns and themes associated with the quality, presentation of food, and satisfaction of the guest (Gautam, 2023). It also facilitates improved insights into the role of F&B experiences in influencing the intention of the guests to recommend the hotel. 
[bookmark: _Toc221037983][bookmark: _Toc222748199]Research Design
 	The case study design is applied in this research. The case study on Best Western White House Hotel is on one unit of organisation. This design will make it possible to put a thorough analysis of F&B practices in a live-practicing setting. Case study design best suits the study since the researcher would be able to examine situational variables like brand standards, service delivery, and other limitation to operations (Wieland et al., 2024). It is also favourable to integration of multiple sources of secondary data (Donkoh and Mensah, 2023). The design is in line with the nature of the research project that is place-based.
[bookmark: _Toc221037984][bookmark: _Toc222748200]Data Collection
 	In this research work, a complete use of secondary methods is relied on. There is no direct data on guests and staff. The focus of secondary data sources is based on the accessibility, ethics, and availability to the research objectives.
The sources of information are.
· Peer-reviewed scholarly journals touching on hospitality and food service management.
· Textbooks on hospitality and tourism.
· Guest reviews on reputed search engines like TripAdvisor and Google Reviews.
· Hospitality industry reports and publications.
 	These sources are well researched on qualitative knowledge about the perception of guest as to the quality and presentation of food. Online reviews are of great value since the reviews are based on actual experience of guests and their satisfaction levels (Yu et al., 2023).
[bookmark: _Toc221037985][bookmark: _Toc222748201]Data Analysis
 	The research study applies the thematic analysis to analyse secondary data collected. Thematic analysis is a qualitative method that is called to find commonalities and themes in text information (Naeem et al., 2023). The literature and reviews related to the research were read repeatedly to familiarise oneself with data. There were most prominent phrases and statements associated with food quality, presentation, satisfaction and loyalty. These statements were classified into themes like consistency, visual appeal, perceived value and recommendation behaviour. Thematic analysis has been selected due to the possibility to interpret qualitative data in a systematic way and flexibility (Christou, 2022). It is also helpful to compare academic literature and actual feedback provided by the guests, which enhances the validity of the results.
[bookmark: _Toc221037986][bookmark: _Toc222748202]Ethical Considerations
 	Ethical issues were also taken into consideration during the research. Since no direct engagement took place with human participants, no human subject was involved in the study since it is done using secondary data only. This minimised the chances of ethical issues on consent and confidentiality. The use of online guest reviews was done both in a responsible and anonymous manner where individual reviewers were not identified (Mehta, 2025). The study adheres to the principles of academic and institutional integrity.


[bookmark: _Toc222748203]Chapter 4: Findings and Discussion:
[bookmark: _Toc222748204]Theme 1: Guest Perceptions of Food Quality in Hotel Dining 
Talukder et al. (2024) explicitly state that food service quality has a direct and significant impact on guest satisfaction in five-star hotels. Their exploratory study demonstrates that guests evaluate hotel dining experiences primarily based on food freshness, flavour, and consistency. The authors highlight that when food quality meets or exceeds guest expectations, satisfaction levels increase substantially. On the other hand, variation in food preparation negatively affects guests’ overall perception of hotel service quality. This study confirms that food quality is a fundamental driver of guest satisfaction in luxury hotel environments.
Supporting this view, GHOFUR and Haniek LISTYORINI (2025) emphasise the importance of product quality in shaping guest satisfaction and loyalty. Their research indicates that guests perceive high food quality as evidence of a hotel’s commitment to service excellence. The study further explains that food quality has a stronger influence on satisfaction than some intangible service factors, as guests directly experience food attributes during dining. Poor food quality, even in well-managed hotels, leads to dissatisfaction and reduces the likelihood of repeat visits, reinforcing the critical role of food quality in hotel dining. Similarly, Sazdova et al. (2022) examine the relationship between service quality and guest satisfaction in restaurant settings. Their findings reveal that guests strongly associate food quality with overall service performance. According to their study, factors such as taste consistency and presentation accuracy significantly influence guest satisfaction levels. The authors argue that food quality acts as a tangible representation of service quality, meaning guests often judge the entire dining experience based on the food they receive.
The operational dimension of food quality is further explored by Talukder et al. (2024), who examine the role of information technology in food service quality and restaurant revisit intention. Their research shows that technology-enabled systems help hotels maintain consistent food quality by improving inventory control, reducing errors in food preparation, and ensuring standardised service delivery. As a result, guests perceive higher food quality, which positively influences satisfaction and increases the intention to revisit hotel restaurants. In addition, Kiran et al. (2025) analyse the relationship between service quality factors and customers’ dining behavioural outcomes, with brand trust acting as a mediating variable. Their study confirms that food quality significantly enhances brand trust, which in turn influences guest satisfaction and dining behaviour. Guests who perceive food quality positively are more likely to trust the hotel brand, revisit the restaurant, and recommend it to others. This demonstrates that food quality not only affects immediate satisfaction but also shapes long-term behavioural intentions. 
[bookmark: _Toc222748205] Theme 2: The Role of Food Presentation and Visual Appeal 
 On the other hand, the author Olorunsola et al. (2024) also stated that food presentation is one of the contributory factors to guest satisfaction because it gives them a better experience of the entire service process. According to the author, aesthetic food presentation produces positive emotional reactions that enhance an assessment of the quality of service by the guests. In this article, the authors used a qualitative content analysis that reviewed online guest commentaries on hotels and identified themes that were repeated in relation to the quality of the food, presentation, and satisfaction. This is in tandem with the study findings as guests of the Best Western White House Hotel mentioned enjoying and being satisfied with food presented beautifully. 
Likewise, Singgalen (2024) claims that food presentation and guest satisfaction are based on cleanliness and hygiene. The author claims that the perceived quality of food and trust in a specific area are directly influenced by visible cleanliness, whereas the positive impact of attractive presentation may be offset by poor hygiene. The method employed was a quantitative survey approach, in which the participants were guests of hotels, and the correlations were evaluated using cleanliness, service quality, value perception and satisfaction. It is evident in negative reviews in the White House Hotel of Best Western, where dirty dishes and incompetent preparation minimised perceived quality and satisfaction. The research validates that food presentation should be justified by the cleanliness that positively contributes to the satisfaction of guests.
According to Ali et al. (2021), the quality of services is closely related to customer satisfaction in which responsiveness, reliability, and staff behavior are essential to the hospitality experiences, resulting in increased customer satisfaction and positive intentions towards recommendations. The authors used a quantitative survey design in their study, in which they required to find out the relationship between food safety practices such as personal hygiene, kitchen cleanliness, and proper food handling, and the satisfaction of the guests. They have found that high cleanliness standards increase the comfort and confidence of the guests when eating at the premises to a large degree. 
On the other hand, Antonschmidt and Lund-Durlacher (2021) employed a quasi-experimental design to investigate how the display and layout of food affect the behaviour and perception of the guests. Although they focused on the idea of diminishing food waste, the study points out the fact that food presentation influences the engagement of guests, their decision-making process, and his/her perceived value of food. 
[bookmark: _Toc222748206] Theme 3: Guest Perceptions of Value for Money in F&B Services 
Yeboah (2024) explored the concept of perceived value in hospitality contexts, the way in which customers consider the relationship between the amount of money they spend and the amount of perceived value they get back. quantitative research methodology, whereby the structure of the survey was to gather data on the perceived value of the guests in terms of their perceptions, and the statistical analysis was to be used to interpret the results. The research investigated the perceptions of guests on whether the prices charged correspond to the services delivered in terms of quality and quantity of products (Paulose and Shakeel, 2022). It can be connected to your topic directly, as this approach describes the effects of fair pricing and perception of value on customer satisfaction. 
Meanwhile, the author Bååth (2022) states that economic value and affordability are the key factors that determine customer satisfaction in food services, as opposed to luxury. Tourists like quality food at affordable rates. The method adopted a qualitative case study design that examined direct-to-consumer food markets to comprehend the values that are created. This is in line with the study results, where the guests never anticipated luxury dining, but wanted quality food at reasonable prices, which indicates the significance of value perception as a guest satisfaction factor. 
[bookmark: _Toc222748207]Theme 4: Guest Satisfaction and Recommendation Intentions 
As mentioned by Española et al. (2024), the restaurant features that are, services, ambiance, and price can also play a dynamic role in customer satisfaction. The other feature is loyalty boosts the satisfaction of the guests and leads to a higher intention to recommend, thereby enhancing positive word-of-mouth and boosted repeat patronage. In their quantitative survey in the five-star hotel restaurants, used statistical modelling to analyse data and find the relationship between service quality and customer satisfaction and loyalty (Alzoubi et al., 2021). Their research revealed that dining experiences are extraordinary, and this contributes a lot to guest satisfaction, which directly affects revisit and recommendation intentions. This is in line with the results of the Best Western White House Hotel where customers continued to complain that quality food and good presentation enhanced their overall satisfaction. 
The same, Chawla et al. (2021) state that food experiences have a significant impact on the word-of-mouth promotion since guests tend to recommend those places where the quality and presentation of food exceed their expectations. A qualitative study was employed by the authors in which they evaluated the perceptions throughout the service cycle in hotel food operations. This confirms the observation that appealing diets presentation prompted visitors to discuss experiences online, which promotes the image of the hotel. On the other hand, according to Švec et al. (2023), satisfied customers are more forgiving of low-level service failures, and a consistent food service and presentation create long-term loyalty. The research was quantitative in terms of a preference-based survey with an orientation on the visitors of hotel restaurants. 
[bookmark: _Toc222748208]Discussion: 
The quality of foods is generally known to be a very important factor in guest satisfaction in hotels restaurants. The literature elaborates that taste, freshness, temperature and consistency play a significant role in how the guests judge food services (Abdullah et al., 2023). In case of food quality deterioration, guests become more likely to complain and leave negative online reactions that may harm the reputation of the hotel and decrease their future reservations (Djekic et al., 2023). Consistency is of particular importance since customers are used to the same quality of food whenever they visit a specific restaurant and even when they switch service hours (Mihafu et al., 2020). The mid-sized hotels also have the issue of staffing shortages and financial constraints that contribute to the inability to remain at the same level of standards (Milohnić and Kapeš, 2024). Quality changes reduce the level of trust and have an adverse impact on the overall satisfaction. Research also suggests that the satisfaction is higher when the quality of food is taken into consideration rather than the ambience or menu choices, and therefore, even simple menus may give high satisfaction provided the quality does not decrease (Shehzad et al., 2025). These arguments are greatly supported by the findings of this research. It has been demonstrated that guests judge hotel restaurants based on the freshness, flavour, and consistency of preparation as the main criteria (Talukder et al., 2024). 
The food that guests get is considered by them as an apparent manifestation of the quality criterion and thus, they base their overall evaluation of the service performance of the hotel on it. Good quality of the product enhances the view of professionalism and a strong sense of loyalty since the managers are willing to take the risk and demonstrate excellence (GHOFUR and Haniek LISTYORINI, 2025). As evidenced in the case of the Best Western White House Hotel, the levels of satisfaction and trust were higher among guests who had regular meals. In the case where standards of preparation were different, the level of satisfaction decreased, which describes the significance of stability in food delivery. The operational systems are useful in promoting consistency. The application of the technological solutions can enhance the inventory management and lessen the mistakes in preparation and enhance the standardisation of the service, which results in the improvement of the perceived food quality (Talukder et al., 2024). In the SERVQUAL model, reliability is one of the key dimensions of service quality assessment. Visitors demand consistency in various service experiences. However, balancing costs with high tangible standards has been a thorn in the flesh of medium-scale hotels (Jusufbašić and Stević, 2023). The physical and operational factors have a critical role in influencing the perception towards service delivery by guests (Forlani et al., 2022). Perceived reliability is undermined when there are inconsistencies in the execution, particularly when it is at the peak of service rates (Alshawabkeh et al., 2022). The presentation of the food is another significant guest assessment. The first impression of the food is the visual appearance, such as the balance of colour, the arrangement of the plated food, and the arrangement of portions before the food is tasted (Folwarczny et al., 2023). Appealing display improves the emotional reactions and the perceived quality of food (Liu et al., 2022). 
In case of a poor visual appeal, the guests can feel that the value is lower, although the taste is still good (Feng et al., 2023). Presentation has become more significant in the online world due to the fact that guests often post pictures of food on social media. The perception of customers is formed online and affects the perception of potential visitors (Sarkis et al., 2025). Attractive food can thus be used as the secondary advertisements by the hotels. The results verify that presentation has a significant impact on the level of satisfaction. Aesthetic plating inspires positive emotional responses and enhances the service evaluation (Olorunsola et al., 2024). The customers in the Best Western White House Hotel were more satisfied with the hotel when their meals were presented beautifully. Nonetheless, the visual attraction should be backed by the high hygiene standards. Observed cleanliness has a direct contribution to the development of trust and confidence in the dining establishment (Singgalen, 2024). The food safety protocols such as kitchen hygiene, handling protocols, and practices improve the comfort and satisfaction of guests (Sarmiento and Apritado, 2022). The negative responses of the hotel situation have shown that bad hygiene diminished the perceived quality despite having an acceptable presentation. 
Physical cleanliness and appearance of food are tangible factors that thus have a direct impact on the results of satisfaction (Janjić et al., 2023). Guest behaviour and perceived value are also influenced by food display. It has been shown that layout and visual organization affect the process of engagement and decision-making upon dining experiences (Antonschmidt and Lund-Durlacher, 2021). On the other hand, the quality of the presentation can drop when the service is busy, and the experience will become inconsistent (Lapuente et al., 2020). These are operational strains that are typical in middle-scale hotels which may lower the performance of presentation strategies (Milohnić and Kapeš, 2024). Consequently, the visual appeal has to be taken care of in tandem with the operational efficiency to ensure consistency in the guest satisfaction. Another major aspect defining guest satisfaction is perceived value of money. 
Guests assess the level of quality and quantity of what they buy based on the price they pay (Yeboah, 2024). Affordability and quality that is acceptable is more significant than the features of luxury in many hospitality settings (Bååth, 2022). The results indicate that the customers of the Best Western White House Hotel focused on adequate prices in line with food quality, and not luxurious dining services. Guests were satisfied when the quality of food was in line with their expectations in the price. These relationships can be well explained using Expectation-Confirmation Theory. The satisfaction will be achieved when the performance of service delivered meets or surpasses the expectations (Vijay, 2025). The digital reviews, previous experiences, and brand reputation impact the expectations of the guests (El-Said, 2020). Online sources of information and feedback provided by people also influence pre-dining perceptions (Kwak et al., 2023). In case performance is above expectations, there is a positive disconfirmation and reinforced loyalty intentions (Yasa et al., 2026). On the other hand, dissatisfaction is caused by negative disconfirmation when the quality or presentation of food does not match the expectations (Albayrak et al., 2025). The explanatory power of ECT was justified by the fact that dissatisfaction, as presented in the case of the Best Western White House Hotel, was mostly associated with issues related to inconsistency and hygiene (Saribaş and Demir, 2024).
Long term behavioural outcomes are highly dependent on guest satisfaction. The satisfied guests have a higher chance to come back to hotels and refer their friends or relatives (Rachman and Hapsari, 2024). F&B satisfaction is an important factor that influences the recommendation desires and repeat visit behaviour in mid-scale hotel settings (Quan et al., 2024). The results prove that the guests who rated the hotel as high in terms of food quality and presentation tend to recommend it more. Notable food experiences also promote online communication and positive word of mouth advertising (Chawla et al., 2021).  The relationship between satisfaction and loyalty is further reinforced by the brand trust. The quality of perceived food stimulates brand trust, raising revisit and recommendation intentions of the hotel brand (Kiran et al., 2025). The hotel situation also viewed the constant food standards as a sign of professionalism and competence in running the hotel. On the other hand, discontent diminished the degree of trust and positive behavioural intentions. 
Online review exists in a negative form, which may have severe consequences, as it damages the hotel image and affects the decision to book (Djekic et al., 2023). The evidence in totality proves that the quality of food, presentation, value perception, and reliability are all factors that determine guest satisfaction and loyalty. Visitors will be able to endure slight restrictions of the service, but will hardly be able to endure low quality of food (Dixit, 2025). Such tangibles as hygiene and visual attractiveness interact with reliability factors like consistency to affect the general assessment. The standards are very expensive to maintain in terms of good operational management, staff training and quality control mechanisms (Wang et al., 2023). The processes that are supported with technology might help to ensure that the service delivery is stable and variability is minimized (Talukder et al., 2024). The strategies of cost management should be well balanced in such a way that the actual quality of the services is not endangered (Jusufbašić and Stević, 2023). In the mid-scale hotel setting, food quality and presentation are strategic competitiveness motivators. The flavor, freshness, cleaniness, consistency, and presentable dishes go a long way in determining the amount of perception of the guests.


[bookmark: _Toc222748209]Chapter 5: Conclusion and Recommendation
[bookmark: _Toc222748210]Conclusion 
The primary aim of this study was to evaluate the impact of food quality and presentation in the Food & Beverage (F&B) department at Best Western White House Hotel on guest satisfaction and loyalty. Through a detailed analysis of secondary data, including scholarly literature, hospitality reports, and online guest reviews, several key insights have emerged that highlight the significance of F&B services in mid-scale hotels. The findings indicate that food quality is the most influential factor affecting guest satisfaction. Guests consistently evaluate the quality of food based on taste, freshness, portion size, consistency, and overall product excellence. High-quality food not only enhances the dining experience but also contributes to guests’ perceptions of professionalism, attention to detail, and overall hotel service. Conversely, inconsistencies in food preparation, undercooked dishes, or poor taste significantly reduce satisfaction, even when other aspects of the hotel’s services are well-managed. This aligns with the Expectation–Confirmation Theory (ECT), which asserts that customer satisfaction depends on the extent to which actual experiences meet or exceed expectations. Positive disconfirmation, where the service exceeds expectations, strengthens satisfaction and loyalty, while negative disconfirmation, caused by underwhelming experiences, leads to dissatisfaction and potential negative online reviews.
The presentation and the visual attractiveness of the food were found to be equally significant in determining the level of satisfaction among the guest. Aesthetics of food sought by the guests include a determination of their first impressions of the food; what is plated, color, garnished, and how it is presented. The visual appeal helps to improve the quality of food and proves the competence and professionalism of employees. Well-presented and clean dishes helps build confidence in the hotel and services offered whereas messy or poorly presented meals negatively impact on the satisfaction and chances of good recommendations. These findings will satisfy the SERVQUAL model, specifically, the dimensions of tangibles and reliability, in which the physical aspects of the service delivery, such as presentation, play a significant role in the perceptions of the guests. Besides, attractive food delivery does not just stop at short satisfaction, it invites visitors to share their experience on social media, which promotes the hotel brand indirectly through social media and improves its reputation. Nonetheless, it is difficult to keep the standards of presentation high in the periods of high activities because the workload of the staff and the lack of time can influence the quality of the whole image and its regularity.
The factor of perceived value of money also proved to be a significant factor that had an effect on the satisfaction of the guest. When customers assess their dining experiences, they consider relations of price and size of servings and quality. Describing positive experiences, it was found that, in cases when portions were large, prices were fair and food was as good as or better than expected. Instead, the dissatisfaction came about when the guests felt that quality of the food did not match the price or the quantity of the food was inadequate. Surprisingly enough, visitors were ready to spend a little more money on meals that proved to be of better taste, presentation, and freshness. Such results show that the guests of mid-scale hotels focus on the value of money over the luxurious or lavish experience and that the hotels have to balance the cost, quality, and aspects of presentation. The perceived value does not only influence immediate satisfaction but also builds trust and loyalty as a guest who believes he has given a fair value will be willing to come back and refer to other people to the hotel.
The study also highlights the interconnected nature of food quality, presentation, and value in shaping guest recommendation intentions. Guests who were satisfied with the F&B experience, including quality, aesthetics, and perceived value, were more likely to recommend the hotel and return for future visits. Positive dining experiences generate emotional satisfaction, enhance loyalty, and contribute to the hotel’s competitive advantage. Conversely, dissatisfaction in any of these areas, even when other hotel services are satisfactory, can significantly lower overall guest satisfaction and weaken the hotel’s reputation. This underscores the strategic role of F&B services in mid-scale hotels, where dining experiences can differentiate a property in a highly competitive market. The findings demonstrate that consistent delivery of high-quality food and appealing presentation is essential to maintain guest satisfaction, loyalty, and positive word-of-mouth, which ultimately impacts the hotel’s long-term performance and competitiveness.
This study further validates, operational aspects, including personnel training, recipe standardization, and the efficiency of the workflow, play an important role in maintaining a steady level of food quality and presentation. The constant training will provide the staff with the necessary skills to be able to deliver high standards even at the peak of the service time and standardized recipes will assist in facilitating consistency in the taste, portion and presentation. Inventory and kitchen management technological tools can also be used to complement such initiatives by reducing errors and simplifying processes. Another significant aspect of the study is that it should be adopted to monitor feedback about the guests on the review sites as well as report on the industry and to help them understand where improvements can be made and how the services can be adjusted to suit the changing expectations. Guest feedback will make the hotel more responsive and in line with consumer preferences, which will further increase satisfaction and loyalty.
This research shows that the quality of food, the manner of food presentation, and the perceived value are deeply interconnected and are key contributors to guest satisfaction in mid-scale hotels, such as Best Western White House Hotel. Quality food, attractiveness of the way food is arranged, and reasonable price do not only add to the immediate satisfaction during dining, but also determine the long-term loyalty, the behaviour of recommending the hotel to others, and the general image of the hotel. The standards of operational efficiency, staff training and standardized procedures are necessary in order to produce uniformity and fulfil the expectations of the guests. The results support the strategic value of the F&B department as a point of difference in the mid-scale hotel industry where superior dining experiences may leave long-term memories, lead to repeat business, and enhance competitive positioning. Paying attention to quality, presentation, and value, mid-scale hotels get a chance to maximize the satisfaction of the guests, increase brand trust, and gain long-term loyalty, which is why F&B services should be considered a significant part of the overall hotel performance.
[bookmark: _Toc222748211]Recommendations
[bookmark: _Toc222748212]Strengthen Food Quality Consistency
Constant food quality is key to the satisfaction of the guests in the Best Western White House Hotel. The hotel ought to position itself to provide consistent taste, freshness and size of portions of meals during all the meal periods to avoid inconsistency of guest experiences (Goh et al., 2022). This can be done by introduction of standardised recipes and limitation of proper portions to ensure that all the kitchen staffs share the same preparation techniques. Auditing of the quality of the kitchen should be performed regularly to ensure that no standards have been violated, and where the standards are not achieved, what is going wrong (Okpala and Korzeniowska, 2021). Moreover, it will be necessary to develop the quality and stable supplier relationships to preserve the quality and freshness of ingredients. Regular and reliable food quality minimizes negative disconfirmation, which is the reason behind Expectation-Confirmation Theory, and prompts regular visits and positive referrals (Lee and Kim, 2020).
[bookmark: _Toc222748213]Enhance Staff Training in Food Presentation
Food presentation must be included as one of the crucial aspects of service in the hotel (Vukotić, Čerović and Mastilović, 2024). The management must offer frequent training to the staff on the simple methods of plating, colour balance and garnishing to improve the aesthetic value of the food. Implementing real-world and straightforward presentation standards that can fit a mid-scale hotel will make it viable and like all services. Presentation standards can also be helped using visual plating guides presented in the kitchen, which will assist the staff to maintain their standards during the busy periods. Presentation of food enhances the first impressions and general food consumption by the guests positively. The SERVQUAL model states that a particular aspect, the tangibles, can be improved by increasing the presentation, as it can greatly raise the level of perceived service quality and guest satisfaction (Haverila et al., 2019) 
[bookmark: _Toc222748214]Improve Hygiene and Visual Cleanliness
High standards of hygiene and visual cleanliness are crucial in developing trust and confidence of the guests ((Ariana et al., 2025). Best Western White House Hotel would be encouraged to maintain high levels of cleanliness in all its food service area, including plates, cutlery, serving counters, and dining facilities. The preparation and handling of food items should be in accordance with the hygienic requirements, and this is aided by frequent employee training and inspection. Observable cleanliness will comfort the guests that they are safe with their food and that they are dealing with professionals, which would directly affect their comfort and satisfaction (Puspitarini, 2025). Poor hygiene in hospitality environment can easily destroy a name due to negative online reviews. Hence, there should be regular check-ups and corrective measures in place to ensure the standards of cleanliness, perception of the guests, and the brand image of the hotel are upheld.
[bookmark: _Toc222748215]Align Pricing with Perceived Value
Pricing that matches the perception of value by the guests is key in the mid-scale hotel industry. To be fair, the hotel must check the prices of the menu with the size of portions, quality of food, and presentation regularly (Singgalen, 2024). In the situations when guests feel that the value is low, it is possible to make any changes in the size of portions or the quality of the ingredients. The value bundling or preprinted menus would be beneficial, especially during popular times of the year, to bring affordable prices and still stay profitable. The clear and fair charges will make guests feel that they have been given the right amount of trust and satisfaction, meaning that dissatisfaction will be minimized on price factors (Padma and Ahn, 2020). By ensuring that the guests feel that they have a good value of money, the same guests tend to return again and promote customer loyalty in the long run by referring others to the hotel.
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