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[bookmark: _Toc209786939]Abstract 
The study seeks to identify how guest satisfaction strategies can help Novotel Milton Keynes achieve its much-needed operational goals. Its purpose is to investigate the effect that various measures can have on staff performances, guest retention, and online reviews and provide sensible recommendations on how to improve the measures. The paper uses a qualitative methodology of surveying the application of guest satisfaction strategies, focusing on personalised services, staff empowerment, and technological integration.
The study has identified significant customer satisfaction strategies employed at Novotel Milton Keynes, such as customised services through tracking the likes and expectations of the guests and applying technology to facilitate hassle-free experiences. Aware of the relationship between guest satisfaction and operational performance, this research paper outlines the role such strategies play in achieving some of the most important objectives of operations, such as establishing the brand reputation, enhancing the morale and financial performance of the employees.
The study describes how the interventions have influenced the company performance of operational objectives of Novotel Milton Keynes especially the performance of employees. It shows the ways how the approaches to the guest satisfaction (both the provision of the personal services and empowerment of the employees) has the positive impact on the efficiency of the operations of the hotel. Training employees to be proactive in addressing guests' needs has seen improved service quality, speed of problem resolution and retention of guests in Novotel Milton Keynes. Employees create a better customer experience by empowering employees to make real-time decisions, which leads to increased operational performance of the hotel, reduced employee turnover and increased employee morale. The active services also help build improved relations with the guests and create an atmosphere leading to loyalty and recurrent business.
The use of technology can help make operations at Novotel Milton Keynes efficient. The hotel has also embraced technological applications like mobile check-ins, customer relationship management (CRM) solutions and data analytics that support the operations and enhance customer satisfaction. The customer experience is more personalised, wait time is minimised, and mobile convenience in the hotel is achieved through mobile check-in services and mobile room selection, which appears to have added more convenience. Moreover, the data analytics allows the Novotel Milton Keynes to monitor the guests' tastes and predict their needs, which also falls under the category of the guest experience and promotes loyalty.
Based on these results, recommendations are offered to further improve guest satisfaction and operational objectives. First, the Novotel Milton Keynes will need to allocate resources to cutting-edge data analytics and artificial intelligence to support the main initiative towards personalisation so that the hotel can anticipate the guests' needs more precisely. Secondly, investing more in staff training and empowerment initiatives is advisable to prepare staff well to attend to the guests' concerns and enhance service delivery. Third, new technological solutions, including chatbots and more powerful CRM systems, must be incorporated to facilitate the work and enhance the real-time interaction with guests. Finally, improving customer loyalty programs through personalised incentives and rewards will help to improve customer retention and brand advocacy.
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[bookmark: _Toc209786940]Chapter One: Introduction 
[bookmark: _Toc209786941]Aim and Objectives of the Research 
The research aim is to evaluate how satisfaction guest strategies contribute to the achievement of key operational goals at Novotel Milton Keynes.
The research objectives are given as under:
· To identify the guest satisfaction strategies currently implemented at Novotel Milton Keynes.
· To evaluate the impact of these strategies on operational goals such as staff performance, guest retention, and online reviews.
· To recommend improvements that enhance guest satisfaction and support ongoing operational development.
[bookmark: _Toc209786942]Background of the Research 
The modern hospitality sector faces higher competition where the guest satisfaction plays a greater part as a critical differentiator in the market (Preziosi et al., 2022). The study determines the financial success of the hotel with applying long-term viability which are directly connected to the ability for meeting and exceeding the guest expectations. Guest satisfaction is not considered a marketing process whereas, it is a strategic imperative that is applied for influencing the significant operational metrics (Kumar et al., 2024). The study focuses on the operations of Novotel Milton Keynes which are associated with the implication of guest satisfaction strategies. There are larger number of personalised service, timely issue resolution methods, and effective communication processes which are used for the provision of effective operational benefits (Papademetriou et al., 2023). The study demonstrates about investigation of the guest experience as one of the proactive approaches. It allows achievements in the operational goals such as increases in the revenue, improvements in the brand reputation, and enhancement in the overall employee morale, instead of using the reactive cost methods.
[bookmark: _Toc209786943]Overview of the Case Study
The research presents a case study based on the operations of Novotel Milton Keynes while providing greater opportunities for the application of the theoretical models of guest satisfaction in the real-world operational environment. The hospitality industry offers a deeper and focused investigation to develop the cause-and-effect relationship between guest satisfaction and potential business outcomes (Nwokorie, 2021). Therefore, the case is presented to offer broader generalisations and provision of the actionable insights towards the practices, from pre-stay communication system to the post-stay management of the follow-up while translating the tangible benefits. The consideration ensures about direct management of the hotel operations while improving the operational efficiency, enhancement in the brand reputation, and provision of the increased profitability (Moise et al., 2021).
[bookmark: _Toc209786944]Key Themes 
The significant themes applied on the given case are elaborated as under:
[bookmark: _Toc209786945]Strategic Implementation of Guest Satisfaction
The theme is applied on the services of Novotel Milton Keynes for designing guest satisfaction strategies. It investigates about the proactive measures in the hospitality industry. Therefore, the technologies are used for providing personalised guest experiences like mobile app services for check-in and use of the communications hub for fulfilling the guest requests (Nwokorie, 2021).
[bookmark: _Toc209786946]The Connection of Satisfaction with the Operational Performance
The themes is used for implementing the strategies for the fulfilment of the operational goals. The consideration of the guest satisfaction allows improvements in the staff efficiency and applying problem-solving skills (Wilson, 2025). There must be direct relationship between a positive guest experiences with increasing the guest retention and make them repeating customers (Abdulrab and Hezam, 2024). 
[bookmark: _Toc209786947]Continuous Development and Recommendations
The theme offers actionable recommendations for the operational development of future services. The theme manages guest reviews for the check-in process with recommendations of the d digital check-in system (Ali et al., 2021). The suggestions are based on tailoring the services of Novotel Milton Keynes while providing support for improving guest satisfaction and overall operational management.


[bookmark: _Toc209786948]Chapter Two: Literature Review 
The section of literature review is essential for the research work to make understanding of the different ideas of the authors and scholars for the achievement of the objectives. It uses the themes like use of the strategies hospitality businesses and enhancement in the guest experience that impacts directly on the performance evaluation system.
[bookmark: _Toc209786949]The Strategies of Guest Satisfaction 
According to Ali et al. (2021), the hospitality sector faces competitive measures where the abilities in the hotel are increasingly dependent on the provision of the strategic approach for the guest satisfaction. The primary strategies are known as personalisation and proactive services (Nwokorie, 2021). According to Gataru et al. (2022) there are fulfilling of the request with the anticipation of the needs and tailoring the service towards the individual preferences. The hotel uses booking history for the guests to remember the preferred room type, definite pillow choice, and use of the dietary restrictions . The leveraging technology is used to collect and analyse the data where the staff can maintain a seamless and personalised experience for making the guests and feel valued to be understood. Moise et al. (2021) reported that the proactive approach allows staff to be trained for the opportunities for the satisfaction of the guests instead of responses on the issues while creating a powerful emotional connection to enhance the loyalty. Further, Palacios-Marques et al. (2016), indicate that the customer will find more value in the services that are offered by the hotels, by enhancing the online quality that the hotels deliver, by providing personalised online services and enhancing the efficiency of the services, by lowering the search and transaction times as well as bargaining costs. In addition, Reilly (2018) evaluated that personalization of human resource practises can be applied to the strategic management of talent; a well-designed talent management strategy increases the ability of the staff to anticipate and act in response to the needs of the guests.
Therefore Yu et al. (2022) states, the effective role of service quality and staff empowerment is applied on the improvement of guests’ satisfaction. The quality of a stays for the guests is largely determined by describing the interactions using the frontline employees (Guerra-Lombardi et al., 2024). The investment of the hotel in comprehensive staff training is essential for not covering the operational procedures and also providing the emotional intelligence with effective problem-solving skills (Stoyanova-Bozhkova et al. 2020).
According to Daramola et al. (2025) the empowerment of the staff for making on-the-spot decisions is based on the solutions to the guest issues without considering the manager approval and making improvements in the level of satisfaction. The autonomy allows reduction in the friction with the implication of the bureaucratic complaint process. There is a demonstration to the guest for describing the experience as a priority. Ye et al. (2023) explains the staff is confident and competent while providing the smoother and efficient service which seems as a direct driver for gaining effective and positive guest experiences. Thus, Das (2023) claimed that the integration of technology as one of the positive tools in based on the improvement of the guest experience. The hotels use advancement of technology for the management of operations and providing a direct interface with the guest (Bharwani and Mathews, 2021). There are some mobile apps to maintain check-in and check-out processes, use of digital keys, in-room services for voice assistants, and instant messaging processes to fulfil the guest requests. The use of technology streamlines the journey of guest and offers convenience and efficient process to the hotel management (Ali et al., 2021; Yadav and Raju, 2025). Al-Rahahlah (2023) demonstrate that the use of data analytics to identify the preferences and behaviours of the guests and to predict their needs is becoming a central approach to changing the experiences of guests and personalising them. There must be balances between technological convenience and the human touch such as services of the front desk and receptionist to maintain efficiency in the guests ‘satisfaction (Mandić et al. 2023). 
[bookmark: _Toc209786950]Guest Satisfaction on the Operational Goals
There is a connection between guest satisfactions with the operational success to provide efficiency in the hospitality management services (Wilson, 2025). There is a direct impact on the staff efficiency. According to Moise et al. (2021) the hotel delivers higher levels of guest satisfaction, management of fewer complaints, consideration of the service failures, and also some streamlined operations. The staff needs lesser time for the reactive problem-solving while addressing some late check-ins, fixing definite Wi-Fi issues, and handling on the dissatisfied guests for the management of the value-adding services. The process improves productivity with creating effective value to the positive working environment (Truong et al., 2020). The staff seems dealing with the frustrated customers. Therefore, the positive feedback allows improvement in overall morale and reduction in the employee turnover as a deliberate costs in the hospitality industry. Singgalen (2024) agreed that the operational outcome impacts direct on guest retention and loyalty of the customers. Lepistö et al. (2024) states that satisfied guests are provided with accurate return to get their future stay, where a phenomenon is considered more beneficial for acquiring new customers through effective and attractive services. The guest loyalty offers positive experiences to determine the effective guest satisfaction strategies. Ruel and Njoku (2021) defined that the loyal and valued customers are offered again to the hotel which is less sensitive to make price fluctuations and likely to book directly using different online booking sites. It is noted by Baquero (2022) that employee satisfaction with their work both intrinsic and extrinsic elements along with overall satisfaction in those departments where guests are in constant contact with staff members e.g. reception, housekeeping etc, is a predictor of customer satisfaction. The results point to the fact that increased employee satisfaction which positively correlates with better retention and operational efficiency also leads to better guest satisfaction. Further, Abed et al. (2024) highlighted that guest satisfaction and loyalty have a strong positive impact caused by employee stability, which is low turnover and high staff retention. This is mediated, in part, by customer-focused behaviours on the part of the staff, especially those that cut across organisational lines, and emotional labour with deep acting.
Furthermore, highly satisfied guests are known as powerful brand managers working to generate positive word-of-mouth services (Preziosi et al., 2022). There are also recommendations for the provision of the valuable services in the market where trust is validated to the customers directly (Wang et al., 2021). The reputation of the hotel is presented through online ratings and collected reviews which are directly reflecting on the guest satisfaction and considering the powerful operational drivers (Preziosi et al., 2022). The performance of the hotel is collected on TripAdvisor and Google which is known as the significant factor influencing the booking decisions of the guests (Papademetriou et al., 2023). The interrelations between employee satisfaction, organisational values, positive and negative affect, employee retention, and industry context give human resource managers evidential basis in making satisfactory decisions with regard to recruiting methods and budgeting, retention programmes and corporate image building programmes (Sainju et al. 2021). The level of satisfaction allows translation of the positive reviews which leads towards higher rankings in the results and increases in the overall visibility. The improvements in the online reputation directly impact on the higher occupancy rate and describing the ability to manage higher prices (Sayfuddin and Chen, 2021). 
[bookmark: _Toc209786951]Theoretical Frameworks 
[bookmark: _Toc209786952]The SERVQUAL Model
The SERVQUAL Model is known as the significant framework to maintain service quality and implicating the systematic method towards customer's expectations and the perceptions for the service (Jisan, 2023). The model is used to measure service quality with different dimensions such as tangibles, reliability, responsiveness, assurance, and empathy (Sayan, 2021).
[image: Parasuraman et al. SERVQUAL Management Framework. | Download Scientific  Diagram]
Figure 1: The SERVQUAL Model
Source: (Tumsekcali et al., 2021)
The model allows highly valuable services for the hotel industry. The hotels manage guest expectations considering the physical state of the rooms that can be tangible. There is the consistency of service delivery which is reliability, and the abilities of staff towards assistance is known as responsiveness (Lee and Chuang, 2022). The quality of service is assurance and the representation from the employees and workforce is defined as empathy. 
[bookmark: _Toc209786953]The Net Promoter Score (NPS)
The Net Promoter Score (NPS) offers a direct and streamlined approach for identifying the guest satisfaction and loyalty. NPS is associated on the score of 0-10 towards the recommendation of the hotel to other people (Nwokorie, 2021).
[image: Net Promoter Score (NPS): The Ultimate Guide | Flowium]
Figure 2: The Net Promoter Score (NPS)
Source: (Baehre et al., 2022)
There is a powerful and easy manner to learn about the services in the hotel. NPS is applied on the hotel industry for directly measuring the impact of satisfaction strategies based on the increasing measure to the online ratings and provision of the word-of-mouth referrals (Nguyen and Ho, 2023).
 Although SERVQUAL and NPS are still popular, several researchers have questioned their suitability. As an example, PJ et al. (2023) argue that needed as it may be, SERVQUAL fails in the hospitality industry because of its lack of attention to the dimension of the experiential service. Therefore, there has been a growing academic focus on models that can identify the basic expected service quality and that which brings delight among the guests. Among them, Kano model has been used in the hospitality setting to classify the attributes of services as must-be, one-dimensional, or attractive, and to prioritise how improvements can be made (Andriani et al. 2021).
Furthermore, the study of the issues like the one by Sun and Ho (2020) has illuminated the so-called over-service phenomenon, which suggests that the additional or unnecessary service is ineffective in certain areas and, in reality, even harmful. The recent bibliometric review of Olawuyi and Kleynhans (2025) proves that the instruments that are based on SERVQUAL are actively being adjusted or even supplemented by new frameworks, such as HOLSERV, DINESERV, and others, which highlights the urgency of adjusting measurement tools to the changing expectations of the guests.
[bookmark: _Toc209786954]Research Gaps 
The research offers the importance of guest satisfaction, where a definite gap seems in the lack of context-specific and use of the micro-level analysis. There are some academic studies associated with the large-scale collection of data using multiple hotels, provision of the broader sense, generalisation of the findings towards the relationship between satisfaction and operational measures (Moise et al., 2021). There is an establishment of the processes for the consideration of the ground realities to learn about the operations. Another gap seems in analysing the operational goals. The studies define impact of guest satisfaction based on the individual metrics such as retention, online rating system, and staff efficiency towards isolation. However, the services of the real-world hotel environment allows metrics which are following independent variables and are deeply interconnected (Candra et al., 2023). The study must address the exploration of the dynamic with integrated nature within the relationships between guests and workforce. 



[bookmark: _Toc209786955]Chapter Three: Methods 
The chapter is essential in the research to determine the ways applied for the collection of data and information. It uses different types of methods that are elaborated using research onion model. 
[bookmark: _Toc209786956]Research Philosophy
The research study is applies interpretivism philosophy due to the selection of the qualitative method. The selection defines qualitative research for the understanding of the human experience and use of the people for the collection of data (Cheong et al., 2023). It allows looking for the objective, measurable system, and interpretation for the existing qualitative data for the achievement of the new insights (Shah, 2021). Therefore, the research uses interpretation of the language, differences in the surveys, and application of the understanding for the deeper reasons towards guest satisfaction in the hotel.
[bookmark: _Toc209786957]Research Approach
The selection of the research approach for a qualitative study is inductive. The approach allows provision of observations and data and seeking for the understanding of patterns and development of new understanding using relevant theory (Fàbregues et al., 2021; Bingham and Witkowsky, 2021). Therefore, the current research uses inductive method for collection and reading a larger volume of online data based on the guest reviews, use of the forum discussions, and consideration of the blog posts for the services of the hotel. It seems identifying the recurring themes like staff attentiveness and overall cleanliness to offer or value to the collected data.
[bookmark: _Toc209786958]Research Strategy
The research strategy is associated with the documentary research that allows consideration of the secondary analysis. The strategy is involved in the systematic use of existing data using different types of documents for answering the research questions (Cheong et al. 2023). For the existing research study, the data from different sources are applied to determine the wealth of qualitative searches online like collection of online reviews using platforms such as TripAdvisor and Booking.com, social media platforms for considering reviews of the guests, and also different travel blogs and forums for learning about the performances and overall services. 
[bookmark: _Toc209786959]Research Method
The consideration of the secondary qualitative method allows the research choice as a mono method (Goldsmith, 2021). It allows rely on the solely method to determine the value of the qualitative data and analysis for answering the research questions (Cheong et al., 2023). There is a combination of the qualitative data to answer the significant questions, instead of using the qualitative findings for the explanation of the operational goals. The focus allows interpretation of the experiences and related perceptions.
[bookmark: _Toc209786960]Data Collection and Analysis
There are different and specific techniques applied for the collection of data for the research work. In the current research study, the secondary qualitative method is applied for the data collection which is associated with the systematic search and use of the retrieval process considering online sources (Braun et al., 2023). The collection is based on the common and efficient analytical model which is considered the thematic analysis (Braun et al., 2024). There are different keywords and search parameters applied for the finding of the relevant online reviews, use of the forum posts, and consideration of the social media content. 
For the analysis of the data collected through secondary resources, the analysis is combined with the discussion to develop ideas and describing the type of data (Squires, 2023). There is an involvement of the processes which is considering the data, generation of the initial codes from the objectives and combines it with the literature efficiently (Finlay, 2021). The discussion defines ideas of different scholars and authors that are compared to the understanding of the literature used in the research work. 


[bookmark: _Toc209786961]Chapter Four: Finding and Discussion 
[bookmark: _Toc209786962]Findings
[bookmark: _Toc209786963]Theme 01: The Role of Service Quality and Personalization to Enhance Guest Satisfaction
The findings of García-Alcaraz et al. (2021) highlights intensive customer satisfaction leads to attaining the utmost degree of customer satisfaction by considering the Islamic marketing ethics that support customer well-being and respect. Personalisation of services in any hotel is by implication one of the assignments that one can easily differentiate his/her services with in an attempt to compete in the market environment. Wilson (2025) has found the idea of individualization (i.e. remembering the menus of customers and serving them based on their needs) can contribute to a better emotional connection with customer. Samudro et al. (2020) finalised that altering its product or service to satisfy the needs of respective customers will not only increase the level of satisfaction, but also acquire loyalty, which is critical to long-term franchisees. This is evident based on how Novotel Milton Keynes has applied the element of personalization in their strategy of improving the experiences of their guests in addition to boosting their performance.
The second critical strategy is the modality of empowering the hotel employees to establish customer needs and not only address the issues. According to Torlak et al (2019), staff empowerment leads to favourable guest experiences as they can made timely decisions that ensure prompt resolution to problems, improve host loyalty and increased likelihood of the host returning in future. The study of Samudro et al. (2020) has found that training the staff, signs of providing personalised services over the long term contains significant impressions that bring upgrade successes of operations like retaining more guests and web responses to negative feedbacks. It follows that operational achievement set goals in the hospitality industry are pegged on the service that is supported by customization (Kim and Chung, 2022).
[bookmark: _Toc209786964]Theme 02: The Impact of Technology on Operational Efficiency and Guest Satisfaction
There is a growing tendency of hotels using the integration of technological solutions (through mobile applications and online cheques in) to ensure operations traffic network and shorter wait times, contributing to more chipper customer experience (Rossanty et al., 2019). García-Alcaraz et al. (2021) confirm that the technology use will most likely improve the degree of the guest interaction which will become more convenient, thereby, at the same time increasing the degree of customer satisfaction. Moreover, Novotel Milton Keynes chooses in favour of permission to cheque in through mobile applications. Integration of data analytics as a source of a more detailed understanding of the tastes of visitors hence it is an opportunity to offer a more customised experience.
The utilisation of technologies is also vital in enhancing the performance of the personnel members because they will be digitising many of their daily tasks such as control of their booking system and respond to certain common queries of the guests. It allows employee staff members of a hotel to focus on higher order service exchanges which in turn contributes to higher satisfaction of clients (Wikhamn, 2019). Customer relationship management (CRM) systems as one of the most significant resources that supplement other technological resources. 
[bookmark: _Toc209786965]Theme 03: The Role of Staff Training and Empowerment to Acheive Operational Goals
The statement of Al-Omari et al. (2020) holds that providing individual power to the employees and assigning them to decide without prior consultations with the managers will lead to faster issue resolution, and that is among the important aspects of the guest satisfaction. The guests will feel important provided the staff is assured and trained adequately to handle the complaints/prercquisites of the guests effectively which raises their degree of satisfaction and loyalty (García-Alcaraz et al., 2021). Furthermore, it should be noted that well-trained employees contribute to the guest experience.
Ruel and Njoku (2021) discuss in their findings that another connection between guest satisfaction and staff empowerment and make an inference that customer satisfaction is directly related to loyalty, and loyalty to financial performance. With the proactive means and skills given to the employees in doing things, there is less praise on guests, and the amount of guests who come back is also high (Cabral and Marques, 2023). This practise follows the strategy that the management of Novotel Milton Keynes has of investing in the staff training in ensuring that the staff is better equipped to handle any concerns raised by the guests within a short duration of time, this eventually culminates in the achievement of the organisational goal as far as the retention and satisfaction of guests are concerned.
[bookmark: _Toc209786966]Theme 04: Customer Loyalty as a Driver for Operational Success
Intiar et al. (2024) posited Long-term success depends on generating a sustainable competitive advantage that is achievable through creating customer loyalty. Loyal guests do not just guarantee a regular stream of revenue in the form of repeated business but are also brand ambassadors since they can readily promote the hotel after interacting with it because of a positive experience (Samudro et al., 2020). Within this respect, customer loyalty is a vital operational objective since this operational goal will necessitate fewer expensive marketing campaigns to generate new traffic to get new guests. Ruel and Njoku (2021) has found out content consumers can visit the hotel again and refer additional guests, the hotel will experience increased occupancy levels and enhanced profitability.
Furthermore Mahmoud et al. (2018) has mentioned in their findings that loyalty and satisfaction are interconnected, and this relationship is strengthened thanks to the deployment of loyalty programmes and customised services here initiatives motivate repeat business which further boosts operational objectives of the hotel, to make more money and to build a stronger brand. The idea that strong relationships with customers can be built with the help of loyalty programmes and will lead to success in the long term. It is also be supported with the findings that promotes direct reservations, which are more lucrative than those coordinated with third stage firms (Samudro et al., 2020). As such, hotel loyalty and customer satisfaction maintenance can make Novotel Milton Keynes hotels continue to succeed following registration in competitive environment.
[bookmark: _Toc209786967]Discussion 
In the view of literature, the guest satisfaction is one of the cornerstones to gain success in the hotel management system. The hotel management is responsible to meet the desires and needs of the guests and make fulfilment of the expectations with the creation of the memorable experiences (Wilson, 2025). In the highly competitive market, the guests are offered with the endless choices and are easily sharing the experiences online. The hotels are provided with the ability to make consistent delivery of the high levels of satisfaction as the significant differentiator. Therefore, According to Truong et al. (2020), the focus of the guest strategic is based on the imperative management which influences on the overall brand reputation and also to the financial performances.
The hotels prefer satisfaction with implementing larger variety of strategies like offering of the personalised services, empowerment of the staff to resolve issues and measuring the spot, and leveraging effective technology for streamlining the processes (Singgalen, 2024). The operational goals defined in the literature allow profitability and long-term viability which is directly connecting to the ability for retaining the customers and increasing the brand advocates. In comparison, Ruel and Njoku (2021) elaborated that there is a connection between guest satisfaction and operational goals where the satisfied guests are offered to make their return for future stays. It seems reducing the marketing costs of the hotel for acquiring new customers towards services. 
Guest satisfaction is conceptual with regards to the achievement of operational objectives of the hotel business to the extent that the operational objective is a matter of concern in several research studies published on the subject of management of hospitality. Moise et.al. (2021) explains the effects of different strategies regarding the existing known theoretical framework as applied to the relationship between the various strategies and the critical objectives of an organisation like staff performance, customer loyalty and brand reputation are addressed in this section of the paper. The literature field may prove useful in the determination on how the priority of achieving such goals can be met through individualised service, workers participation and application of IT.
The difference between various individuals is considered as being one of the most critical variables in enhancing the intensity of self-satisfaction by the guest and it is specifically tied with the success of operatives in the hotel industry. This will take the same direction of Moise et.al. (2021) who aver that the pro-active strategy even when operating in the hotel industry i.e. when the staff prepares the requirements of the guests rather than responding to complaints, loyalty and satisfaction levels among the guests increase. Wilson (2025) states this is because all these strategies lead not only to improved experiences of the guests, but also to an improved status of operations in terms of an increased rate, but also in terms of complaints. As an example, practised customised services that the hotels engage in are expected to absorb internal derailments of operations, including the response given to customers who were diverted, or to an urgent cause, including the respondents to the presented issues.
In the case of the event of Novotel Milton Keynes, the personalised services are reflected in the personal information, which they utilise previous history of the guest booking and subsequently, are able to predict the taste of some of the guests that re-settle on the facility. According to Moise et al. (2021), by employing this approach it will ensure the guests have an easy time and understand that they are respected. The service-based model and enumerated includes the proactive service model that involves employees through total teaching of not only how the job is performed. It also skills in problem solving and ensuring that the employee provides a personalised service that the client may appreciate. Whilst such directly influence the operation divides i.e. the minimisation of complaints, the increase of guest loyalty, and the elevation of ratings that develop in the centre of the fulfilment of the business goals of the hotel.
Technology has also been a major trend in the new literatures and has achieved air of importance in which it is defined to make the guests experience better and gives the latter powers to obtain resources in order to meet operational objectives. Wilson (2025) states this can be attributed to the fact that technology can make certain procedures leaner like cheques ins, room services and guest-to-guest communications and will come in handy during the process of enhancing the effectiveness and efficiency of a thriving business on top of ascending to the guest experience. The technology is an efficiency generator of processes because it automates operations activities that would otherwise add personnel to these operations. This will save on waiting time and will enhance speed and service delivery. Moreover, the authors state that Ali et al. (2021) explain the implementation of online tools that increase the ease of the guest experience as one can introduce a more comfortable experience to the guest with an opportunity to reduce the quality of services delivery is not a must.
The adoption of technology as an enabler in the hospitality industry has been observed to catalyse in the level of satisfaction especially in place where they have adopted technology to rationalise the contacts they make on visiting the hotel and therefore make their visit to the hotel time saving and enjoyable. Other processes, such as guest cheque out, also consume time in sending out guest arrival notes; this kind of technology may also be applied by storing and cleaning up the mobile apps using electronic keys to open hotel rooms. It is also important to mention that the use of technology does not only increase the level of global satisfaction of the guests, but also assists in streamlining the work, which, in its turn, increases its effectiveness (Nguyen et al., 2018). Nevertheless, the convenience and touch that Wilson (2025) refers to should be created to ensure that the specified service can be convenient as well as juicy to a point when the guests would not be told that many individuals are talking to the machines in the input instead of humans.
One of the key aspects of guests satisfaction is the empowerment of staff concerning the performance of the organisational operations. Friction in the service delivery service will also be lowered by the availability of staff able to help customers with the process of making their choice on the spot and, as such, it will enhance satisfaction with customers. According to Ali et al. (2021) it will also enable the employees to make decisions live i.e. the employees will not have to make such decisions with the help of the managers that will result in a stressed-free service alongside a more satisfied order of the guests. 
It also encompasses personnel research training. Othman et al. (2020) observed that as far as mentioned facts the effective training of the staff is not only defined by the professional issues of making operation in specific situation and demands, but also predetermined by training of the abilities of emotional intelligence and the skill of recognising a certain problem and how to manage it. The listed skills aid the staff to address the specified problems and establish a connexion with the consumers. The guest experience and positive word of mouth which employee empowerment portrays are the quality of service delivered as determined by the customer loyalty growth and the positive brand image (Ruel and Njoku, 2021). They are interested in the connexion between able employees and customer satisfaction in Novotel Milton Keynes where player autonomy is stimulated to the point where workers at the lower level can resolve issues and any pending decline in the quantity of calls and customer satisfaction.
There is a direct relationship between guest success and operation success. The loyalty of the customers in high and certainty in exportation of the company and establishment of a strong brand image. Dervis customers are rather insensitive to pricing and will most probably be returning to a hotel which is directly linked with occupancy rates, and earnings. Through the same Nguyen et al. (2018) introduce the reality that the loyal customers who have been made happy now never defect to other rivals therefore it leaves the hotel with stable customers.
Singgalen (2024) referred, since the brand promoters as referred to the loyal customers, they will still make promotions, advertise about us, to more people because of good word-of-ear maintenance, furthermore, they will keep doing that. It plays a significant role in advancing the brand as appearing in more visible to new customers and hence desirable. Novotel Milton Keynes has been in a position to achieve this by designing loyalty programmes and provision of the best services, which customers can be loyal to the hotel. Another name the evangelists are given is the satisfied customers because of their brand manager status since they do not just post positive likes online alone but they also post it in the form of the word of the mouth shape. All these lead to the finally desirable online image of the hotel that, has a direct relation to the selection of hotel and occupancy rate and other primary financial Canadian coverage aspects.
The business industry shows interdependence between a guest satisfaction and a business success of an action. The outcome of this will be that the related issues in the running of the business will be minimised like complaints, collapses of services as well as high level of productivity and morale of the employee due to a high level of guest satisfaction. As expressed by Truong et al. (2020), it means that, provided the staff is not flooded with client complaints, it will have the capacity to pursue value creation in their experience, which does have a positive effect on the hotel performance. Compared to poor or minimal reviews, guest satisfaction will contribute to increased opportunities to make a follow-up, request, and refer potential guests to the firm with success, as positive reviews will reduce staff turnover, boost quality of the offered services, and revenues (Papademetriou et al., 2023).
That being the case, the SERVQUAL model can be decided by an expectation and perception of guests; the theory has influenced a model to be adopted to determine the quality of the service(s) or product(s) (Tumsekcali et al., 2021). Through setting of excellence in the delivery of service based in varying relativities in the form of reliability, responsiveness and empathy amongst others, hotels are able to meet the expectation of the guests thus making the procedure successful. According to the article by Baehre et al. (2022) remark, this category of tool is the Net Promoter Score (NPS), providing a veritable evaluation of the guest satisfaction and loyalty to the work and state of affairs and how to improve the scenario.
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This study has critically analysed the strategic importance of guest satisfaction in the realisation of operational goals in the hospitality industry, specifically referring to the Novotel Milton Keynes. Researching the connection between guest satisfaction strategies and the performance of the operations, the research provides precious information regarding the role of personalised services, staff empowerment, technological integration, and the loyalty of the guests to the operations and the success of the hotels. The general findings suggest that effective guest satisfaction strategies are not just a marketing tool but also aspects of the working structure, which directly influence the competitiveness, financial prosperity, and overall customer loyalty of the hotel.
The study identified individualisation of services and empowering hotel employees as important measures of improving satisfaction among guests. An example of personalised services includes recalling the guests' preferences and preemption of the guests' needs, enhancing the guest experience and leading to increased emotional bonds between the hotel and the client. This is an essential emotional bond that helps build guest loyalty, resulting in increased customer retention and profitability in the long term. Personalised services are a major point of difference at Novotel Milton Keynes, where the employees are trained to offer personal experiences to their guests based on their personal needs. The given strategic approach to customer satisfaction leads to an increase in the levels of guest satisfaction, which, as the results of this study indicate, is directly correlated with the positive results of operations, such as the improvement in the occupancy rates, the increment in the revenues, and the enhancement of brand reputation.
Staff empowerment was also a key driving force in realising operational objectives. The study observed that the employee empowerment model enables employees to make decisions and solve issues in real time, improving the guests' experience and the operation's efficiency. Employees who would be permitted to deal with the guests' concerns without requiring the managers to be consulted would result in faster solutions and minimise chances of a negative experience by the guests. It also produces a high morale among employees since there is the sense of appreciation and trust which translates to high job satisfaction and retention. The concept of staff empowerment has also been implemented successfully at Novotel Milton Keynes where staff is able to handle complaints and resolve problems on its own. This approach will not only improve the satisfaction of the guests but also the efficiency of the operations since time and resources that are used in responding to complaints will be saved and personnel will use the time to deliver quality service to the guests.
The other discovery of the research was the contribution made by the technology in enhancing customer satisfaction as well as the operational efficiency. Srivastava et al. (2025) analysed the interaction of the hotels with customers has also been changing, and that has been through the incorporation of the technological solutions that involve mobile check-ins, data analytics, and customer relationship management (CRM) systems. With technology, Novotel Milton Keynes will manage to gather and process data about guests to provide personalised services and support the operations of the organisation, such as check-in/ check-out, service requests, etc.  This integration of technology enhances the efficiency of operation, shortens wait times and enables easier interaction with the guests (Sabharwal and Jain, 2025). Also, technology is important in enhancing guest satisfaction through a hassle-free experience. Visitors also demand that hotels provide digital services that complement their comfort and general experience (Arapou and Kapiki, 2023). 
In addition, the research has found that customer loyalty is one of the main success factors in the hotel sector. The study highlights the value of achieving repeat customers who do not just become regulars of the business but also brand ambassadors. The more satisfied clients will be more willing to exchange their positive experience regarding word-of-mouth recommendations, which will increase brand awareness and attract new clientele. Such customer loyalty leads to increased occupancy levels, less dependency on third-party reservation sites, and the capacity to set higher room rates. Novotel Milton Keynes has successfully applied loyalty programs and other guest satisfaction initiatives associated with creating loyalty and repeat business. Loyal customers are less price sensitive, and their direct bookings will reduce the commission fees linked to third-party booking sites. Customer loyalty positively affects operational goals, which is reflected in the hotel's high occupancy rates and profitability.
Due to the theoretical frameworks, the SERVQUAL model and Net Promoter Score (NPS) helped measure the effect of the guest satisfaction strategies on the operational objectives. The SERVqual model that evaluates the quality of service in relation to different dimensions, including reliability, responsiveness, and empathy, offered a systematic approach to Novotel Milton Keynes' behaviour in responding to guests' expectations and perceptions. The application of NPS to measure guest satisfaction and loyalty also proved the significant value of high-quality service provision and the establishment of high emotional intensity with the guests. The two models affirmed the direct relationship between the guests' satisfaction and the most important operational outcomes, including employee performance, retention of the guests, and online reviews.
All in all, this study has supported the idea that guest satisfaction is not an incidental matter but a strategic necessity that determines the main functions of a hotel. Personalised service strategies, staff empowerment, integration of technology, and creating guest loyalty can explain why the Novotel Milton Keynes operations are successful, as shown by the high guest satisfaction levels. All these components are combined to form a comprehensive strategy of guest satisfaction that results in positive working results and longevity of the hotel in the long run.
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[bookmark: _Toc209786971]Enhance Personalised Services Through Advanced Data Analytics
[bookmark: _Toc209786972]Personalised services was the primary finding of this study. Some of the personalised services that have already been adopted in Novotel Milton Keynes include guest preferences tracking. Nevertheless, the hotel can use more sophisticated data analytics tools to enhance its personalisation activities. Customer data collected from multiple touchpoints, including online reservation systems, mobile app interactions, and guest stay histories, will assist the hotel in offering highly personalized experiences to each customer. For example, the hotel could provide personalised room settings before the guest's arrival, including adjusting room temperature, pillow choice or certain facilities depending on previous preferences. Moreover, the inclusion of AI-powered recommendation systems might allow the staff to propose customised services or activities depending on the previous behaviour of the guest and his or her preferences. It would not only improve on the experience of the guests but also improve chances of repeat business since guests will be more likely to revisit a hotel where they feel personally appreciated.
Invest in Staff Training and Empowerment Programs
Staff empowerment has also been found to be one of the key success factors in enhancing guest satisfaction and operational performance. Novotel Milton Keynes can improve its guest satisfaction strategies by investing more in staff training programs that focus on technical and soft skills. Although the staff must be trained on the operational part, it must be trained on skills of emotional intelligence which include empathy, problem-solving and resolution of conflicts. These skills are essential in addressing the concerns and complaints of the guests, and they contribute significantly to ensuring that the guests have a good experience.
Furthermore, the fact that employees can make decisions instantly without consulting the managers is an aspect which ought to be propagated (Malik, 2023). This will greatly decrease the number of guests making complaints with the hotel, especially when they experience a failure in service or inconvenience during their stay, because the staff members will be allowed to solve the problem on their own. The employees enabled will be responsive and respond swiftly, decreasing the chances of complaints being raised and raising the level of guest satisfaction (Youngsheng, 2025).
[bookmark: _Toc209786973]Integrate More Technological Solutions to Streamline Operations
Technology is significant in enhancing effectiveness of operations and satisfaction by the guests. The hotel has already adopted mobile check-ins and digital key systems, yet additional incorporation of technology may also improve the guests' experience . As an example, the inclusion of chatbots as a means of real-time communication might assist the guests in answering basic questions and service requests that do not require speaking to the front desk, including room service or other facilities (Manoharan and Ashtikar, 2025). Moreover, Novotel Milton Keynes has additional ways to improve its CRM systems and automatically engage in individual communication with guests. This may involve pre-flight emails containing customised deals, post-flight thank you messages, and future stay-specific promotions. 
[bookmark: _Toc209786974]Strengthen Customer Loyalty Programs
Loyalty programs were also emphasised as motivating factors to increase customer retention and profitability. Novotel Milton Keynes must consider extending the existing loyalty program to include tempting incentives to loyal consumers. Along with the discounts or free nights, the loyalty program might also involve some personalised benefits: the free room upgrade, the priority of the amenities, or specific packages depending on the guests' interests. To enhance customer participation in the reward program, Novotel would consider adding it to its mobile application (Salsabila Amalia Putri et al., 2024). In this application, guests would monitor their points, redeem rewards and receive offers via their smartphones. The application may also facilitate special offers and occasions only accessible to loyalty members, making the program more attractive to regular customers.
[bookmark: _Toc209786975]Improve Online Reputation Management
Online reputation and guest reviews are very important in the success of any hotel in the present digital era. Good reviews are an effective marketing strategy, whereas bad reviews may hurt a hotel's brand a lot (Tripathi and Wasan, 2021). Novotel Milton Keynes ought to put a greater emphasis on its online reputation by addressing all client online reviews, be they positive or negative, in a prompt and professional manner. The hotel should have a dedicated team or person tasked with forms like TripAdvisor, Google Reviews, and social media. Knowledge of these attitudes towards the feedback left by the guests can make the negative experiences positive and clear to the clients that the hotel cares about their satisfaction. When negative feedback occurs, the hotel ought to strive to solve the problems in a way that is beyond the guest's expectations in terms of compensation or some other solutions where warranted.
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