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Abstract
This project is research that aims at exploring how service quality dimensions influence guest satisfaction in the hospitality sector, and in this case, the hotel under consideration is Delta Hotels by Marriott Birmingham. The research paper seeks to determine the impact of the physical factors, trustworthiness, responsiveness, assurance, and empathy and the employee training, management support, and customer feedback as a unit in terms of service delivery and customer satisfaction. It was carried out as a professional placement project to assist the host organisation in continuing to deliver service excellence in the post-pandemic environment and enhance overall operational performance.
A questionnaire was administered to 30 employees who represented various departments within the company such as front office, housekeeping and food and beverage. The descriptive statistics were used to analyse the data and determine the frequency and percentage distribution across ten Likert-scale items. The findings were discussed within the context of SERVQUAL framework that defines service quality by five dimensions which are measurable. This multifaceted, fact-finding model allowed to comprehend the correlation between the internal service provision and the perceived guest satisfaction in depth.
The results show that most employees feel that the quality of the service provided by the hotel is always of high quality, especially in the areas of tangibility, reliability, and empathy. More than 90% of respondents confirmed that the physical environment of the hotel is appealing, in good condition and comfortable. The employees also affirmed that the processes in the operations are dependable and that the guests usually receive services as they promise. Additionally, empathy and personalised care were also reported as powerful emotional drivers of guest satisfaction, which was supported by the attentiveness and readiness of the employees to meet the needs of particular preferences.
Nevertheless, the responsiveness dimension was rated a bit lower than other dimensions, indicating that sometimes it took long to respond to the demands of the guests at the busiest seasons. Equally, the answers about the consistency of training were mixed implying that the level of management support and communication is high, yet there are some possibilities to improve the learning systems and cross-department cooperation. These loopholes expose the necessity to have a more flexible and technology-facilitated operational framework that can continue to deliver the speed and accuracy of service at the point of pressure.
The research finds that the three key areas that give Delta Hotels a competitive edge include a good human resource culture, brand assurance and guest-centric service ethos. However, to maintain the excellence, it is necessary to reinforce it constantly with the help of technology, data analytics, and employee empowerment. In this regard, 6 strategic recommendations were suggested. To start with, enhance responsiveness by means of real-time scheduling of the staff and AI-coordination systems. Second, implementing a hybrid training with digital micro-learning and performance-based rewards. Third, institutionalising the employee recognition structures to maintain motivation and innovation. Fourth, transformation of survey data into actionable insights with the help of guest feedback dashboards. Fifth, the application of digital collaboration tools to enhance the interdepartmental communication.
All these recommendations are meant to enhance the operational performance of Delta Hotels, increase employee engagement and brand reputation in a rapidly competitive hospitality industry. The study emphasises the strategic importance of combining human, technical, and managerial aspects of service quality to pursue the long-term guest satisfaction and loyalty. It gives a feasible structure that can be adjusted to all the properties of marriott all over the regions in which they operate that helps to propagate a culture of improvement and service excellence throughout the broader hotel chain.
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[bookmark: _Toc213280669]Chapter 1 – Introduction
[bookmark: _Toc213280670]1.1 Research Background
Quality of services provided and customer satisfaction have emerged as determinants of competitiveness in the hospitality industry. The recent hotels, especially those that belong to the global chains like Marriott International, have to provide comforting excellence and adjust to the expectations of the local customers (PJ et al., 2023). In the UK market, the recovery after the pandemic has increased the sensitivity of guests to hygiene, online convenience, and interaction with the staff (Srivastava and Kumar, 2021). The case of Delta Hotels by Marriott Birmingham demonstrates this scenario: a luxury hotel located in the city centre, where the quality of operational services and customer satisfaction are the key to maintaining the image and occupancy rates (Tania et al., 2024).
The high-quality of services has been widely associated with higher levels of satisfaction, loyalty, and financial results (Skordoulis et al., 2024). Nevertheless, the interpretation of service-quality strategies by the staff and its application is crucial to enhancing internal operations and consistency of service delivery with the brand (Subakti et al., 2024). This research explores the employee attitudes towards service-quality dimensions and how they contribute to the results of guest satisfaction.
[bookmark: _Toc213280671]1.2 Problem Statement
Despite the fact that the corporate structure of Marriott offers the systematic structure of service provisions, the localization, and the implementation of the structure by the employees are the determinants of the final guest experience. According to the latest reviews, the level of satisfaction is different and is frequently associated with inconsistency in responsiveness and empathy, which are the essential dimensions of SERVQUAL (Minh et al., 2015). Moreover, the presence of technological improvements, sustainability efforts and increasing guest demands in the post-COVID hospitality industry put the employees under pressure to provide smooth service (Darvishmotevali et al., 2025). It is therefore necessary to assess the existing service-quality practises and areas of improvement in Delta Hotels by Marriott Birmingham.
[bookmark: _Toc213280672]1.3 Research Aim
To measure service-quality practices and their influence on guest satisfaction at Delta Hotels by Marriott Birmingham, it is important to pay attention to perceptions of employees and their effectiveness of implementation.
[bookmark: _Toc213280673]1.4 Research Objectives
1. To identify key service-quality dimensions influencing guest satisfaction.
2. To assess employees’ perceptions of existing service-delivery strategies.
3. To examine the relationship between service quality and perceived guest satisfaction.
4. To provide recommendations for improving guest experience through enhanced service management.
[bookmark: _Toc213280674]1.5 Research Questions
1. Which service-quality factors most strongly influence guest satisfaction?
2. How do hotel employees perceive the effectiveness of current service-quality initiatives?
3. What relationship exists between service-quality performance and guest satisfaction outcomes?
4. What operational improvements could enhance both employee and guest experiences?
[bookmark: _Toc213280675]1.6 Rationale of the Study
This study has managerial and scholarly implications. As a manager, it provides Delta Hotels by Marriot in Birmingham with some practical information regarding how service quality driven by staff helps to bring customer satisfaction (Kim and Kim, 2022). It is also scholarly, as it builds on existing literature on hospitality quality models by incorporating post-pandemic operational realities and employee attitudes (Abdou et al., 2022). Results could inform performance-enhancement interventions, training and customer-engagement programmes that can be implemented throughout operations of Marriott in the UK.
[bookmark: _Toc213280676]1.7 Structure of the Report
	Chapter
	Content Summary

	1. Introduction
	Outlines research background, objectives, and rationale.

	2. Literature Review
	Evaluates theories and empirical studies on service quality and guest satisfaction.

	3. Methodology
	Explains quantitative questionnaire design and ethical framework.

	4. Findings and Discussion
	Presents and interprets data collected from hotel employees.

	5. Conclusion and Recommendations
	Summarises findings and proposes strategies for improvement.





[bookmark: _Toc213280677]Chapter 2 – Literature Review
[bookmark: _Toc213280678]2.1 Introduction
The chapter critically examines the past studies on service quality and guest satisfaction in the hospitality industry in terms of conceptual frameworks, determinants, and measurement. The review determines that the models that are relevant are SERVQUAL, experiential marketing, and customer-engagement theories, which result in the determination of gaps in literature applicable to Delta Hotels by Marriott Birmingham.
[bookmark: _Toc213280679]2.2 Conceptualising Service Quality in Hospitality
Service quality is one of the most common definitions as the extent to which the provided services are satisfactory or more than the customers expect (Ali et al., 2021). The SERVQUAL model by Parasuraman is still highly fundamental as it utilises five dimensions, including tangibles, reliability, responsiveness, assurance and empathy, which are often adjusted to the hotel environment (Bucak, 2014). These aspects in the hospitality industry are manifested as cleanliness, timely service, politeness of staff, and dependability in solving problems (Kalnaovakul and Promsivapallop, 2023).
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Figure 01: Service Quality in Hospitality
Source: (Crossman, 2024)
The analysis demonstrated by the use of the fsQCA that service-quality combinations of empathy + reliability + assurance were the most effective predictors of guest satisfaction (Perdomo-Verdecia et al., 2024). On the same note, PJ et al. (2023) reported that staff behaviour consistency and management visible commitment were the most mentioned quality determinants in all studies worldwide. Therefore, international chain brand standards depend on employee perceptions and consistency in training (Priyo et al., 2019).
[bookmark: _Toc213280680]2.3 Guest Satisfaction and Behavioural Intentions
Guest satisfaction is an emotional reaction that is based on the comparison of the perceived performance regarding service delivery and pre-existing expectations (Wu, 2014). Many studies underline that it plays a critical role as a mediating variable between service quality and behavioural intentions including customer loyalty, repeat patronage, and positive word-of-mouth (Skordoulis et al., 2024). Kim and Kim (2022) showed that online reviews are a legitimate indicator of satisfaction, especially when it comes to cleanliness, comfort, and staff professionalism, which are the key factors in post-pandemic hotel reviews. Abdou et al. (2022) also associated the perceived value and psychological safety with a significant impact on the satisfaction of wellness and leisure guests. Taken together, these results indicate that satisfaction is not only related to immediate performance of the services, but also emotional guarantee and trust that can be maintained over time to engage the customer (Myo et al., 2019).
[bookmark: _Toc213280681]2.4 Determinants of Service Quality and Satisfaction
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Figure 02: Service Quality and Satisfaction
Source: (Saleem and Raja, 2014)
The determinants of service quality and satisfaction have increased in recent literature to include more than the traditional determinants of reliability and responsiveness. Such aspects as experiential marketing, environmental sustainability, and technological innovation have become key differentiators in the hotel competitiveness (Darvishmotevali et al., 2025). Subakti et al. (2024) discovered that immersive guest experience and customised interactions increase the level of satisfaction and loyalty within heritage hotels. Skordoulis et al. (2024) also found that environmentally friendly programmes do not only increase customer confidence but also financial performance, which means that sustainable hotels have a twofold advantage. The perception of services is changing in technologically developed markets, with such digital tools as mobile cheque-in, AI chatbots, and review analytics redefining the value of efficiency and emotional connectivity (Zhao et al., 2024). This was affirmed as Vargas-Calderón et al. (2021) found that the main drivers of satisfaction were staff friendliness, speed of service, and cleanliness. All in all, these studies show that service quality is more than functional efficiency, which incorporates emotional, experiential, and digital aspects to develop customer loyalty (Bucak, 2014).
[bookmark: _Toc213280682]2.5 Employee Role in Delivering Service Quality
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Figure 03: Delivering Service Quality
Source: (Sharma and Srivastava, 2018)
Employees form the central connexion between the organisational policy and the perception of the guests, which is often termed as the moment of truth in hospitality (Olawuyi and Kleynhans, 2025). The execution of service standards directly depends on their competence, motivation and empowerment (Minh et al., 2015). Multinational chains such as Marriott are grappling with the current issue of insisting on standardisation and at the same time providing flexibility to adapt to the local responsiveness (Ali et al., 2021). A study conducted by Chen et al. (2022) proved that the engagement of employees in service assessment strengthens brand trust and improves customer loyalty. Practically, committed and skilled employees are service excellence in terms of empathy, responsiveness, and steadiness. In the case of Delta Hotels by Marriott Birmingham, the main components of the continuous professional development, internal recognition, and performance feedback loops are necessary to ensure the ability of service delivery in accordance with brand values and customer satisfaction goals (Nurcahyo et al., 2017).
[bookmark: _Toc213280683]2.6 Service Quality Models in the Hotel Industry
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Figure 04: SERVQUAL model
Source: (Zhao et al., 2024)
There are various frameworks that are used in the hospitality industry to conceptualise and measure the quality of service. SERVQUAL model gauges the differences between the customers expectations and their perceptions, and SERVPERF model concentrates on service delivery to enhance reliability only (Minh et al., 2015). The Customer-Engagement Model focuses on the role of satisfaction in behavioural loyalty (Chen et al., 2022), whereas the Experience Economy Framework switches to emotional and sensual involvement (Subakti et al., 2024). Modern strategies combine data analytics and artificial intelligence to track customer feelings in real time (Zhao et al., 2024). These hybrid frameworks depict a transformation of transactional service measurement to continuous technology-based measurement. In the case of global hotels, such as Marriott, the integration of SERVQUAL and data-based tools will give an offset picture of human and digital touchpoints, so that the improvement of the service quality is both dynamic and customer-oriented (Margaretha et al., 2022). 
[image: SERVPERF Model - FourWeekMBA]
Figure 05: SERVPERF model
Source: (Zhao et al., 2024)
[bookmark: _Toc213280684]2.7 Conceptual Framework
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Figure 06: Conceptual Framework
Source: Self
The theoretical framework incorporates the dimensions of SERVQUAL such as tangibility, reliability, responsiveness, assurance, and empathy as independent variables that determine guest satisfaction (Minh et al., 2015). The perception of the employees is a mediating variable, which indicates the implementation of service strategies on operational levels (PJ et al., 2023). The guest satisfaction then leads to behavioural intentions like loyalty and re-visiting. In the case of Delta Hotels by Marriott Birmingham, this framework can be used to explain the connexion between internal service provision and customer outcomes, which empirical evaluation is to be conducted using a quantitative Likert-scale questionnaire, which is consistent with the ethics-approved approach (Asgeirsson et al., 2024).
[bookmark: _Toc213280685]2.8 Research Gap
Although a lot of literature exists, there is scanty research on how the UK branded hotels are perceived by their employees in terms of quality of the services provided through quantitative research methodologies. The majority of the previous studies give more focus to the guest-side assessments, which tends to overlook the internal processes by which the quality of services is performed. Since Marriott is highly brand-standardised, it is crucial to learn about the experiences of the staff in the local operational environment like the city of Birmingham. This gap warrants an organised staff-oriented assessment by a quantitative Likert scale survey.


[bookmark: _Toc213280686]Chapter 3 – Research Methodology
[bookmark: _Toc213280687]3.1 Introduction
This chapter describes research philosophy, research design and research procedures that were applied to investigate the relationship between the dimensions of service-quality and guest satisfaction at Delta Hotels by Marriott Birmingham. The validity, reliability and ethical issues of the study were taken care of with a systematic and structured approach. The adopted methods were based on the academic principles of social research in order to be objective and rigorous (Bryman, 2008).
[bookmark: _Toc213280688]3.2 Research Design
The relationship among certain variables, which were service quality, employee perception, and guest satisfaction, was determined through a quantitative descriptive design. The design enables the collection of measurable data by use of numerical indicators and not subjectively. It particularly fits the hospitality research where trends and correlations are investigated within the natural work settings (Denscombe, 2010). The design facilitates statistical analysis of the employee response based on Likert-scale data, which will help the researcher to determine important factors of service-quality that affect satisfaction.
[bookmark: _Toc213280689]3.3 Research Philosophy
The research had a positivist philosophy; this supposition presupposes that the reality can be objectually viewed and measured. Positivism focuses on organised measurement and replication, which is consistent with data collection through questionnaires. This strategy enabled the researcher to be unbiased and to concentrate on the objective employee answers instead of their own interpretations (Robson, 2016). Quantitative measurement was employed to provide the consistency of comparison between all service dimensions.
[bookmark: _Toc213280690]3.4 Research Approach
A deductive methodology was used where the known theories like the SERVQUAL model were taken and hypothesis tested in the hotel setting. Deductive reasoning is a process that proceeds to theory to data in order to enable researchers to either affirm or refine the theories that have already been developed (Cottrell, 2014). This made sure that the hypotheses made out of literature like the positive relationship between service quality and satisfaction would be tested in order to evaluate them systematically by empirical evidence.
[bookmark: _Toc213280691]3.5 Research Strategy
Numerical data was collected efficiently using a survey approach on the hotel employees. Social research can be conducted using surveys since the researcher can use structured data to conduct the survey to a large sample within a limited time (McGivern, 2006). The questionnaire consisted of 10 close-ended questions referring to the SERVQUAL dimensions, namely, tangibility, reliability, responsiveness, assurance, and empathy with a 5-point Likert scale of Strongly Disagree to Strongly Agree. The structure increased consistency and comparability between responses.
[bookmark: _Toc213280692]3.6 Data Collection Method
The data were gathered by way of self-administered questionnaires that were distributed to 25 30 employees working in different departments of the hotel such as front office, housekeeping, food and beverage and management. The questionnaires were filled voluntarily and during work breaks so that there was minimal disturbance. Due to honesty and confidentiality, responses were gathered anonymously. This is a pragmatic method that is in line with the ethical data collection in the workplace as provided by Denscombe (2010).
[bookmark: _Toc213280693]3.7 Sampling Technique and Sample Size
The researcher used purposive sampling technique in order to reach employees whose work directly dealt with service delivery. This non-probability method proved to be the right one since the participants were chosen due to their work experience and their relevance to the research question (Marshall, 2015). The number of participants was 25-30 people, which gave a manageable sample and provided representation of the departments. 
[bookmark: _Toc213280694]3.8 Data Analysis
Data were collected and analysed by descriptive and correlation analysis. Mean, frequency and standard deviation were used to present descriptive statistics that summarised the perceptions of the employees and the correlation analysis was used to test how the service-quality dimensions relate to the satisfaction of the guests. It was done according to the recommendation by Pallant (2010) on data cleaning, coding, and reliability checking. Patterns were displayed in form of visual charts and tables and areas of service that contributed the most to satisfaction were highlighted.
[bookmark: _Toc213280695]3.9 Validity and Reliability
The instrument reliability was also tested through a pilot study on five hotel employees to ensure that it was clear and consistent. The pilot criticism resulted in slight modifications of the wording of questions (Diamantopoulos and Schlegelmilch, 2002). Its validity was enhanced by correspondence with SERVQUAL constructs and by the review of the academic supervisor.
[bookmark: _Toc213280696]3.10 Ethical Considerations
The research was conducted in full adherence to the UWTSD Research Ethics and Integrity Policy as well as UK Data Protection Act 2018. All participants were given information sheets that indicated confidentiality, free participation and right of withdrawal prior to signing consent forms. Personal identifiers were not gathered and all the data were securely held under passwords. The ethical approval was received in the form of a certified form of permission to proceed with data collection (PG2) (Robson, 2016).
[bookmark: _Toc213280697]3.11 Limitations of the Study
The primary weakness of this paper lies in the fact that it is based on one hotel establishment and can be limited to generalisability to other Marriot properties. Moreover, it may be biassed due to self-reported information, because employees could answer in a positive way to match the company expectations. Nevertheless, this risk was mitigated by anonymity and neutral questionnaire design that guaranteed that the results will be reliable and credible (Greetham, 2014).
[bookmark: _Toc213280698]3.12 Summary
This chapter described the research framework that was employed to investigate the quality and satisfaction of services. The research used a positivist, deductive, and quantitative methodology with the help of a structured questionnaire and statistical analysis. This methodology is reliable, transparent, and ethically sound, which allows obtaining significant knowledge of how employee views about the service quality influence the guest satisfaction in Delta Hotels by Marriott Birmingham.


[bookmark: _Toc213280699]Chapter 4 – Findings
[bookmark: _Toc213280700]4.1 Introduction
The chapter provides the findings of a structured questionnaire that was administered to 30 employees at Delta Hotels by Marriott, Birmingham. This was to examine the effects of various dimensions of service quality on guest satisfaction and operational excellence in the hotel. The results are organised as per the four objectives of the study, which are the SERVQUAL dimensions, which include tangibility, reliability, responsiveness, assurance, and empathy, and internal dimensions, which are training, teamwork, management support, and feedback of the guests. The Likert-scale data and the graphical analysis of the descriptive statistics will offer an insight into how the employees feel about the services and what performance strengths and areas of improvement in the hotel can be identified in the service provision.
[bookmark: _Toc213280701]4.2 Findings
Objective 1: To evaluate the relationship between service quality and guest satisfaction
Q1. The hotel’s physical environment and facilities create a positive impression on guests.
[image: ]
The results analysis indicates that most of the employees (27 out of 30 employees or 90%) agreed or strongly agreed with this statement, 2 (7%) were neutral, and 1 (3%) disagreed. This agreement is too high, which means that there is a strong connexion between the physical characteristic of the hotel and overall satisfaction in the guests. The determinant of first impressions of the guests is tangibility that was identified in SERVQUAL that influences their ideas of professionalism and attention. The workers of Delta Hotels by Marriott Birmingham have received the information that the brand is of high quality as it is observed in the beautiful lobby, clean corridors and modern equipment. This observation concurs with Perdomo-Verdecia et al. (2024) who noted that tangible indicators like cleanliness and decor play a major role in satisfaction in luxury hotels. Therefore, the aesthetics and maintenance of the hotel serves as the source of favourable perceptions among the guests and supports the image of quality offered by Marriott (Ofosu-Boateng and Acquaye, 2020).
Q10. Guests generally express satisfaction with the overall service quality of the hotel.
[image: ]
The final satisfaction question had 28 (93%) respondents in agreement and strongly agreed, 1 (3%) was neutral, and 1 (3%) was in disagreement. This observation is a clear indication that guests are satisfied with overall service delivery of the hotel by the employees. Some of the comments made by the staff members were that they took pride in the brand, regular reviews of the guests and the regulars that made up the clientele, particularly the corporate travellers. This is in line with Srivastava and Kumar (2021) who established that post-pandemic satisfaction of hotels relies on both physical and emotional aspects including cleanliness, empathy, and communication. The data also reiterate that in case the five SERVQUAL dimensions are highly performed, guests experience a smooth experience, which is converted to loyalty and positive behavioural intentions (Tuan and Linh, 2014).
Objective 2: To identify which dimensions of service quality most influence guest satisfaction
Q2. The hotel staff consistently deliver services as promised (Reliability).
[image: ]
In this dimension, 27/30 of the employees (90%) agreed or strongly agreed, 3 (10%) were neutral, and none of them disagreed. The answers indicate that reliability is a strength that is well-established at Delta Hotels. Employees explained this by elaborate standard operating procedures, online booking system, and coordination of team work. This result is consistent with Ali et al. (2021), who emphasised that trustworthy service is a source of brand credibility and a repeat customer. Marriott has uniform international standards that guarantee that the same quality is offered to the guests irrespective of the location. Thus, the concept of reliability is not only a process measure but also a trust-building mechanism that defines guest satisfaction and loyalty (Simanjuntak and Kristiana, 2016). 


Q3. Employees respond quickly and efficiently to guest requests (Responsiveness).
[image: ]
In terms of responsiveness, 24 (80%) employees said yes or strongly yes, 4 (13%) said no, and 2 (7%) said strongly no. Most employees were praised about the responsiveness culture, though some of them said that there are some difficulties in the peak occupancy times when the response time decreases slightly. This average change confirms Darvishmotevali et al. (2025), who discovered that the responsiveness to workload and staffing changes was sensitive. Internal communication applications and daily briefings in Marriott help to be efficient, yet adaptive shift planning could be used to become even more timely. Accordingly, responsiveness is essential but susceptible to the pressure of operations, which implies the opportunity of the necessary improvement (Brochado et al., 2019).
Q4. Employees have the knowledge and confidence to deliver service professionally (Assurance).
[image: ]
The findings indicate that 26 (87%) participants were in agreement or strongly in agreement, 3 (10%), neutral and 1 (3%) disagreed. Another dimension that performs well is assurance, the competence and confidence of staff have a direct relationship with the trust of the guests. Employees observed that regular grooming requirements, effective communication and training that is aligned to the brand enhances credibility. This aligns with Chen et al. (2022), who concluded that assurance creates brand trust and builds on guest relationships. At Delta Hotels, front-desk and F&B teams are professional, and it offers guests the sense of security and appreciation, especially to foreigners who are not familiar with the local environment (Dinçer and Alrawadieh, 2017).
Q5. Employees show genuine care and concern for guests (Empathy).
[image: ]
In empathy, 27 employees (90%) responded in agreement or strongly agreed, 2 (7%) were neutral and 1 (3) disagreed. This high score supports the fact that the service culture is heavily engulfed in emotion. Employees cited attempts to recall repeat customers, greet them personally and provide services based on dietary or cultural preferences. The result confirms Subakti et al. (2024), who emphasised the role of empathy in leisure hotels in the context of satisfaction. Similarly, Abdou et al. (2022) noted that individualised attention leads to a higher level of psychological comfort among travellers. Thus, empathy makes Delta Hotels not only trustworthy but also emotionally close (Mankad et al., 2016).


Objective 3: To assess employee perspectives on training, teamwork, and management support
Q6. The hotel provides adequate training and development opportunities for staff.
[image: ]
The results show that 22 (73%) respondents said that they agreed or strongly agreed, 6 (20%) said that they were neutral and 2 (7%) disagreed. This relatively low score means that training is present, but it might not be available in all departments equally. Other employees said that they could not attend sessions because of shifts. The outcome indicates that Olawuyi and Kleynhans (2025) were right in emphasising that ongoing training is the guarantee of the sustainability of the service quality. Digital learning platform that Marriott has can be further used to provide flexible self-paced modules (Yu, 2020). Therefore, training is one of the possible areas of improvement that can be used to ensure the competence and morale of the staff.
Q7. Teams within the hotel collaborate effectively to meet guest needs.
[image: ]
In the case of teamwork, 26 employees (87%) said they agreed or strongly agreed, 3 (10%), neutral and 1 (3%), disagree. This affirmation shows that there is good cross-departmental cooperation. Front-office, housekeeping, and restaurant teams coordination allow the smooth operations. Nonetheless, there were slight coordination problems observed among employees when at full capacity over the weekend. The introduction of task-tracking tools in real-time might be effective in enhancing inter-departmental communication (Yi et al., 2018). This finding aligns with PJ et al. (2023) who determined that efficiency and satisfaction of guests in the hospitality industry rely on teamwork (Yuanwei and Lertbuasin, 2018).
Q8. Hotel management provides strong support, recognition, and motivation to employees.
[image: ]
Management support had the highest internal rating, with 28 employees (93%) being in agreement or strongly agreeing, 1 (3%), neutral and 1 (3%), disagreeing. The open-door policy, frequent performance feedback, and recognition systems used by the management were cited by the respondents as the reasons behind the motivation. This observation is consistent with Ali et al. (2021) and Chen et al. (2022) who contended that leadership support improves the morale of employees and the quality of service provision. The organisational climate of empowerment and respect at Marriott results into guest satisfaction due to its leadership culture (Sukwadi, 2017).
Objective 4: To examine the role of guest feedback and technology in sustaining service quality and satisfaction
Q9. Guest feedback is regularly collected, analysed, and used to improve service quality.
[image: ]
Twenty-six employees (87%) replied affirmatively or strongly, 3 (10%) responded neutrally and 1 (3%) replied negatively. Respondents affirmed that guest feedback is collected via survey, comment cards and Marriott guest voice platform, which is called GuestVoice. Meetings to review the weekly are taken where departments review the trends and areas of improvement. The findings are consistent with Kim and Kim (2022) and Vargas-Calderon et al. (2021), who discovered that the analysis of a guest review can help a hotel to predict the expectations and fix the problems immediately. Evidence-based decision-making is therefore made possible by technology (Ginting et al., 2023; Keshavarz et al., 2019). At Delta Hotels, analytics and human interpretation are an integrated concept to ensure that wrongful measures are taken as soon as possible and in the best way possible (Singgalen, 2025).
[bookmark: _Toc213280702]4.3 Discussion
[bookmark: _Toc213280703]4.3.1 Objective 1: Evaluating the Relationship Between Service Quality and Guest Satisfaction
The results proved that there is a good positive correlation between quality of services and overall guest satisfaction and 93% of the respondents agreed that guests are highly satisfied with the services offered by the hotel. This finding aligns with the results of Perdomo-Verdecia et al. (2024), who proved that the perceived quality of service has a direct impact on customer satisfaction and behavioural intentions in the hotel industry (Lu et al., 2015).
Delta Hotels employees also highlighted consistency of the brand, focus on cleanliness, and atmosphere of the hotel as the key to customer satisfaction. These are consistent with the research by Singgalen (2024), who discovered that cleanliness and environmental presentation are strong predictors of satisfaction. Physical facilities are physical and therefore increase comfort, as well as provide a sign of professionalism and care (Mehraliyev et al., 2022).
Moreover, the emotional aspects of service, especially empathy and assurance, also had a great role. This resonates with Wu (2014) idea that the satisfaction is based on the comparison of expectations and perceived performance, which is supported by trust and emotional attachment. The worldwide reputation of Marriott as a reliable service provider supports this view indicating that tangible and intangible service aspects interact in a synergetic manner to generate memorable experiences (Margaretha et al., 2022); (Tao et al., 2022).
In theoretical perspective, this confirms the SERVQUAL model, confirming that satisfaction is a multidimensional model which includes both cognitive (functional service) and affective (emotional engagement) dimension (Kaveski Peres and Pacheco Paladini, 2021). The results also verify the post-pandemic observation by Srivastava and Kumar (2021) that emotional assurance, hygiene, and service reliability have become determining factors in the satisfaction of guests.
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Tangibility and Reliability as Foundational Dimensions
Tangibility was rated 90 % positive, and it proves that tangible physical aspects have a strong influence on quality perceptions. This result aligns with Perdomo-Verdecia et al. (2024) and Minh et al. (2015) who concluded that properly maintained physical environments enhance the level of confidence with regard to service quality by customers (Rishi and Joshi, 2016).
The emphasis on cleanliness, aesthetics, and the use of modern equipment helps Delta Hotels to position itself competitively in the high-end hospitality industry in the city of Birmingham (Kalnaovakul and Promsivapallop, 2023). These physical indicators are perceived by guests as a sign of quality, which is one of the elements of the first impression identified by Bucak (2014).
Reliability, which is also rated high at 90%, came out as a pillar of trust by the guests. The employees attributed the consistency in the services to operational standardisation, well-defined procedures, and effective booking systems (Choo and Tan, 2017). This observation confirms Ali et al. (2021), who have related reliability to brand loyalty and repetitive business. Trust in hygiene, safety and cheque-in processes has become a non-negotiable requirement of guests in a post-pandemic environment, which adds to the operation excellence Delta has been striving towards (Zeqiraj and Nimani, 2022).
Empathy and Assurance as Human Dimensions
The high score of empathy (90%) shows that efficiency is not as important as personalised attention and warmth to the guests. The results are consistent with Subakti et al. (2024), who defined empathy as one of the dominant aspects of heritage and luxury hotels. Remembered gestures: Guests will often remember attentive gestures-recognised preferences, birthday greetings, and personal greetings as aspects that make them feel more satisfied than functional service (Oh and Kim, 2017).
Assurance with a rating of 87% implies that professionalism and confidence increase the comfort of the guests. Training of employees in Marriott focuses on communication and courtesy, which, according to Chen et al. (2022), is essential in building brand trust. This is especially applicable to foreign visitors who use the knowledge of the staff to enlighten them (Kalnaovakul et al., 2025).
Responsiveness: A Manageable Weakness
The lowest dimension in SERVQUAL was responsiveness with a rating of 80%. Although the employees were overall responsive to the needs of guests, some of them admitted to delays during the peak hours. This is similar to Darvishmotevali et al. (2025) who noted that responsiveness is susceptible to changes in workload and staffing. In the case of Delta Hotels, responsiveness can be enhanced by ensuring that staffing is maximised during peak seasons, investing in automation equipment to perform routine duties and cross-departmental training so as to achieve agility (Minh et al., 2015).
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Training and Development: Training was rated at 73% which means that employees appreciate the current programmes, but the access and frequency are not constant. This is in line with the claims made by Olawuyi and Kleynhans (2025) that continuous professional development is essential in ensuring high quality of service delivery. The use of a shift-based system in Delta Hotels can be a barrier to the staffs attending training sessions, indicating the necessity of the flexible e-learning platform or the micro-learning modules (Rouhani et al., 2024).
Gaps in responsiveness could also be attributed to lack of regular training which could be seen in other results. As Marshall (2015) has observed, training does not only increase competence but also employee motivation which results in better interactions with guests. In the case of Marriott, the addition of more regular refresher courses and performance-based learning may be beneficial in the long run in terms of operations (Kim-Soon et al., 2014).
Team Collaboration: The value of teamwork was agreed with 87%, which proves that interdepartmental cooperation works (Kariru et al., 2015). Employees mentioned the ease of collaboration of the front-office, housekeeping, and F&B teams, which aligns with PJ et al. (2023), who stated that collaboration contributes to the increased efficiency of operations and customer satisfaction.
Nevertheless, a portion of the employees have observed slight coordination gaps at the peak hours- this indicated that internal communication could be streamlined using real-time communication tools or online dashboards (Srivastava and Kumar, 2021). Collaborative culture does not only make services efficient, but also lowers stress and turnover rates, which makes service quality remain stable.
Management Support: The highest rating (93%), which indicates the high presence of leadership, was the management support. The employees reported the management of the hotel as friendly and supportive, which is directly related to motivation and morale. The findings of Ali et al. (2021) and Chen et al. (2022) are consistent, as these authors claim that participative leadership and recognition systems increase the employee engagement level. In Delta Hotels, the recognition culture and open door policy (Bravo Awards) represent the Marriott ethos, Serve 360, which focuses on the idea of inclusion, respect and empowerment (Abdulrab and Hezam, 2024) (Ngelambong et al., 2016).
[bookmark: _Toc213280706]4.3.4 Objective 4: Examining the Role of Guest Feedback and Technology
Feedback as a Continuous Improvement Tool: By implementing the Marriott-based analytics tool, known as GuestVoice, the hotel will be able to track the levels of satisfaction in real-time. This result is in line with Kim and Kim (2022), who found online review analytics as one of the strategic sources of performance insight. Likewise, Vargas-Calderon et al. (2021) established that analysing data through a review assists hotels to comprehend the expectation of the guests and forecast satisfaction patterns. In the Delta Hotels, accountability and transparency are ensured by feedback loops between departments (Arasli et al., 2023). The weekly review meetings will help the staff to respond promptly to any complaints that occur frequently such as speed of service or room neatness thus bridging the service quality gap that was highlighted in SERVQUAL (Yang et al., 2024).
Technology and Innovation in Service Delivery: When digital systems (contactless cheque-in, keyless entry, AI-focused assistance, etc.) are integrated into the traditional service encounters, they are complementary. It is in line with Zhao et al. (2024), who suggested that technological innovation boosts perceived efficiency and satisfaction by making the interactions with guests easier. Delta Hotels employees enjoyed the benefits of automation in minimising front-desk traffic and enabling them to devote more time to individualised interaction (Alrawadieh and Law, 2019). This technological-human synergy can be associated with the sociotechnical systems theory (Thomas, 2024), which is the idea that the best service performance appears through the interplay between the human and technological subsystems.
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Despite the rich revelations made in this study in relation to the relationship between service quality and guest satisfaction, there are some limitations associated with this study. Only 30 employees were used as a sample, which restricts the transfer of the findings to the broader hospitality industry (Sudarso, 2015). In addition, the research uses only the perceptions of the staff and not direct feedbacks of the guests, which is likely to present a response bias. The quantitative Likert-scale questions, despite their efficiency, limit the qualitative knowledge on the experiences of people. Lastly, contextual effects like management style or location might have had an impact on responses and hence lower external validity, since the study was carried out in one unit of the hotel (Phi et al., 2018).
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The results have a number of operational implications on Delta Hotels by Marriott Birmingham. Empowering personnel training by increasing the frequency of refresher courses would make the staff more responsive and increase service quality in general. The use of digital task management tools may enhance coordination when the occupancy is high. The management ought to keep developing a supportive culture by rewarding employees who perform well and promoting improvement that is based on feedback. The application of real-time decision-making and service recovery can be improved by extending the use of the Marriott analytics, namely, GuestVoice. By overcoming the weaknesses in the training and responsiveness identified and preserving the engagement in teamwork and leadership, Delta Hotels can further improve the level of guest satisfaction and retain the competitive advantage in the hospitality market of Birmingham.
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The results indicate that Delta Hotels by Marriott Birmingham has been able to maintain high service quality in all dimensions of SERVQUAL, which leads to high levels of guest satisfaction. The most influential factors were tangibility, reliability and empathy, as it showed the significance of physical comfort and emotional bond in developing favourable guest experiences. Management support and teamwork scored high among the employees, which proves that a good management and good teamwork make operations more efficient and motivating. Training opportunities were rated relatively lower though, which means that the skill development within the departments should be more regular. The responsiveness was generally good but there were little delays during peak hours. Feedback on the guests and incorporation of technology, especially with the integration of Marriott in his own system called GuestVoice, were found to be significant tools in the process of the continuous improvement of services. In general, more than 90% of the employees attested that guests were satisfied, which underscores the fact that Delta Hotels can coordinate the efforts of employees, organisational culture, and digital innovation to achieve high levels of hospitality and customer retention in the long term.


[bookmark: _Toc213280710]Chapter 5 – Conclusion and Recommendations
[bookmark: _Toc213280711]5.1 Conclusion
The paper has examined the relationship between service quality and the guest satisfaction in Delta Hotels by Marriott Birmingham, which is one of the well-established hospitality brands in the United Kingdom with an excellent business and leisure services. The study was carried out to investigate the service quality dimensions that influence the guest satisfaction to the greatest extent, the impact of employees and management, and the importance of guest feedback and technological innovation on service excellence.
The study employed the SERVQUAL framework as the theoretical background to collect quantitative data based on the structured questionnaire of 30 employees. The answers were processed to determine the main performance trends, as well as to explain the correspondence between the operational and human aspects of the hotel and the results of the guest satisfaction. The paper also assessed the greater impacts on the strategic and operational practise of Delta Hotels, as it is a sign of the significance of consistency in service, leadership, and agility in today’s hospitality setting.
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Key Objective 1: Relationship Between Service Quality and Guest Satisfaction
The results showed that there was a positive and direct correlation between the level of quality of the services provided by the hotel and customer satisfaction. Almost all respondents shared an opinion that guests are always highly satisfied, mainly because of reliability, empathy and assurance that the staff shows. These results confirm the importance of the emotional and functional quality standards. Along with the physical features that can impact the visitors, including the cleanness, comfort, and design, the intangibles can be mentioned as well, including attentiveness, trust, and professionalism. This two prong strategy provides a full service experience which is satisfactory and in most cases, is above the expectation. The employees provide a combination of emotional intelligence and consistency, which makes the image of Delta Hotels as the brand oriented to the customer stronger.
Key Objective 2: Influential Dimensions of Service Quality
Out of the five dimensions of SERVQUAL, three dimensions that were found to have the most significant influence included the following; tangibility, reliability and empathy. The tangibility is the manifestation of the physical manifestation of quality, rooms, facilities, design and cleanliness which create unforgettable first impressions. The quality of promise keeping in service provision and more human quality of hospitality which guarantees that all of the guests feel special, and heard is reliability and empathy respectively. Responsiveness and assurance with a variance was also high. It was attributed to guarantee and professionalism coupled with product knowledge created the trust of the guests. The responsiveness was satisfactory but could have been improved during peak times because of the staffing shortages or the lack of flexibility between departments. On the whole, these findings prove that real presentation and human empathy are the basis of guest loyalty.
Key Objective 3: Employee Perspectives on Training, Teamwork, and Management Support
The internal results showed that the employees view the management support and teamwork as the strongest contributors to the quality of the services, whereas training frequency is a relative weakness. The employees have indicated that there is a good co-operation within the department and that they enjoyed the culture of supportive leadership that defines the management philosophy of Marriott. Training was also found to be inconsistent because of time constraints. Lack of the continuous refresher programmes may slowly have impact on the responsiveness and innovation particularly as technology and guest expectations change. Conversely, high performance has a motivational basis on teamwork and management involvement. The employees feel acknowledged and empowered and this increases morale and enthusiasm towards guests.
Key Objective 4: Guest Feedback and Technological Innovation
It turned out that the technology and guest feedback were important facilitators of service enhancement. The hotel can use the GuestVoice analytics offered by Marriott to obtain feedback, analyse it, and react to it in real time. This is an evidence-based method of implementing service recovery and improving decisions. Employees admitted that constant feedback supervision allows solving problems quickly and strengthening accountability. Technological innovation, such as online cheque-in, mobile key-access, and automatic communication systems, makes life easier and saves on manual labour. Not only are these systems efficient and effective but also enable the staff to spend more time in personalised interaction with the guests, which is a crucial balance between computer efficiency and human contact. Feedback and technology are seen to create an endless improvement cycle, which should help the hotel to achieve excellence in the area of operation and emotional service. 
Overall Reflection and Summary
All the findings prove that Delta Hotels by Marriott Birmingham provides high-quality service experiences which, to a considerable degree, impact the guest satisfaction. The most determining factors are tangibility, reliability, and empathy, and the remaining ones, assurance and responsiveness, support professionalism and agility. The hotel has a good leadership, teamwork and a culture of feedback within it. Nevertheless, there is an evident necessity to enhance the staff development programmes to ensure the homogeneous standard of all the functional areas of operation. Technology and guest feedback have also been invaluable towards the provision of real-time enhancement and the establishment of long-term guest loyalty. On the whole, this paper concludes that sustainable service excellence needs a comprehensive strategy one that integrates people, process, and technology. Delta Hotels should keep on balancing between emotional engagement and efficiency, keep its culture of leadership, and use innovation as a tool to predict and fulfil the changing demands of its guests. 
[bookmark: _Toc213280713]5.3 Recommendations and Practical Strategies
It is recommended that the following measures should be implemented to improve the efficiency of operations, performance of staffs, and general customer satisfaction in Delta Hotels by Marriot, Birmingham. Both strategies are based on the research results and incorporate the findings of the existing studies in the hospitality sphere to maintain the service quality and competitive edge.
Enhance Responsiveness Through Operational Efficiency: Responsiveness was the most poorly performing SERVQUAL dimension that was mainly affected when operations were at their best. To solve this, Delta Hotels need to initiate real-time staff scheduling systems, which will provide the allocation of human resources in response to the changes in occupancy (Darvishmotevali et al., 2025). Moreover, cross-functional training may help to allow employees to offer temporary assistance to the departments with excessive workload pressure to decrease bottlenecks. The use of AI-based coordinating tools will enhance communication and automate the process of managing service requests. All these measures can help reduce the response time, reduce the number of guests waiting, and increase the efficiency of the staff. Increased responsiveness does not only improve the satisfaction of the guests, but also makes the hotel brand recognised as reliable and professional in terms of service delivery.
Introduce Flexible and Continuous Staff Training: Training of the employees on a regular basis is the key to the long-term service quality. Delta Hotels ought to implement an online platform with modular on-demand training that includes communication, guest relations, and the use of technology (Olawuyi and Kleynhans, 2025). Interdepartmental collaboration could be stimulated by quarterly workshops, which could strengthen soft skills, including empathy and conflict resolution. Motivation will be enhanced by introducing performance-related rewards, such as having the staff who have been trained on advanced skills being rewarded or offered a promotion in their careers. This hybrid model of e-learning and on-job training will fill existing gaps in skills, provide staff with flexibility in high occupancy situations, and support the behaviour of employees with global benchmarks of Marriott, as well as to maintain the quality of all service touchpoints and customer experience levels.
Strengthen Employee Motivation and Engagement: As much as leadership support is observed, long-term motivation needs systematic recognition and empowerment structures. Delta Hotels ought to launch a Service Excellence Recognition Programme that glorifies creativity, teamwork, and appreciation of the guests (Chen et al., 2022). Bi annual employee feedback surveys would facilitate a culture of trust by making the management attentive to the issues of the workplace. Newsletters and other internal communication tools like digital noticeboards can be used to highlight the achievements as a culture of visibility and appreciation can be developed. Such programmes will increase emotional attachment, decrease turnover and strengthen a sense of belonging. The motivated employees will also be more inclined to demonstrate enthusiasm and empathy, which will immediately translate into the better service consistency and the higher guest satisfaction outcomes. 
Leverage Guest Feedback More Strategically: Despite the presence of feedback systems, the research found some ways to enhance data utilisation. The hotel ought to introduce a Feedback Response Dashboard that classifies the concerns of the guests into different categories, i.e., cleanliness, food, or speed of service, and allows the hotel to perform follow-ups (Kim and Kim, 2022). Internal communication of You Said, We Did summaries can help hold management accountable, and the frontline employees will be enabled to record real-time guest feedback to take immediate corrective measures. This will make feedback a proactive tool of improvement as opposed to being a backward document. Guest opinion tracking, analysis and open communication will build trust, responsiveness and reputation to drive the Delta Hotels operations as a continuous improvement and service innovation driven organisation.
Foster Cross-Departmental Collaboration Using Digital Tools: Although teamwork is one of the primary assets of Delta Hotels, further digitalization will help in improving coordination. The real time collaboration dashboard would also be integrated and would communicate with front-office, housekeeping, and food service teams to follow through with guest requests until the end (Vargas-Calderón et al., 2021). The five-minute meetings in the form of a huddle can be organised on the daily basis, as well as guarantee the consistency of the priorities and the flow of the shifts. The internal communication tools will replace the ineffective email communication that will hasten the decision-making and activity tracking. This web strategy fosters openness, accountability and collective ownership of experiences of guests. The improvement of interdepartmental interaction will lead to the decrease in delays in services, to the facilitation of the clarity of the working process and to the possibility of the promotion of the smooth and continuous provision of the services, which is the main competitive advantage of Delta Hotels.
Improve Technological Progression in Guest Interaction: The solution of the provision of convenience and customised in the contemporary hospitality is the introduction of technology. To address pre-arrival queries and automatise booking services and provide localised recommendations, Delta Hotels ought to increase AI-friendly chat services (Zhao et al., 2024). The smart room technologies will be presented, i.e., the mobile-controlled lighting and temperature, will enhance the comfort of the visitors and make the property shine in the value proposition. The predictive analytics may also be used to pre-empt the preferences of the repeat guests and make the experiences more personalised. Efficiency and authenticity will be stolen simultaneously in Human touch and automation by Delta Hotels.
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	No.
	Statement
	Scale (1–5)

	Section 1 – Service Quality Dimensions
	
	

	1
	The hotel’s physical environment (lobby, rooms, amenities) is clean, modern, and visually appealing.
	1–5

	2
	Staff consistently deliver services as promised and handle guest requests accurately.
	1–5

	3
	Employees respond promptly to guest inquiries and service needs.
	1–5

	4
	Employees demonstrate confidence, knowledge, and professionalism when dealing with guests.
	1–5

	5
	Staff show personal care and understanding toward each guest’s needs.
	1–5

	Section 2 – Employee Perception
	
	

	6
	I receive sufficient training and support to provide quality service.
	1–5

	7
	Teamwork ensures consistency in service standards in my department.
	1–5

	8
	Managers motivate employees to prioritise guest satisfaction.
	1–5

	Section 3 – Guest Satisfaction and Behavioural Intentions
	
	

	9
	Guests are consistently satisfied with the quality of service they receive.
	1–5

	10
	The hotel delivers service quality that meets or exceeds guest expectations.
	1–5


Thank you for your participation.
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