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During my placement with Leonardo East Midlands, I had the opportunity to work in the Housekeeping Department, which is responsible for maintaining the hotel’s standards and ensuring guest satisfaction. Some of the department’s key responsibilities include performing quality checks, monitoring room cleanliness, and reporting any issues to management. It also addresses maintenance requests and occasionally interacts directly with guests through feedback and service requests.
Throughout my placement, I encountered various challenges that affected both guest and staff experiences. One significant issue was the ageing condition of the building, which resulted in recurring mould and visible wear in certain areas, particularly bathrooms. The lack of adequate ventilation and outdated furniture further contributed to these problems. Online guest reviews frequently highlighted dissatisfaction with room quality.
A four-star hotel is expected to uphold high standards of cleanliness and maintenance. According to VisitEngland Hotel Quality Standards (2024) and the AA Hotel and Hospitality Services (2025), such properties must demonstrate excellence in hygiene and décor. Unfortunately, at Leonardo East Midlands, the hotel’s ageing infrastructure prevented it from fully achieving these standards.
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Key Issue Identified
The main issue I identified was a discrepancy between the hotel’s marketing promises and the actual guest experience. According to Leonardo Hotels (2025), “164 elegant rooms of this hotel are furnished with modern amenities such as air conditioning, free Wi-Fi, and triple-glazed windows; there are also complimentary toiletries in each room.” However, while the hotel was marketed as a four-star property, the outdated furnishings and persistent mould created a clear mismatch between guest expectations and reality.

Why the Issue Matters
The SERVQUAL model emphasises that tangibles are one of the five key dimensions that influence service quality. Parasuraman, Zeithaml and Berry (1988) and Bitner (1992) suggest that the physical environment performs a vital part in shaping guest perceptions and staff behaviour. Negative physical cues, such as unpleasant odours or visible dampness, can significantly affect perceptions of safety and cleanliness.
According to the Expectation-Disconfirmation Theory, when a hotel fails to meet guest expectations, dissatisfaction and negative feedback are likely to occur. Cleanliness is consistently cited as one of the strongest predictors of guest satisfaction and return intention in the hospitality sector.
Furthermore, mould is not merely an aesthetic issue; it also poses health risks, including allergic reactions and respiratory problems. Dimitroulopoulou et al. (2023) note that the UK’s Health and Safety Executive (HSE) recommend maintaining relative humidity between 40–70% to prevent the growth of mould and bacteria. Therefore, housekeeping teams must effectively monitor and manage environmental conditions.

[bookmark: _Toc211949959]My Role and Self-Reflection

During my placement, I observed that rooms located on the north-facing side of the building were particularly prone to damp and mould. Initially, I followed the standard cleaning procedure using disinfectants and anti-mould solutions; however, these only provided temporary relief. After several cycles of cleaning and re-inspection, it became evident that the issue stemmed from deeper structural and ventilation deficiencies.
I discussed the problem with my colleagues in the housekeeping team, and we collectively agreed that the hotel’s management needed to undertake more substantial refurbishment work. I also liaised with the Front Office to manage guest expectations by proactively allocating alternative rooms and offering goodwill gestures such as complimentary drinks or towels.
This experience helped me to understand the importance of interdepartmental collaboration and the need for effective communication in maintaining service standards. It also reinforced theoretical concepts from the Marketing and Guest Experience module, particularly those related to brand integrity and service quality management.
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The issue at Leonardo East Midlands illustrates a brand promise gap, where the hotel’s marketing messages do not align with the actual guest experience. This inconsistency can harm brand credibility (Joseph et al., 2021). Bowie (2017) emphasises that hospitality marketing is not solely about promotion; it involves delivering on the promises made to guests. Each department, including housekeeping, contributes to maintaining brand consistency and perceived quality.
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· Short-Term (Within 30 Days): Reset the Marketing Promise
The hotel should reclassify rooms into two categories, Refreshed and Classic, and update online descriptions and images accordingly. It should also communicate these distinctions transparently to guests before arrival through emails or text messages. This aligns with SERVQUAL’s servicecape and expectation management principles (Mullins and Dossor, 2013). The expected outcomes include fewer complaints about “old” rooms and an improved online reputation. Key performance indicators (KPIs) include the number of negative cleanliness mentions in reviews, the average cleanliness rating, and the frequency of compensation claims.
· Medium-Term (Within 60–90 Days): 
Implement Anti-Mould and Humidity Control Measures
The hotel should conduct a humidity audit, repair faulty ventilation systems, and introduce mobile dehumidifiers to maintain air quality in line with World Health Organisation (WHO, 2009) and HSE guidelines. Expected outcomes include reduced mould recurrence, faster room turnaround, and improved guest satisfaction. The KPIs for this initiative include the percentage of rooms affected by mould, average humidity levels per floor, and the cleaning cost per room.
· Ongoing: Introduce a Structured Service Recovery Protocol
The implementation of a structured service recovery protocol will enable staff to manage guest concerns more efficiently. Housekeeping and Front Office teams should be empowered to make informed decisions, such as prioritising room moves, offering small compensatory gestures, and communicating transparently about building conditions. Aligning with best practices (Cheng et al., 2019), this protocol aims to improve guest satisfaction while reducing recovery costs. Relevant KPIs include the first-contact resolution rate, average response time, compensation value, and guest satisfaction scores.
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This placement reinforced that housekeeping extends beyond cleaning—it represents the physical evidence of the brand. Tangible aspects of the service environment influence guest perceptions even before any staff interaction occurs. When these physical cues conflict with marketing messages, guest trust and satisfaction are likely to decline.
Moving forward, I intend to:
· Advocate for transparent product positioning in all marketing communications.
· Collaborate with the Maintenance Department to monitor environmental factors such as humidity and ventilation.
· Support the implementation of a consistent service recovery framework that empowers staff to make fair and effective decisions.
· Reflect on and develop my emotional intelligence, recognising that in hospitality, the ability to understand guest emotional states and respond accordingly enhances service quality significantly (Völker et al., 2023).
· Commit to career-adaptability practices, understanding from recent research that self-reflection and career exploration during experiential learning placements positively influence professional adaptability and wellbeing (Ran et al., 2023).
Theoretical knowledge, such as SERVQUAL, servicescape theory, and expectation-disconfirmation models, helped me interpret my observations. Practical experience enabled me to apply these theories in real-world decision-making, such as categorising rooms, communicating limitations, and delivering service recovery. The addition of a personal development focus ensures I can translate this placement into future professional growth, rather than viewing it purely as a task.
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The main challenge I faced in the Housekeeping Department at Leonardo East Midlands was managing guest expectations in an ageing property. This experience taught me that cleanliness alone cannot compensate for structural shortcomings. Effective guest service requires a holistic approach—aligning marketing promises, physical product quality, and service recovery practices.
Until a full renovation can be completed, combining transparent communication, environmental management, and proactive recovery strategies can help sustain guest satisfaction and uphold the brand’s four-star reputation.
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