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Executive Summary
The study investigates the relationship between brand image and guest expectations who is in the hospitality industry. The hotel selected for this study is The Falcondale Hotel located in Wales. The Falcondale Hotel is an independently running heritage hotel that developed its brand image by focusing on luxury service and local heritage. The primary aim of the research is to analyze and evaluate how brand image can be aligned with guest expectations. This is a secondary database research that is aligned with interpretivism philosophy. It is an exploratory research focusing on four key objectives. Secondary data is collected from different secondary sources like peer reviewed journals, online articles, organizational website, third party review sites, etc. 
Literature review of this study shows that there are empirical evidence about brand image and logistic expectations but there is also literature gap. In existing literature, there is limited mention about small and medium sized hotels like The Falcondale Hotel, and how these hotels should develop their brand image so that they can straightforwardly meet guest expectations. 
The findings of this study is based on six key themes identified from recurring codes and patterns from existing literature and other secondary data sources. The findings resonate with the fact that there is a strong relationship between brand image and guest expectations. However, both brand image and guest expectations are dependent on several factors. Even though the target market for The Falcondale Hotel is very specific, customers still focus on perceived value for money, and it is important for the hotel to give a better value against the price and expectations of the guests. 
Based on the findings of the research there are some practical recommendations developed that are expected to give better guidance to The Falcondale Hotel about reshaping its brand image in the most feasible way. 
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[bookmark: _Toc213116072]Chapter 1: Introduction
[bookmark: _Toc213116073]1.1 Background of the Research
The hospitality industry is a fiercely competitive industry where businesses can lose their competitiveness due to evolving factors that shape customer perception. According to the research of Mehra and Jain (2021) brand image is a competitive factor that shapes customer perception, and based on the brand image they develop assumptions in terms of getting different kinds of services or facilities as guests. In another research Pirogova et al. (2023) stated that there are many specialized hotels like boutique and heritage hotels where customers do not look for modern facilities, instead they try to focus on online reviews, website content, storytelling, and local culture to develop their perception about the level of experience they might receive. Therefore, when these perceptions or expectations are not met, guest satisfaction decrease and for the regular customers their loyalty may also get affected (Saut and Bie, 2024). That is why it is important for hotels to understand the importance of managing and aligning brand image with guest expectations (Wilson, 2025). Hotels should consider it as a strategic priority so that they can differentiate themselves from the competitors, especially when they target niche customer segments of the market (George, 2025). 
The research is based on The Falcondale Hotel located in Wales. The Falcondale Hotel is a four-star country House Hotel that's paradise local heritage and culture and develop its position as a historic charm (The Falcondale, 2025). The Falcondale Hotel targets guests who consider luxury facilities. The hotel particularly offers fine dining and personalized experiences for its guest, and it has developed a strong reputation with quality service. 

[bookmark: _Toc213116074]1.2 Research Problem and Rationale
The Falcondale Hotel has developed its brand image as a luxury and personalized experience place but there is a lack of understanding about aligning the brand image with guest expectations. As The Falcondale Hotel runs independently, it is important for the business to maintain its competitiveness as there are other competitors in Wales who are also boutique and heritage hotels. Existing literature only focus on multinational hotel chains to discuss the importance of brand image and aligning it with guest expectations. There is a lack of empirical evidence that shows how independent hotels like The Falcondale Hotel should strategize for brand development and brand image to meet the guest expectations. The distinctive nature and independent ownership of The Falcondale Hotel makes it a compelling case for developing understanding about the relationship between brand image and guest expectations (The Falcondale, 2025).  
This study is a literature-based study where evidence is collected through secondary sources. The research focuses on developing a bridge to eliminate the gap by evaluating the projected brand image of The Falcondale Hotel and whether it is able to meet guest expectations. 
[bookmark: _Toc213116075]1.3 Research Aim
The aim of the research is to critically examine and develop understanding about the extent of The Falcondale Hotel’s brand image in relation to guest expectations and experience as a case study. 
[bookmark: _Toc213116076]1.4 Research Objectives
· To understand the ways brand image as a major factor is defined and understood by businesses within the hospitality sector.
· To understand how guests develop their expectations based on branding strategies adopted by businesses within the hospitality sector.
· To evaluate the extent to which guest expectations are aligned with brand image by hotels like The Falcondale Hotel. 
· To provide evidence-based recommendations for a better alignment between brand image and guest expectations at The Falcondale Hotel.  
[bookmark: _Toc213116077]1.5 Research Questions
1. How is brand image defined and understood by businesses within the hospitality sector?
2. How guests develop their expectations based on branding strategies adopted by businesses within the hospitality sector? 
3. What is the extent to which guest expectations are aligned with brand image by hotels like The Falcondale Hotel? 
4. What kinds of recommendations should be given to The Falcondale Hotel for a better alignment between brand image and guest expectations?
[bookmark: _Toc213116078]1.6 Structure of the Research



















[bookmark: _Toc213116079]Chapter 2: Literature Review
The second chapter of the research is literature review, where the researcher engaged in exploring existing academic literature to develop empirical understanding about the relationship between brand image and guest expectations for independent run hotels like The Falcondale Hotel. 
[bookmark: _Toc213116080]2.1 Brand Image in the Context of Hospitality Sector
Abbas et al. (2021) stated that brand image is developed based on a set of perception of the customers about a brand. Diputra and Yasa (2021) explained that brand image is developed based on a collective factors like marketing content, customer reviews, word-of-mouth marketing, pricing strategy and market position. 
In the case of the hospitality sector, brand image is dependent on several factors like the logo and brochure but in the research of Ghorbanzadeh et al. (2023) it was highlighted that when hotels try to develop their brand image in a positive way, they should focus on increasing their online presence, service encounters and how they are reviewed by third parties. 
Even though the concept of brand image is similar for every hotel but in the case of the independent hotels like The Falcondale Hotel, it may not be possible for the brand to spend on marketing budgets like the large hotel chains but to develop its brand image such hotels can rely on consistency across touch points. It is suggested in the research of Kokkhangplu and Auemsuvarn (2024) that when it comes to the independent or boutique hotels, they should not increasingly spend money on traditional marketing methods, instead they can take help from a careful design of experiential and emotional content that can resonate with the target customer segments. For heritage and independent hotels, they do not target the regular guests, instead they only focus on people who are interested in architecture, localist culture, heritage, or traditional settings and it should be highlighted through their marketing communication (Al Fahmawee and Jawabreh, 2022). Ogoina et al. (2024) said, in this modern age, heritage or independent hotels can take the advantage of social media where images or videos spread like rocket, and brands can encourage customers to engage in electronic-word-of-mouth marketing that can develop a positive brand image for potential customers. 

[bookmark: _Toc213116081]2.2 Guests Expectations and Service Perception
Just like brand image, guest expectations are also dependent on several factors. Hossain et al. (2023) found that, guest expectation is a strong determinant factor for brands in the hospitality sector because it shows the level of interest and enthusiasm a guest has in terms of spending their time in the hotel. Kitsios et al. (2021) gave ideas about the factors that affect guest expectations, like reviews from previous customers, personal preferences, promotional activities, and marketing content.  
Hsieh and Yuan (2021) mentioned guest expectation as a psychological benchmark for the customers as they evaluate the service delivered and their own expectations. This can be aligned with ‘The Expectancy-Disconfirmation Theory’ - where it is stated that customers are often noticed to be satisfied when the perceived performance of service or product meets or surpasses their own expectations, and if perceived performance of service or product fall short to meet their expectations than they will be dissatisfied (Schiebler et al., 2025). 
In the case of the hospitality industry, guest expectations are often considered to be context specific. for example, Al-Shidhani and Tumati (2021) said that brand tier is a strong influencing factor for the guests to develop their expectations about service quality or others as they start to expect differently for luxury or budget or boutique hotels. Researchers like Zarezadeh et al. (2022) stated that, when the guests are sophisticated, they develop their expectations based on the combination of several factors like online presence or website of the brand, social media marketing, and peer reviews, and this segment of the customer base often develop complex expectations about their experience. On the other hand, Olorunsola et al. (2024) identified that, in terms of budget hotels, guests expectations are often related to quality of room, service, food, etc., instead of any emotional dimensions. 
In this regard the SERVQUAL framework can be a helpful tool to develop better understanding. The model emphasizes on measuring service quality through 5 dimensions: reliability, assurance, tangibles, empathy, and responsiveness. According to Ammar and Saleh (2023), regardless of the guest types and tiers, if there is any perceived mismatch between expectations and performance regarding the five dimensions mentioned in the SERVQUAL framework, there will be a significant impact on guest satisfaction. 
[bookmark: _Toc213116082]2.3 Interplay Between Brand Image and Guest Expectations
There are numerous researchers who found strong relationship between brand image and guest expectations particularly for the hospitality industry. It was identified in the research of Shi et al. (2021) that when hotels develop a strong brand image, they are more likely to get guests with higher expectations, but it is also necessary to understand that it can bring new challenges for such hotels. Huang et al. (2022) emphasized on one particular challenge that is the high risk of disappointment, because if the guests are not satisfied with what they think they should get, it is more likely to lead towards dissatisfaction.  
Mediratta (2025) found that businesses in the hospitality sector should consider brand image as a filter or a lens through which the guests develop their expectations and want to experience those expectations. One example was given by Qian et al. (2021), if a hotel is promoting itself as a luxury brand and develop the perception among the potential guests that it can provide high-end services unlike others, when there is even a slight delay, it may increase dissatisfaction and leads to a significant failure. Lin and Sakamoto (2024) on the other hand, found that when there is an authentic brand image developed by a mid-level hotel, and the guest expectations are fulfilled, guests are more likely show improved tolerance even if there are errors. 
Developing positive brand image often depends on word-of-mouth marketing, and in this modern stage it becomes electronic-word-of-mouth marketing (Kartika and Pandjaitan, 2023). Ding et al. (2022) said that it is particularly crucial for independent hotels as they heavily rely on positive online reviews and when particular tag lines like “satisfied”, “beyond expectations” are mentioned by the happy and satisfied customers on online, it enhances guests’ expectations for potential customers. In this regard, Kumar (2024) suggested hotels to maintain a positive reputation on online platforms and ensure brand messages and promotional content are aligned with the actual service delivered. 

[bookmark: _Toc213116083]2.4 Research Gap
Even though there is ample empirical evidence about brand promotion, guest satisfaction but most of it focuses on luxury brands and hotel chains. There is limited evidence about independently-run boutique or heritage hotels like The Falcondale Hotel, that are often low on budget or target niche customer segments. Besides that, existing literature shows the importance of online reviews as one of the primary data source for potential customers, there is very limited synthesis on how different brand related theories can be aligned in a structured way for independently-run boutique or heritage hotels like The Falcondale Hotel. 
Arguments have been developed in the research of Marghany et al. (2025) for more contextualized analysis about local culture focused boutique or heritage hotels, historical perspectives of these hotels and their service authenticity. These factors are overlooked in existing literature, but it is critical for independently-run boutique or heritage hotels like The Falcondale Hotel. 

[bookmark: _Toc213116084]2.5 Chapter Summary
The literature review focus on developing understanding about the multifaceted relationship between brand image and guest expectations for the hospitality industry. It can be said that, both brand image and guest expectations are dependent on several factors but to maintain a positive relationship between these two, hotels are required to be more attentive towards what they are promising through their promotional messages and what they actually deliver. 











[bookmark: _Toc213116085]Chapter 3: Research Methodology
In this third chapter of the research, an outline is developed that shows methodological approaches selected to conduct this research. As the research is based on secondary data, methodological selections are shown with proper justification. The researcher a qualitative case study framework based on the interpretivist philosophy. The research is exploratory in nature, and it allows developing A contextual understanding about the research phenomena by focusing on real-world situations. 
[bookmark: _Toc213116086]3.1 Research Design
The research is based on interpretivist research philosophy. The interpretivism philosophy is selected because the research focuses on understanding how meanings (guest expectations) are developed – like how the brand image of The Falcondale Hotel impact guest expectations (Nickerson, 2022). Instead of using statistical methods for testing the relationship quantitatively, this research focused on explored his design to identify the emotions, perception in developing guest expectations as it is subjective because it varies individual to individual in different context (Pervin and Mokhtar, 2022). 
Besides that, interpretivism philosophy used in this research also helped to establish the fact that brand image and guest expectations are socially constructed factors, and they are affected by other associated factors like language, culture, history, service quality, and individual experience (Japutra et al., 2025). 

[bookmark: _Toc213116087]3.2 Data Collection Method
As the research based on secondary data, data is collected from existing sources like peer reviewed journals, articles, business websites, Google reviews, newspaper and magazine. The researchers selected secondary data as it is practically and conceptually viable for this research. The researcher focused on the placement at The Falcondale Hotel, and it allowed an access to public data sources to understand branding practices of independent and heritage hotels like The Falcondale Hotel.  Contextually, by focusing on secondary data it was possible for the researcher to understand the projection of a brand’s messages and how they are received by the guests do you understand the dynamics related to brand and communication. 

[bookmark: _Toc213116088]3.3 Data Analysis
Thematic analysis is used to analyze the secondary qualitative data. The researcher followed the Braun and Clark’s six-step thematic analysis method, as it is one of the most widely accepted thematic analysis method (Naeem et al., 2023). To get a strong hold on the themes, a coding framework is developed based on the existing literature and other secondary data sources (appendix). Based on the coding framework, the researcher identified recurring themes. The coding framework helped the findings to be based on theoretical ground and evolving insights. 

[bookmark: _Toc213116089]3.4 Ethical Considerations
Even though this is a secondary database research ethical considerations where carefully addressed.  Secondary data collected from different sources are properly cited and referenced. there is no direct use of quotations and no personal identifiers about the online reviewers were mentioned.
The researcher followed and adhered to academic integrity and assure that there is no misrepresentation of data, and no selective or partial representation of data. 

[bookmark: _Toc213116090]3.5 Limitation Of The Methodology
As the research is based on qualitative data that allows in-depth analysis of the research phenomenon, there are certain limitations of this research method. By focusing on secondary data only it was not possible for the researcher to control the generation or production of data. Therefore, it was not possible for the researcher to avoid the risk of biased data. For example, it is most likely for the guests who are highly satisfied or dissatisfied to give their views, while guests who are moderately satisfied or dissatisfied may not be interested to give their actual reviews or comments. 
Another limitation is the use of qualitative data only. If mixed method research approach was used, it could be possible for the researcher to validate findings from qualitative data through quantitative data. 

[bookmark: _Toc213116091]3.6 Chapter Summary
The chapter provides an outline of the methodological foundation of the research. By focusing on qualitative data only, the research is exploratory in nature. The researcher aligned interpretivist philosophy with qualitative approach, that set the foundation to get in-depth insights and context specific understanding about the relationship between brand image and guest expectations. 















[bookmark: _Toc213116092]Chapter 4: Findings and Discussion 
[bookmark: _Toc213116093]4.1 Findings 
[bookmark: _Toc213116094]4.1.1 Theme 1: Projected Brand Identity
Existing hotel chains regardless of their primary target customers, focus on a distinctive brand image development that are based on luxury, service quality, innovation, and perceived value (Lu and Ahn, 2024). In the research of Presutti et al. (2025) it was identified that independently running hotels focus on developing their brand image through local culture, heritage and refined countryside charm and these hotels often target niche segments of the customers. This is also applicable for The Falcondale Hotel, as it is already mentioned in their website that they are ‘a luxury country house hotel’, and used other phrases like ‘peaceful surroundings’, ‘fine dining’, ‘elegant bedrooms’, etc. (The Falcondale, 2025). Besides these phrases mentioned in their website the hotel itself reflects the statement that it is trying to upscale its position with visuals like color palette, exquisite garden, classic architecture, etc. 
Liu et al. (2021) identified that one of the most effective methods to develop brand image is to continuously engage with existing and potential customers through engaging social media content. Babu and Barik (2024) also agreed and said that it is not necessary for hotels to continuously promote on social media platforms instead they can post photos and videos of their location, culture, heritage, and gourmet dishes to make the people aware about what they can get if they become the guest of the hotel. Michael and Fusté‐Forné (2022) suggested to highlight the exclusivity, serene views, elegant dining and any other on the social media posts to set particular narratives that can best align with brand image. 

[bookmark: _Toc213116095]4.1.2 Theme 2: Guest Expectations
Suryanarayanan et al., (2021) recommended hotel brands to carefully promote different aspects of the hotels as it largely affects guest expectations. If hotels are giving assurance about their tranquility, high end cuisine and cultural heritage through social media posts or by adding phrases or narratives, images or videos on their own website, it is important for them to match those descriptions in real. Kalgi and Hire (2024) said, even if a hotel is promoting itself as a place where the guests will be able to get a peaceful break, it should stick to it so that the guests can get their desired break in terms of leisure or entertainment. 
Xiang et al. (2022) stated in their research that fulfilling guests’ expectations can be difficult for the large hotel chains but in the case of small, independent run hotels this can be an opportunity to increase customer loyalty through satisfaction as they can easily focus on specific factors like giving personalized services. On the other hand, Ye et al. (2022) disagreed and said that small or medium sized hotels are more affected by third party descriptions or reviews as there is intense competition in this category of hotels; therefore, it is important for them to encourage existing customers to become their advocate on online and social media platforms. 
In the case of The Falcondale Hotel, the hotel manages their own blogs where they post real life examples of different events and guide the viewers throughout the process like why they should plan their events with the hotel (The Falcondale Blog, 2024). This is encouraging for the guests because it will shape their expectations about what they can get from the hotel.  

[bookmark: _Toc213116096]4.1.3 Theme 3: Service Experience
In terms of existing brands in the hospitality industry, Chou et al. (2025) said that there are three factors that shape service experience of the guests- service quality, room quality, dining experience. There are guests who might focus only service quality where friendliness and helpfulness of the staff are also included. Xue et al. (2022) highlighted that, when guests in small hotels get unexpectedly warm services, without the staff being intrusive are more likely to give positive reviews to their peers. In this age of social media this can turn into electronic-word-of-mouth marketing, and it can be a crucial factor for developing positive brand image and influence potential guests expectations. Weng et al. (2024) highlighted customer reviews given for four-star hotels where the customer mentioned that he was satisfied with the service given by the receptionist but during his breakfast, the hotel staff gave rushed service. 
In the case of The Falcondale Hotel, there are many reviews posted on their own website. For example, one of the guest expressed his satisfaction and especially mentioned about the service of the hotel (The Falcondale, 2025). 
Besides service quality, there are other factors like room quality and dining experience that can help guests to develop their expectations (Bichler et al., 2021). For example, rooms with convenient technological option and great view are often highlighted by the guests and if the photos posted on the website or social media pages do not meet the expectations, it will become a challenge for the hotels to satisfy the guests (Das, 2023). Similarly, the dining experience should exceed the expectations of the guests as it is one of the significant part of their experience. 

[bookmark: _Toc213116097]4.1.4 Theme 4: Connection Between Brand Image and Guest Experience
It has been identified in much research like that of Parris and Guzmán (2023) about the expectations of the customers that are based on brand image. However, these evidence are mostly grounded on products and customer expectations about those products. In the case of the hospitality industry, there is a partial connection between brand image and the actual guest experience. For example, data collected from the research of Kim and Baker (2022) shows that in terms of luxury brands in the hospitality industry there are strong alignment between brand image and guest expectations in terms of dining, atmosphere, and service warmth. Shin and Jeong (2022) also agreed and added that luxury hotel chain brands often offer extra value with their services that is helpful in developing guest expectations but when it comes to small and medium-sized businesses in this sector, guests often focus on the value perception and ask questions on their own about the price-to-experience ratio. 
In the case of The Falcondale Hotel, customer reviews show that they are very happy and satisfied with room decor and value perception as they have mentioned on their reviews that the view and atmosphere of their room were very nice. However, it is important for the hotel to understand that for potential guests if the visual branding does not align well with operational delivery, it will affect guest expectations.

[bookmark: _Toc213116098]4.1.5 Theme 5: Emotional Aspects from Guest Feedback 
Emotional tone of the given reviews by the guests can be significantly influencing for potential guest expectations. According to the research of Sarofim et al. (2022) in the cases of strongly satisfied (happy) or strongly dissatisfied (unhappy/angry), customers become very emotional, and it also reflects through their reviews. Fan et al. (2023) mentioned about some of the common words or phrases, like ‘pleased’, ‘pampered’, ‘entertained’, ‘enchanted’ and ‘memorable’, used by guests to share their positive experience. It can be aligned with the reviews given by the guest on the website of The Falcondale Hotel where a customer said that “he felt like stepping into a storybook” as he visited the hotel several times (The Falcondale, 2025). 
In contrast, the impact of negative reviews can become a potential challenge for hotels. As Wan et al., (2023) said, when the customers are disappointed or frustrated, their outrage is reflected through reviews offline and online platforms. Chen et al. (2022) found that, when guests become disappointed on hotels for not meeting their expectations, they become enraged and give negative reviews as early as possible. in another research Grüner et al. (2024) found that there are 68% of the customers who are willing to share their negative experience compared to 43% of the customers who are willing to share their positive experience with others. This can be very significant for hotels like The Falcondale Hotel where the number of customers is very limited and if the guest expectations are not fulfilled, negative reviews given by the guest can become a strong and influential factor for future guest decisions. 

[bookmark: _Toc213116099]4.1.6 Theme 6: Perceived Value for Money
The term ‘value for money’ is coherently related with guest expectations. Laukkanen and Tura (2022) mentioned about focusing on giving better value to the customers against the price they are paying for products and services. Singh et al. (2023) added that when customers get better value for their money, it becomes a motivating factor for their increased satisfaction. 
In the case of the hospitality sector, especially for the chain hotel brands, Ali et al. (2021) found that when the brand image matches expectations of the guests or there is actual existence of those promised attributes, it is more likely for the guests to express their satisfaction about the pricing. El-Adly et al. (2024) said that the crucial aspect of value for money for hotels is that it can be a significant factor for guest satisfaction and there are associated factors that can make the guests feel connected with the hotels. 
Conversely, there is negative side, where if customers do not find it easy for the brand image to meet their expectations, it is more likely for them to make questions about the pricing strategy of the hotel. In this regard, Abrate et al. (2021) said that perception of value for money is different and unique for every guests but there is a common ground, like sustained service quality, room view and décor, technological attributes that can be considered as generalized factors influencing perception of value for money for most of the guests. 

[bookmark: _Toc213116100]4.2 Discussion 
The second part of the fourth chapter is discussion where interpretation of the findings is shown and, in this study, theoretical frameworks are used to do the interpretation. The focus of the discussion is to understand and evaluate the relationships between the brand image of independent run hotels like The Falcondale Hotel and the guest expectations. There are three specific theoretical frameworks used in this section to analyze the thematic findings in the previous section, Keller’s Customer-Based Brand Equity (CBBE) Model, SERVQUAL Framework and the Expectancy-Disconfirmation Theory. At the end of this section, there is exploration of the implications of the insights developed in this study for the independent run heritage hotels like The Falcondale Hotel brand management. 

[bookmark: _Toc213116101]4.2.1 Brand Image and the CBBE Framework
The model was developed by Keller, and it is an effective tool for developing understanding about hotels like The Falcondale Hotel can develop its brand image and stimulus guest expectations. There are 4 stages mentioned in the CBBE framework, brand identity, brand meaning, brand responses, and brand resonance - all of these stages can be aligned with branding strategy of a hotel (Latif, 2022). 
At the first stage there is brand identity, and in the case of The Falcondale Hotel it is noticed that the brand explicitly focus on visual and verbal elements to develop its brand identity. There is increased highlight on the website about the luxurious, cultural and tranquil experience people can get as a guest of the hotel. This is also very effective in shaping brand awareness and lead to the customers towards developing a positive brand image. 
The second stage of the framework is brand meaning. As an independent run heritage hotel, The Falcondale Hotel is continuously trying to establish itself as a place for fine dining where the guests can get warm hospitality with serene countryside escape. As a result, now when guests think about The Falcondale Hotel as a brand they easily remember the view it offers, fine dining and luxurious comfort.  
However, businesses often face difficulties at the third stage of the CBBE framework as it is directly related with perceived value. Paulose and Shakeel (2022) said that for the hospitality industry brand response is mostly related to service quality and perceived value of the customers and the critical issue is that it varies person to person. Considering the case of The Falcondale Hotel, if the hotel is able to maintain service quality and standard, it may be enough for most of the guests to develop positive perception but for a few of them such experience may not exceed their expectations; leading them to develop negative perception. 
The last stage is brand resonance, and it is directly associated with factors like brand loyalty and emotional attachment of the customers with the brand. According to the research of Guan et al. (2021) there are factors like service quality, emotional experience, pricing, frequency of entertainment, and staff behavior, that are most likely affect brand loyalty of guests in the hospitality sector. 
Based on their experience, guests often develop emotional attachment with their preferred hotels (Shahid and Paul, 2022). As a result, guests who got positive experience are more likely to return and recommend the hotel to others compared to those guests who did not get the desired experience and these group of guests will feel hesitant about returning. 

[bookmark: _Toc213116102]4.2.2 Expectancy-Disconfirmation in Boutique Hospitality
This is a contemporary and relevant theory as it provides a framework to develop understanding about guest expectations and how it leads toward satisfaction or dissatisfaction. From the above analysis it can be said that positive experience or factors that exceed guest expectations can increase customer satisfaction (positive disconfirmation). Similarly, if guest expectations are not fulfilled (negative disconfirmation), guests will become dissatisfied. 
[bookmark: _Hlk213084783]In this regard Kumar (2023) suggested brands not to overdo their marketing/motional activities to develop their brand image because it can lead to high level of expectations that may not be possible to match. Considering the hospitality sector, it is very important for the hotels to meet or exceed the expectations of the guests particularly for the fine dining and service quality. The Falcondale Hotel is known for its amenities, local culture focus, fine dining, and room décor, and the business has developed it's a brand image based on these characteristics. Therefore, the complexities related to meeting or exceeding guest expectations are at a moderate level for The Falcondale Hotel, but the scenario may not be the same for every other small-medium sized businesses. Das (2023) supports and said that in a boutique or heritage hotels it is particularly difficult the fulfill the guest expectations as there are challenges like maintaining historical charm and giving modern technological amenities together. 

[bookmark: _Toc213116103]4.2.3 SERVQUAL Framework 
In this framework, there are five dimensions: reliability, responsiveness, assurance, tangibles, and empathy; that are used to understand opportunities and challenges related to delivering brand aligned guest experience. 
Reliability indicates the consistency of performance of the hotel. Singgalen (2024) mentioned in their research that even though hotels performed reliably in core areas like fine dining, service standards, tidiness, etc., even if there is any variability, reliability perception about the hotel will change. Candra et al. (2023) mentioned that service delivery and service quality can be assessed/measured properly during high occupancy as only then it will become difficult for hotels to fulfill guests’ expectations. 
Responsiveness can be aligned with the willingness of the hotels to help the guests (Yeong et al., 2022). In the case of The Falcondale Hotel, there is a positive perception noticed through the guest reviews about responsiveness of the hotel. Many reviews showed that the staff were responsive, and they came to help without any hesitance or delay. 
Assurance can be related with the competence and courtesy of the hotel and its staff. According to the research of Roncally et al. (2024), if the hotel can fulfill guest expectations of fine dining, information about local culture and area, attentiveness for service, and how they deal with new problems and requirements of the guests, it will show high-level of assurance. 
Tangibles are the biggest challenge for heritage hotels like The Falcondale Hotel as it becomes difficult for them to maintain a balance between the implementation of advanced technology for guest convenience and room appearance/décor. Chan et al. (2021) talked about the old or outdated facilities that are still available in many hotels and it does not help in meeting guest expectations. The Falcondale Hotel is also facing this particular challenge as the physical environment is not well aligned with the marketing information shared on their website.
Empathy shows the frequency of giving individual attention to the guests (Dzakwan and Ubit, 2025). In the case of The Falcondale Hotel, the number of guests are often very limited as the hotel target niche customer segments. As a result, it is possible for the hotel to provide personalized services and make the guests feel valued as guests are able to enjoy romantic moments during their anniversary or wedding or any other special personal events. 

[bookmark: _Toc213116104]4.3 Implications for Boutique and Heritage hotel Brand Management 
The analysis of the findings of this study gives broader implications for brand management Boutique and Heritage hotels like The Falcondale Hotel. For example, it is important for a hotel brand to remain transparent to its existing and potential guests. Whether it is a romantic dinner or wedding ceremony, if the information shared with the guests should be transparent so that they develop expectations accordingly. The Falcondale Hotel should be more precise about describing their rooms and service quality on their own website. 
Another implication is that the brand message should be robustly aligned with experience designed for the guests. There are many touch points for the guests like entering the reception area to leaving the hotel, it is important for the hotels to ensure that all the narratives sent through the brand message are well aligned with the experience given to the guests. If the hotel promises to give luxury, it should stick to it. Ahn et al. (2022) stated that one of the most significant factors for the hotel is to remain accurate and confident about their brand message and deliver it to the target customers only if the hotel is able to deliver it. 
Guest reviews should be strategically evaluated because Chittiprolu et al. (2021) mentioned that reviews given by the customers for products or services should be considered as gold mine for businesses that want to customer expectations. If there is one particular area recurring on reviews given by the guests, it should be improved without any delay to show the responsiveness of the hotel, highlighting the given value to the customers. Sukhu and Bilgihan (2023) suggested hotels to engage in service improvements only after directly getting reviews from the guests so that it can influence their mindset that they are being valued based on their complaints or recommendations. 

[bookmark: _Toc213116105]4.4 Chapter Summary 
The primary focus of the finding some discussion chapter is to give an overall understanding about the relationship between brand image and guests expectations in the context of boutique and heritage hotels like The Falcondale Hotel. It can be said that The Falcondale Hotel has developed a strong brand image based on luxury, authenticity, local heritage, and service quality. The brand is considerably successful in a meeting with expectations, and it is reflected through high rate of satisfied customers. 
However, the findings show that boutique and heritage hotels like The Falcondale Hotel often fall short in terms of perceived value as they target niche segments of the customers. Perceived value largely depends on how the guest is accepting all the attributes and evaluate it with his/her expectations. Therefore, it is extremely diversified but boutique and heritage hotels like The Falcondale Hotel can focus on common aspects of offerings to meet guests expectations that help in overcoming other shortcomings. 










[bookmark: _Toc213116106]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc213116107]5.1 Conclusion
The study is set out to understand the relationship between brand image and guest expectations in the context of the hospitality sector while particularly focusing on The Falcondale Hotel. Currently The Falcondale Hotel is focusing on developing its brand image as a luxury, authentic, and heritage based 4-star hotels. To understand how brand image and guest expectations are related, the research used secondary data analysis method and analyzed the collected data through thematic analysis. The study put lights on different aspects of brand image and guest expectations by focusing on associated factors like service standard and quality, responsiveness, transparency, integrated technology, and linked factors that affect guest perception. Based on the findings of the research it can be said that as an independently running heritage hotel, The Falcondale Hotel has been able to align its brand image with actual guest expectations. The hotel has been successful in developing its brand identity as a luxurious 4-star hotel with excellent culinary services and serene views. Existing reviews from a secondary sources showed that The Falcondale Hotel successfully positioned itself as a heritage hotel brand filling up guest expectations particularly for those guests who are looking for fine dining or making their special occasions romantic. 
However, the study identifies existing gap in literature, as most research are based on luxurious 5-star hotel chains, giving less attention to the small and medium sized hotels like the 4-star Falcondale Hotel. Inconsistency in literature is also identified about understandings related to brand image development and its relationship with delivering meaningful experience to the guests. Even though existing studies show that brand image has a strong and influential impact on shaping guests expectations but there is limited knowledge about how the situation for the small/medium sized hotel brands is. This study focuses on these areas and finds that even partial misalignments between brand image and case stations can be very critical as there are other competitors who are offering similar services but with different approaches and the guests will not hesitate to get experience from them.  
Hotels like The Falcondale Hotel should consistently focus on factors like staff behaviour and services, responsiveness, atmosphere to meet or exceed guest expectations because these are the common factors that every guest focus on during their stay at a hotel. If these factors are properly taken care of by the hotels, then the guests are more likely to overlook imperfect factors like fine dining. The findings of the research showed the importance of perceived value for money for filling up guest expectations. Even though perceived value for money is continuously evolving among the customers, but as The Falcondale Hotel targets niche customer segments, it is possible for them to understand the perception of most of the guests regarding perceived value for money. Hotels like The Falcondale Hotel need to understand that it is not possible for the hotels to give equal satisfaction to each and every guest but focusing on improving the overall satisfaction of the customers can be more effective. 
Developing brand image should be a very conscious move by the hotels because if a hotel portrays itself as a luxurious service provider and this online image does not align with the high expectations of the guests, then it will become a burden for the hotel as the chances of getting negative reviews from the dissatisfied guests increases. 
Findings of this study have been discussed by aligning them to contemporary and relevant  theoretical frameworks. Frameworks like the Keller’s CBBE Framework shows that branding strategy should be carefully developed because after the marketing or promotional offers, brand image and brand identity reach the potential customers first and they develop their initial perception based on these factors. The Expectancy-Disconfirmation Model is a relevant framework to understand the guest expectations and how it connects with satisfaction/dissatisfaction. SERVQUAL Framework is the third framework used in this research to discuss the findings on a theoretical ground. 
In summary, it can be said that as a four-star independently running heritage hotel, The Falcondale Hotel is in a strong position where it has developed a brand image well aligned to deliver meaningful experience. However, there are still areas where the business can make more improvements like integrating more advanced technology and redesign room decor for a better guest experience. If The Falcondale Hotel fails to address existing inconsistencies, it may cause the brand increased guests dissatisfaction, reduced brand loyalty and competitive advantage. 



[bookmark: _Toc213116108]5.2 Recommendations 
Based on the analysis of the findings, the second part of this fifth chapter focuses on giving practical and evidence-based recommendations for The Falcondale Hotel. the primary aim of the recommendations is to strengthen the relationship between brand image and guest expectations by improving actual experience delivered.
1. Update Visual Branding to Reflect Actual Room Conditions  
It has been identified in the findings that room decor is one of the significant factors for the guests to develop their perceptions about the hotel brand. Even though the rooms at The Falcondale Hotel are attractive but it is necessary for the hotel to adapt with the evolving expectations of the guests. However, instead of using edited visuals or images on their website, The Falcondale Hotel can be more transparent and use actual high-quality photographs so that it can honestly represents different categories of rooms. 
This is the initial change regarding visual branding but in the long run it will be necessary for The Falcondale Hotel to focus on changing the room decor based on the changing guest expectations. 
Feasibility: initial investment is required for the photographs and website optimization, that will result in higher-potential return in terms of guest expectations and satisfaction. 

2. Focus on Making Improvements on Low-Cost Rooms
The Falcondale Hotel target specific customer segments who are willing to pay a higher price for services that can exceed their expectations. Therefore, one of the most prominent improvements The Falcondale Hotel can make is to renovate the low-cost rooms for other customer segments. Integrating latest technology, improving lighting or bathroom fixtures can be the first few steps. By aligning with the above recommendation, the hotel can initiate its long-term renovation improvements from the low-cost rooms, so that effective adjustments can be made for the high-end rooms. Besides that, dividing necessary improvements over time will be financially practical and it will help the hotel to reduce operational disruptions. 
Feasibility: Initiating improvements on low-cost rooms will require moderate budget and it will be effective if the business can schedule such improvements during low occupancy seasons. 
3. Emphasize on Pre-Arrival Communication to Manage Guest Expectations
Most of the time people start to collect information from different sources and one of the most effective source for them is to directly communicate with their desired hotels. It can be a potential opportunity for The Falcondale Hotel to develop a connection before they start to stay at the hotel. Giving authentic and realistic information about room descriptions, fine dining, service quality, tips for local sites and culture, and event organizing can be helpful in developing realistic guest expectations. Even if the potential guest does not directly communicate with the hotel, it is possible to connect with them with a friendly and automated pre-arrival mail that will give every descriptions. 
Feasibility: Making direct communication through hotel staff and indirect communication through automated emails, both can be possible with existing employees and Property Management System (PMS). The Falcondale Hotel third party tools for automated e-mail services. 

4. Improve Through Guest Feedback/Reviews 
Instead of focusing only on the views on the third-party websites or sources, The Falcondale Hotel can emphasize on reviews given by the actual customers on the website. besides that, the business can also take feedback from the guests online and offline survey. Getting direct responses from the customers can help the business to get valuable insights about where they need to improve, what are the existing factors liked by the guests and what the guests expect from the hotel. It will  help the brand to develop positive perception among the guests as they will feel valued thinking their opinion matters. besides that, it will also help The Falcondale Hotel to understand whether their brand image is matched with guest experience. 
Feasibility: It will be a low cost-based improvement solution and it will also help The Falcondale Hotel to develop positive perception among the guests. 
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Coding Table
	Theme 
	Code
	Description

	Projected brand identity
	Brand Promise, 
Heritage Focus, 
Luxury, Tranquil Experience. 
	Hotels use different visuals and descriptive notes to promote their services. 
Heritage hotels often give references to historical charm, architecture and local culture. 

	Guest expectations
	Expected Luxury Service,
Expected Décor. 
	Hotels often describe their premium services.
Assumptions about room aesthetics and amenities. 

	Service experience
	Staff Behavior,
Responsiveness, 
Room Condition, 
Dining Experience. 
	Professionalism is a crucial factor for the customers. Hotel Staffs are expected to give consistent service. Amenities of the room should be modernized. food quality and service should be maintained. 

	Connection Between Brand Image and Guest Experience

	Brand Promises are Fulfilled.
Enhanced Guest Experience.
Comparison Between Projected Expectation and Actual Experience. 
	Guests get exactly what they expected.
Alignment between expectation and experience delivered. 


	Emotional Aspects from Guest Feedback 
	Expression of Satisfaction and Dissatisfaction.
Emotional Connection.
	guests feel relaxed and pampered. 
There is a difference between what guests thought and what do they get. 

	Perceived Value for Money
	Highly Valued.
Value Questioned. 
	There is a balance between price and service delivered. Guests felt less valued as there was a mismatch between the service they paid for and the service they get. 



Chapter 1: Introduction


Chapter 3: Methodology


Chapter 4: Findings & Discussion


Chapter 2: Literature Review


Chapter 5: Conclusion & Recommendations


image1.emf

