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[bookmark: _Toc222602093]Abstract
This placement research project is aimed at critically analysing online customer reviews of guest satisfaction and quality of services in Novotel Milton Keynes. With the growing digitalisation of the hospitality setting, online reviews can now be regarded as the major source of electronic word-of-mouth (eWOM), which determines consumer decision-making and impacts upon the hotel reputation and performance. This research is expected to provide an understanding of both the perceptions and experiences of the guests by methodically reviewing online reviews that are publicly available, in order to learn the strengths and weaknesses of the service provided by the placement hotel and identify opportunities through which it can improve its operational processes and procedures. The study addresses four research objectives, identifying satisfaction drivers, analysing service quality perceptions, evaluating recurring themes and proposing operational improvements.
It employs a qualitative single case study design by using thematic analysis of secondary data gathered through three large online review websites, namely: Google Reviews, TripAdvisor, and Booking.com, in the period between 2024 and 2026 to determine relevance and currentness. The multi-platform method facilitated the triangulation of data, which intensified the validity and richness of the results. The analysis was also guided by the existing service quality frameworks such as the SERVQUAL as a way of interpreting the perception of the guests based on tangible and intangible dimensions of services.
The results indicate that there are six prevailing themes that affect guest satisfaction which are room condition, cleanliness and comfort; staff service and professionalism; food and beverage experience; hotel facilities and amenities; location, parking and accessibility; and value for money and overall satisfaction. Findings show that the overall perception of the baseline cleanliness, bed comfort, and friendliness of the staff are positive, but inconsistent service, outdated room furnishing, operational inefficiency, and other fees like breakfast and parking fees destroy the satisfaction of the guests. One of the factors that were highly polarised was staff service, where positive interpersonal experiences increased satisfaction, whereas unreceptive or inflexible behaviour largely lowered guest experience. Value-adding features like the swimming pool and sauna were considered but access management and overcrowding issues discouraged perceived benefits by some guests.
The results of the overall satisfaction ratings across platforms indicate moderate and inconsistent experience of the guest, which implies a brand gap between the expectations and the actual services of the properties. The paper comes up with a conclusion of the research that stability and unification of the service quality aspects of service rather than individual service attributes determines guest satisfaction at Novotel Milton Keynes.
In accordance with the results, the study recommends practical solutions aimed at gradual room modernisation, better staff education and service recovery, better value of food and beverages perception, better understanding of policies, active management of online feedback, and execution of the organised guest satisfaction and recovery programme. These measures seek to help Novotel Milton Keynes to achieve better service consistency, customer experience and competitive standing in the hospitality industry.
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[bookmark: _Toc222602094]Chapter 1: Introduction
[bookmark: _Toc222602095]1.1 Background of the Study
Providing a uniform service experience provides hotels with a competitive advantage when competing in the marketplace (Singh, 2021). Additionally, customer satisfaction is a major contributor to how hotel brands earn a reputation and achieve long-term profitability in the service sector (Morvay, 2014). Due to the vast worldwide growth of digital review websites and their use by customers to share their experiences with other travellers, guests are now able to make informed decisions before purchasing a hotel (Chen and Law, 2016). Therefore, from guests’ perspective, satisfaction and loyalty towards a brand comes with meeting perceived satisfaction and service quality.
This research contributes to hospitality management practice by providing property level insights into service quality gaps within a branded midscale hotel environment.
[bookmark: _Toc222602096]1.2 Case Study Context: Novotel Milton Keynes
According to Demirciftci and Kızılırmak (2016), Novotel, an international mid-scale hotel chain, aims to provide the same level of service in each hotel and therefore give guests a guest-centric experience. Novotel Milton Keynes is situated in a residential area of Milton Keynes, a city renowned for its business travel, conferences, and regional tourism (Creasey, 2023). The hotel has more than 120 rooms, a restaurant, bar, gym, and meeting facilities, offering advantages for business travellers, family and event guests (NOVOTEL, 2021; Murrer, 2023). Overall, the hotel’s facilities and location support its consistent, guest-focused service strategy.
[image: Novotel Milton Keynes | 3 Star Hotel - ALL]
Figure 1: Novotel Hotel Group
(Source: Accor Group, 2025)
[bookmark: _Toc222602097]1.3 Research Rationale and Problem Statement
Travellers are turning more and more to online customer reviews as a vital way to assess hotels for their value and service. Research indicates that online feedback has a large impact on how potential guests will prepare themselves in advance for their visit (Ladhari and Michaud, 2015). Electronic word-of-mouth contains valuable information about guest experiences and assists hotels in identifying both recurring complaints and strengths of service provided throughout their operation (Chen and Law, 2016). 
Online reviews generally identify service gaps between staff responsiveness, facility cleanliness and other areas of service delivery, which would ordinarily not be identified by traditional feedback means (Huang et al., 2022). Consequently, contemporary hotel management must conduct systematic analysis of the online feedback they receive from guests to better understand both guest satisfaction and how to improve operational effectiveness (Perez-Aranda et al., 2019).  Given the growing strategic importance of online reviews, systematic analysis of guest feedback is essential for identifying service quality gaps and guiding managerial decision making. 
[bookmark: _Toc222602098]1.4 Aim and Research Objectives
Research Aim
The aim of this research is to evaluate guest satisfaction and service quality at Novotel Milton Keynes by analysing online customer reviews. The study seeks to identify key service strengths and weaknesses experienced by guests and assess how these align with established hospitality service quality theory. 
Research Objectives
· To collect and analyse online customer reviews of Novotel Milton Keynes from publicly available platforms.
· To identify recurring themes relating to guest satisfaction and dissatisfaction.
· To evaluate service performance using recognised service quality frameworks.
· To develop practical recommendations to enhance guest experience and operational performance.

[bookmark: _Toc222602099]1.5 Structure of the Research Project
· In Chapter 2, the research discusses literature from previous studies that pertain to guest satisfaction, service quality and online reviews, particularly, their use within the hospitality industry.
· Chapter 3 explains how the methodology and case study methods were utilised to undertake the analysis of online reviews.
· Chapter 4 contains the findings and discussion.
· Chapter 5 presents the conclusions and makes recommendations for improving service quality at Novotel Milton Keynes.



[bookmark: _Toc222602100]Chapter 2: Literature Review
[bookmark: _Toc222602101]2.1 Introduction to the Literature Review
This chapter critically reviews existing literature concerning guest satisfaction, hotel service quality and electronic word-of-mouth, followed by an evaluation of existing models utilised to measure hotel service performance. 
[bookmark: _Toc222602102]2.2 Guest Satisfaction in the Hospitality Industry
According to Morvay (2014), the level of guest satisfaction can be defined as the degree to which the services provided in the hotel are above the expectations. Ali et al. (2021) discovered that the satisfaction relies on responsiveness and reliability. Palazzo et al. (2021) affirmed that the perceived service quality influence satisfaction and behavioural intentions. Perramon et al. (2022) also associated better quality of services with the performance of the organisation, as Kankam (2023) found the innovation in service quality as a mediator between service delivery and business performance.
According to Yang and Nie's (2025) research, the use of digital technology enhances the guest experience and improves levels of satisfaction due to increased levels of personalisation and improvements in the efficiency of service. Youssofi et al. (2023) proposed a conceptual model that clarifies how the use of digital technology impacts the experience of guests at each stage of their journey and subsequently influences their satisfaction. Empirical analysis conducted by Abdel-Hamid et al. (2022) has demonstrated that the application of digital technology in Egyptian hotels has positively impacted customer satisfaction and operational performance. Guest satisfaction is a key contributor to brand loyalty and repeat visits in the hotel sector (Górska-Warsewicz and Kulykovets, 2020). In this context, the literature reviewed demonstrates that, in hospitality business, the guest satisfaction depends on the digital service innovations and service quality. These aspects help to improve the guest loyalty, organisational performance and long-term competitiveness. Although several recent studies identify drivers such as digitalisation, staff behaviour and tangibles, much of this work uses cross-sectional or aggregated survey data and therefore does not reveal how these drivers manifest at the property level or in unsolicited guest narratives, a limitation this study addresses by analysing multi-platform reviews for a single hotel. 
[bookmark: _Toc222602103]2.3 Service Quality in Hotels
Sharma and Srivastava (2018) show that an increase in the quality of service will lead to improved customer satisfaction in hotel settings. Quantitative studies conducted by Chidaushe et al. (2026) on the perceptions of quality in hotels indicate that behaviours of operations staff and responsiveness of service have a positive relationship with perceived quality. Pillai et al. (2024) demonstrated that customer expectations and operational efficiency shaped the dynamics of service quality in India's hotel industry. Olawuyi and Kleynhans (2025) conducted a bibliometric analysis of the literature on service quality and found that research into service quality has shifted to focus more heavily on the customer experience as well as digital transformation since 2010. According to Dhiman and Arora (2019), perceived service quality in hospitality businesses is affected heavily by service culture and employer branding. Service quality dimensions influence behaviour intentions and loyalty towards hotel guests, according to Asis and Calma (2025). According to Ayvaz-Çavdaroğlu et al. (2024) smart service technologies (e.g., robotics) can yield improvements in both service quality and the operational efficiency of hotels. Perramon et al. (2022) emphasise that perceptions of service quality can also be influenced by the implementation of environmentally friendly practices and sustainability initiatives. Research demonstrating the multidimensional nature of service quality (staff, technology, culture, sustainability) is robust, but many investigations rely on adapted scales or industry averages and thus under examine intra-property variability and operational inconsistency, which this paper tests by mapping thematic review evidence to specific service dimensions. 
[bookmark: _Toc222602104]2.4 SERVQUAL and Alternative Service Quality Models
Adhikari et al. (2023) have come up with a contextualised SERVQUAL tool of the hospitality industry based on the modified Delphi method. Fu et al. (2022) affirmed that the reliability, assurance and empathy is a good measure of service quality and Kheddache and Djadli (2025) suggested an AHP- SERVQUAL model to improve managerial decision- making. According to Ali et al. (2016), functional and technical quality have a critical role in satisfaction and perceived value, and the applicability of SERVQUAL was confirmed by Asis and Calma (2025), who investigated small hotels. Pillai and colleagues (2024) prioritised the flexibility to the digital environments. The use of technology-based models and user-generated content was emphasised by Ayvaz-Çavdaroğlu et al. (2024), and Souza-Neto et al. (2022), as the measurement of service quality is changing due to the rise in data use. While contextualised SERVQUAL and hybrid models improve measurements validity, they have rarely been validated against unsolicited online review content, so this study evaluates the extent to which SERQUAL constructs are observable and actionable within real guest narratives. 
[bookmark: _Toc222602105]2.5 Online Customer Reviews and Electronic Word-of-Mouth (eWOM)
According to Chen and Law (2016), electronic word of mouth (eWOM) has a substantial impact on both hotel choice and consumer perceptions. Ladhari and Michaud (2015) empirically illustrated how online reviews impact booking intentions and the consumer\'s trust in hotel brands. According to Deng and Tu (2023), online reviews significantly impact the choice of hotels for travellers, and this is due to perceived credibility and utility of the online reviews. According to Bore et al. (2017), as part of a systematic review, the role of online reviews in the hospitality decision-making process has become increasingly important. Donthu et al. (2021) map the various types of eWOM relevant to research and the impact that eWOM has on consumer behaviour across many different industries. Beyari and Garamoun (2024) concluded that all eWOM channels are significant in influencing consumers\' purchasing intentions in the hospitality industry. According to Cao et al. (2024), case study analysis reveals how online reviews are highly influential in influencing consumer purchase intentions of hotels. As per Javier (2025), online reviews also influence trust and booking intentions by affecting perceived authenticity. The literature also supports and confirms that online customer reviews and electronic word-of-mouth affect hotel selection, consumer trust, and booking intentions due to their perceived credibility, authenticity, and informational value. This research treats reviews as an operational dataset to derive target managerial interventions. 
[bookmark: _Toc222602106]2.6 The Use of Online Reviews in Hotel Service Quality Analysis
The study conducted by Kwok et al. (2017) has provided a thematic framework to evaluate hotel performance using online reviews. Kim and Kim (2022) also illustrate that online review data can be analysed to gauge customer experience and satisfaction with hotels. Toker (2024) has expanded on this research through thematic analysis of TripAdvisor reviews to ascertain service enhancement methods. Chen et al. (2025) have adapted data extraction techniques to analyse online reviews for evaluating the management of service quality in hotels. Kashyap and Hong (2025) have engaged in quantitative analysis of hotel reviews to determine tourist satisfaction at different geographical locations. Singgalen (2025) identified service gaps in hospitality through thematic analysis of guest reviews. Huang et al. (2022) further demonstrated that text-mining approaches can pinpoint commonality amongst service problems and operational deficiencies. Sánchez-Franco and Rey-Tienda (2023) also showed that user-generated content is useful in assessing service quality and making decisions about services. Online reviews act as important part of analytical resources for hotel service quality enhancement and identifying operational gaps. This study tests cross-platform consistency and the managerial reliability of emergent themes.
[bookmark: _Toc222602107]2.7 Research Gap and Conceptual Framework
Previous studies in the hospitality industry usually find good relationships between service quality, guest satisfaction, and online reviews; however, the majority of these have focused on regional or cross-hotel levels rather than measuring individual hotels. There is limited research that focuses on measuring the perception of service quality at Novotel Milton Keynes. In addition, previous studies have used online reviews to measure the performance of hotels; however, there has not been property-level research that correlates the themes of customer reviews with strategies to enhance hotel operations. Therefore, this research will provide an analysis of the online customer reviews of the Novotel Milton Keynes to determine the guest satisfaction and quality of service dimensions.

[bookmark: _Toc222602108]Chapter 3: Methods
[bookmark: _Toc222602109]3.1 Introduction to the Methodology
The current chapter presents the research design and methodology selected to discuss guest satisfaction and service quality at Novotel Milton Keynes using the online customer reviews. The research employs a case study qualitative approach based on the thematic analysis of secondary online reviews as the main source of data collection and interpretation. This method allows seeing the perceptions of guests in detail, which coincides with the exploratory character of the study.
[bookmark: _Toc222602110]3.2 Research Design 
The case study design is used to explore a modern phenomenon in its natural environment when the line between phenomenon and setting is not much obvious - which is appropriate to examine the quality of services as perceived and expressed by the hotel guests on social media (Martinsuo and Huemann, 2021). Case study research enables a compelling investigation with a variety of sources of evidence, yielding deeper, context-focused results than generalised quantitative survey (Annamalah et al., 2025). Novotel Milton Keynes is taken as a single case study in this study because it is a relevant choice where the placement hotel takes place, and a lot of online guest review information is available.
[bookmark: _Toc222602111]3.3 Data Collection Methods
In this study, online customer reviews on publicly available digital platforms, including Google Reviews, TripAdvisor and Booking.com, are used as the secondary data because online customer reviews are deemed a dependable type of electronic word-of-mouth (eWOM) and offer valuable qualitative feedback regarding service experiences in hospitality environments, which is a widely recognised trend in hospitality research (Zheng et al., 2023). The criteria used in the selection were reviews generated in a given time period, in English language and were directly linked to overall guest experience and service quality.
The ethical considerations related to gathering personal or sensitive data are also eliminated because the publicly available reviews are used (Cooper and Coetzee, 2020). On these platforms, default setting of anonymisation of names and identities minimises privacy risk and ensures that genuine perception of dimensions of services is taken.
[bookmark: _Toc222602112]3.4 Data Analysis Technique
The thematic analysis was selected as the core method of analysis because it is very effective in determining, analysing and interpreting trends or themes in qualitative data, including reviews of online texts ((Kushnir, 2025). Thematic analysis has a set of steps:
1. Familiarisation of the data.
2. Coding of text segments of meaning.
3. Determining the themes through repetition.
4. Refinement and interpretation of the themes in the context of the quality of the service (Caulfield, 2019).
It is a method that allows support of an inductive approach where themes are developed based on the data as well as informed by service quality frameworks such as SERVQUAL (such as reliability, responsiveness, assurance, empathy, tangibles) as found in the literature (Shi and Shang, 2020).
[bookmark: _Toc222602113]3.5 Reliability, Validity and Trustworthiness
Trying to guarantee credibility, several review sites were used to cross-cheque the reviews of the guests to decrease platform bias (Ahmed, 2024). Openness in the coding procedures improves reliability and reflexive analysis raises the level of interpretations. Nevertheless, subjectivity is one of the drawbacks of the qualitative research and will be admitted in Chapter 5.
[bookmark: _Toc222602114]3.6 Ethical Considerations
Only publicly available data on reviews were used, no personal identifiers or communication with participants were made. Data were handled carefully, no violation of platform terms of use and without misrepresenting guest material.
[bookmark: _Toc222602115]3.7 Methodological Limitations
Online reviews provide a lot of valuable qualitative information, but they can also be biassed (such as extreme views) and have no demographic context (Skotis et al., 2023). Also, a single hotel restricts generalisability but enhances case-specific insight, which is suited to placement research.

[bookmark: _Toc222602116]Chapter 4: Findings and Discussion
[bookmark: _Toc222602117]4.1 Chapter Introduction
This chapter is a report of the result that was obtained after a qualitative thematic review of online customer reviews of Novotel Milton Keynes. The three large internet review sites used to collect the data were the Google Reviews, TripAdvisor Reviews and Booking.com Reviews. Combined, these sites offer a unified and triangulated perspective of perceptions of the guest, including qualitative and quantitative rating indicators. The review was aimed at determining repetitive patterns concerning the satisfaction of the guests and service delivery by referring to the reviews posted in 2024-2026. The data revealed six major themes which captured the positive and negative experience of guests to the destination on various types of travellers.
[bookmark: _Toc222602118]4.2 Findings
[bookmark: _Toc222602119]4.2.1 Theme 1: Room Condition, Cleanliness, and Comfort
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Figure 2- Summary of Google Reviews
(Source: Google Reviews, 2026)
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Figure 3- Recent Customer Reviews on Google
(Source: Google Reviews, 2026)
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Figure 4- Recent Customer Reviews on Google
(Source: Google Reviews, 2026)
Among all the three platforms, room condition and cleanliness were the topics that were associated with the most common discussion. Many of the negative Google Reviews outlined rooms as being tired, dated, and scruffy, with customers complaining about faded furnishings, grimy carpets, aging decor, and bad smells (Figures 2–4). The layout of bathrooms also attracted criticism of several reviewers, specifically, the isolation of toilets and showers, absence of ventilation, and broken fixtures, which adversely influenced the level of comfort.
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Figure 5- Recent Customer Reviews on TripAdvisor
(Source: Tripadvisor, 2026)
[image: ]
Figure 6- Recent Customer Reviews on TripAdvisor
(Source: Tripadvisor, 2026)
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Figure 7- Recent Customer Reviews on TripAdvisor
(Source: Tripadvisor, 2026)
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Figure 8- Recent Customer Reviews on TripAdvisor
(Source: Tripadvisor, 2026)
On the same note, TripAdvisor reviews supported these fears and some of the guests spoke of rooms as old fashioned and not matching the online photos resulting in not getting what they expected at the end of the day (Figures 5–8). There were also complaints of noise, poor sleeping conditions, and poor room facilities especially amongst the guests staying in the house more than one night.
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Figure 9- Customer Reviews on Booking.com
(Source: Booking.com, 2026)
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Figure 10- Customer Reviews on Booking.com
(Source: Booking.com, 2026)
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Figure 11-Summary of overall Customer Reviews on Booking.com
(Source: Booking.com, 2026)
On the contrary, the Booking.com reviews were more balanced. Room cleanliness and comfort were also positively rated by many guests who reported on clean rooms, comfortable beds, and good quality of sleep (Figures 9, 10, and 11). The same is supported by quantitative measures, where the ratings of cleanliness are 8.5 and comfort are 8.6 on Booking.com (Figure 11). Nevertheless, despite such reviews, guests pointed to such outdated features as the unavailability of smart televisions, the lack of USB chargers, and the insufficient bedside outlets (Figure 10). In general, the results indicate that the baseline cleanliness levels are mostly satisfied; however, the modernisation and regularity of the rooms is a major concern that affects customer satisfaction.
[bookmark: _Toc222602120]4.2.2 Theme 2: Staff Service and Professionalism
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Figure 12-Google Reviews on overall service and professionalism
(Source: Google Reviews, 2026)
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Figure 13- Google Reviews on overall service and professionalism
(Source: Google Reviews, 2026)
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Figure 14- Google Reviews on overall service and professionalism
(Source: Google Reviews, 2026)
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Figure 15- Review Summary on TripAdvisor
(Source: Tripadvisor, 2026)
The theme of staff service became extremely polarised here. On the one hand, many Google and TripAdvisor reviews stated that staff members were friendly, attentive, and helpful, especially in the restaurant and at the place of his/her receipt (Figures 12–14, 7 and 15). Some of the guests also mentioned names of the particular staff members and told how they were professional, caring and proactive, this contributed to their overall satisfaction.
This trend was also supported by booking.com reviews, as employees obtained an average rating of 8.7 (Figure 11). Visitors in large numbers said that staff members were courteous, friendly, and receptive to demands, which supported the idea of robust frontline provision.
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Figure 16- Google Reviews on overall service and professionalism
(Source: Google Reviews, 2026)
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Figure 17- Customer Reviews regarding service on Booking.com
(Source: Booking.com, 2026)
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Figure 18- Customer Reviews regarding service on Booking.com
(Source: Booking.com, 2026)
Nonetheless, unpleasant experiences were also eminent. Unprofessional behaviour which was reported in several Google Reviews consisted of the absence of empathy, avoiding eye contact, dismissive attitudes and ineffective management of booking disputes (Figures 16). The reviews on TripAdvisor and Booking.com were consistent with these issues, especially when the allocation of rooms, family booking, and breakfast cases were discussed and the guests felt like the employees were either rude or rigid towards them (Figures 17, and 18). These results show that staff performance can be a strong aspect, but lack of consistency in service behaviour can have a great negative impact on guest satisfaction.
[bookmark: _Toc222602121]4.2.3 Theme 3: Food and Beverage Experience
Food and beverage services generated mixed feedback across all platforms. Positive comments frequently referred to the quality and variety of breakfast offerings, with guests describing the buffet as tasty and convenient (Figures 13, 7, and 10). Some reviewers also appreciated the restaurant environment and service during less busy periods.
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Figure 19- Service user review on Booking.com
(Source: Booking.com, 2026)
However, the dissatisfaction was generally associated with pricing and value. Many reviews, both on Google and Booking.com, condemned the price of breakfast, stating that it was high in comparison with quality and quantity (Figures 12, 17, and 19). Lack of choices in food was also noted by the guests who emphasised that the food did not include anything gluten-free which did not positively affect their experience at the restaurant.
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Figure 20- Service user review on TripAdvisor
(Source: Tripadvisor, 2026)
Problems related to operations were also traced. According to TripAdvisor and Booking.com reviewers, service quality declined due to lack of timely replenishment of breakfast items during high season times, lack of dishes, cutlery, and drinks, and it worsened the perception of service quality (Figures 19 and 20). Overall, these results indicate that the quality of food overall is satisfactory, but the pricing policy and the consistency of the services have a strong impact on the perception of guests.
[bookmark: _Toc222602122]4.2.4 Theme 4: Hotel Facilities and Amenities
Hotel facilities and amenities were one of the most common issues that were mentioned on all review sites as a significant one in regards to guest experience. The swimming pool and sauna were usually cited in the reviews on Google and TripAdvisor as a nice leisure amenity especially by families and leisure travellers and were considered to be an added value to the short stay and family visits (Figures 13, 7 and 15).
The review of Booking.com also indicated that they have quite favourable attitudes towards facilities, and the average facilities 8.4 rating (Figure 11). On-site leisure amenities were also valued by guests and this played a positive role in total satisfaction. Nevertheless, a number of operation constraints were found, such as limited access time to the pools, congestion during peak hours, and problems with unmonitored use, especially during rush hours (Figure 17 and 11). Parking also became a problem as one of the guests reported that he received a fine because he parked where the hotel instructed, which created a sense of injustice and ineffective communication (Figure 17). Overall, facilities improve guest experience, but management and access problems harmed certain visitors.
[bookmark: _Toc222602123]4.2.5 Theme 5: Location, Parking, and Accessibility
Location was a strength that Novotel Milton Keynes was generally considered to have, especially to guests who are travelling by car. All reviews on Google, TripAdvisor, and Booking.com noted the closeness of the hotel to major roads, shopping centres, leisure attractions, and business districts as one of the major strengths (Figures 12, 7, 15, and 11). It is this good reputation that is backed up by the location rating of Booking.com that is 8.6 (Figure 11). Nevertheless, the issue of accessibility was brought up by those guests who lacked their own transport. According to the TripAdvisor reviews, there are few options of transport and people have to use taxis which hikes the prices of travel (Figure 20). Also, parking fees and fines adversely influenced the same accessibility perceptions among some guests (Figures 17 and 11).
[bookmark: _Toc222602124]4.2.6 Theme 6: Value and General Satisfaction
Value perceptions were mixed by all platforms. There were also positive reviews that mentioned that the hotel provided good value, especially to families and short-term stays where the facilities and location were factored in (Figures 13, 15 and 10). The ratings of Booking.com are rather positive in terms of value-for-money (score 8.3) (Figure 11).
On the other hand, negative comments on Google, TripAdvisor, and Booking.com revealed dissatisfaction with prices in comparison with the room condition, the quality of food, and other charges (breakfast fee, parking fee) (Figures 2, 5, 17, and 19). These extra charges usually spoiled what otherwise would have been good experiences.
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Figure 21- Review Summary on TripAdvisor
(Source: Tripadvisor, 2026)
Composite contentment scores indicate this ambivalent feeling. Google Reviews has an average rate of about 4.1, TripAdvisor has a cumulative score of 3.9, and Booking.com has a rating of very good 8.1 (Figures 2, 21, and 11). Although the positive experiences were reported by many of the guests, negative service experiences and perceived inefficiencies of the services had a significant effect on the overall assessment.
[bookmark: _Toc222602125]4.3 Discussion
[bookmark: _Toc222602126][bookmark: _Hlk221730687]4.3.1 Interpretation of Key Findings
[bookmark: _Toc222602127]4.3.1.1 Interpretation of Room Condition, Cleanliness, and Comfort
The findings of the current study have identified the room conditions, cleanliness, and comfort as the major contributing factors to guest satisfaction based on the analysis of online reviews (Ali et al., 2023; Singgalen, 2024) (Objective 1). Guests acknowledged that comfortable beds and acceptable cleanliness were indicative of the core accommodation product meeting expectations; however, the prevalence of reviews citing dated furnishings and inconsistent levels of maintenance suggests that there exists a variance in the physical environment (Ali et al., 2023; El-Sayed et al., 2023). Such variance appears to have impacted how guests assessed their service reliability and general satisfaction, as guests utilised room condition and maintenance standards as the criteria by which they evaluated their stay (Singgalen, 2024; Baquero, 2023). The research suggests that the physical environment of a guestroom has a significant impact on how guests perceive service quality and subsequently affects loyalty outcomes, especially if the expectations of a branded hotel are not consistently met (Pimić et al., 2023) (Objective 3).  
[bookmark: _Toc222602128]4.3.1.2 Interpretation of Staff Service and Professionalism
Reviews of service encounters and experiences indicate that staff service and professionalism greatly impact guest satisfaction levels (Objective 1 and Objective 2). Guest comments indicate positive and negative experiences in the area of service encounters (Gangananda et al., 2022; Puspitarini, 2025). Conversely, the negative comments wherein guests mentioned slow responses, inconsistent communication, and perceived lack of attentiveness suggest that service delivery does not have the same level of consistency across all guest interactions (Gangananda et al., 2022; Tran et al., 2025). The distinct differences in guest reviews indicates that responsiveness, empathy, and assurance are key dimensions of service quality, which influence both guest satisfaction and loyalty directly (Puspitarini, 2025; Pimić et al., 2023) (Objective 3). Research supports how a negative experience with service outweighs the positive aspects of the physical environment (Bahadur and Ali, 2023; Olorunsola et al., 2022).  
[bookmark: _Toc222602129]4.3.1.3 Interpretation of Food, Facilities, Location, and Value for Money
The examples provided in the reviews showed that there are mixed conclusions from guests about their stay due to breakfast, extra fees, and amenities like parking and leisure facilities, indicating that multiple service factors cumulatively influence how people perceive the value of their stay at hotels (Singgalen, 2024; Primadi et al., 2023) (Objective 2). Guests who felt that they received a good value with the hotel's facilities and had a good location tended to evaluate their stay with a higher degree of satisfaction than did those who had concerns about cost or had limited amenities available for use at the hotel (Aurellia and Hermansyah, 2025; Elshaer et al., 2025). According to research, hotels that offer a quality of service in their facilities, quality of service level of staff, and perceived value will lead to higher levels of guest satisfaction and loyalty and are more likely to result in guests returning to the hotel in the future (Baquero, 2023; Pimić et al., 2023) (Objective 4).  
[bookmark: _heading=h.wex2aga6ns5e][bookmark: _Toc222602130]4.3.2 Comparison with Existing Literature
[bookmark: _heading=h.74z7e7d7scf7][bookmark: _Toc222602131]4.3.2.1 Alignment with Physical Environment and Room Quality Research
The results of this study restate earlier studies, which have concentrated on the importance of the physical environment in influencing the experiences of guests (Objective 1 and Objective 3). As Ali et al. (2023) and Singgalen (2024) argue, the room condition and cleanliness affect the guest satisfaction since most people will determine the quality of service by partly focusing on the physical features of the venue where they stay. Equally, findings of the present study indicate that even though guests felt that the rooms in Novotel Milton Keynes were relatively comfortable and were generally clean, the maintenance problems, including inadequate maintenance and worn furniture, influenced the perception guests had on the reliability of the brand and its quality. According to El-Sayed et al. (2023), renovation and maintenance significantly contribute to customer loyalty, occupancy rates; thus, facilities should keep on making regular renovations in order to be satisfactory to customers.
[bookmark: _heading=h.d1rtxrrpgdaz][bookmark: _Toc222602132]4.3.2.2 Alignment with Service Quality and Staff Performance Literature
Findings regarding staff services and professionalism are congruent with findings from previous research (Objective 1 and Objective 3). According to Gangananda et al. (2022); Puspitarini (2025), the key determinants of guest's satisfaction are responsiveness, empathy and assurance. The mixed responses to staff interactions from this study reflect these dimensions. Research by Bahadur and Ali (2023) as well as Olorunsola et al. (2022) emphasises that negative experiences significantly outweigh any positive aspects of the physical environment when it comes to developing a person's experience in a lodging facility. The results from this study provide further evidence to support that inconsistent service delivery can impact otherwise positive accommodation experiences. Tran et al. (2025) also emphasises the importance of providing timely responses to guests' concerns and demonstrate that the way that service recovery occurs improves perceived service quality and intention to return.  
[bookmark: _heading=h.llcwdrbfl7nb][bookmark: _Toc222602133]4.3.2.3 Alignment with Facilities, Value, and Satisfaction Research
Research suggests that facilities alone cannot create satisfaction without good quality services and a positive perceived value. Baquero (2023) states that both high service quality and value perceptions are necessary for guest satisfaction (Objective 1 and Objective 3). Aurellia and Hermansyah (2025) also found a significant combined effect of facility and service quality in affecting guest satisfaction.  Primadi et al. (2023) contend that both service quality and value perceptions influence consumer loyalty and occupancy rates. The current study supports previous findings as guests who had positive perceptions of the relationship between price, service quality, and amenities had higher levels of satisfaction. Elshaer et al. (2025) also highlights those perceived values, guest well-being, and return intentions all relate to long-term loyalty as a result of quality facilities and services provided.
[bookmark: _heading=h.2pg0k7m2je4z][bookmark: _Toc222602134]4.3.3 Research Implications
[bookmark: _heading=h.6y9fcrz677cu][bookmark: _Toc222602135]Theoretical Implications
The research also adds clarity regarding the dimension of guest satisfaction and its multi-dimensionality when looking at hotel guest experiences. For example, the study found that tangible elements like cleanliness of the room, facilities/amenities, and quality of the physical environment are related to the intangible elements of service (including, staff responsiveness, staff communication, reliability of service) to create overall guest impressions of the hotel. The findings support previous theoretical advancements that describe these dimensions of guest satisfaction as being formed over time, through multiple service contact points throughout the entire stay at the hotel (Ali et al., 2023). As a result, the study supports the theoretical idea, which states that customer satisfaction (guest satisfaction) for the hospitality industry is also a dynamic and multidimensional construct that is created by the relationship between the tangible aspects of services and the intangible nature of experiences throughout the customer journey.
[bookmark: _heading=h.bxcz9ewtkfcb][bookmark: _Toc222602136]Managerial and Practical Implications
From a manager’s point-of-view, it’s important to maintain consistent service quality throughout all operational departments. Improving room maintenance standards, staff training, and communication processes is likely to affect the overall guest experience positively for the placement hotel. Well-trained employees and quick communication between employees and guests have been shown to have a strong impact on both customer satisfaction and perceived reliability of service (Ali et al., 2023). Therefore, management should ensure consistent maintenance, effective staff training, and strong communication practices to enhance guest satisfaction and long-term loyalty.
[bookmark: _Toc222602137]4.3.4 Strategic Analysis Using SWOT 
In addition to theoretical and managerial implications, the findings needed strategic interpretation to evaluate their impact on the hotel’s internal performance and competitive environment
[bookmark: _Toc222602138]Strengths
The findings reveal several clear strengths contributing positively to guest satisfaction. Staff friendliness and professionalism were consistently recognised across review platforms, reinforcing the importance of positive interpersonal service encounters in shaping guest perceptions. Novotel’s location also emerged as a competitive advantage, particularly for car dependent travellers, while baseline cleanliness and bed comfort support core accommodation expectations.
[bookmark: _Toc222602139]Weaknesses
Despite these strengths, notable operational weaknesses were identified. Outdated room furnishings, inconsistent maintenance standards, and perceived service variability were dominant concerns. Furthermore, dissatisfaction relating to pricing structures, particularly breakfast and parking fees, negatively influences perceived value for money. These weaknesses indicate misalignment between brand expectations and delivered service experience. 
[bookmark: _heading=h.aqj356ohmpeb][bookmark: _Toc222602140]Opportunities
The findings highlight multiple opportunities for managerial improvement. Phased room modernisation, enhanced preventive maintenance systems, and strengthened service consistency protocols could significantly improve guest satisfaction. Additionally leveraging online reputation management strategies and refining pricing communication may positively influence value perceptions and booking intentions. 
[bookmark: _Toc222602141]Threats
Several external threats may impact long-term competitiveness. Negative electronic work-of-mouth (eWOM), growing guest expectations for modern amenities, and competitive pressure from alternative accommodation providers represent significant risks. Failure to address recurring dissatisfaction themes may contribute to reputation erosion and reduced customer loyalty.
Overall, the SWOT analysis demonstrates that while Novotel benefits from strong service foundations, addressing operational inconsistencies and physical environment limitations is critical for sustaining guest satisfaction and competitive positioning.
[bookmark: _Toc222602142]4.3.5 Strengths and Limitations of the Study
[bookmark: _heading=h.6hp88a9sw0nu][bookmark: _Toc222602143]Strengths
This research utilised customer reviews from a variety of online platforms. These reviews provided first-hand accounts of guests' experiences, which increased the validity of the research through the triangulation of data. The case study approach also allowed for extensive study of service quality, within an actual operating environment thereby making the results very relevant for the hotel under study.
[bookmark: _heading=h.jd2jsdmd91bj][bookmark: _Toc222602144]Limitations
This research used second-hand data; therefore, these reviews may mainly reflect extreme opinions, rather than more general perspectives. Furthermore, many reviews did not contain a large amount of contextual information, thus limiting the ability to interpret them to a deeper level. Additionally, as this study was based on a single hotel property, the results cannot be generalised to other hotel properties or locations.
[bookmark: _heading=h.7nmau5eqk842][bookmark: _Toc222602145]4.3.6 Valuable Areas Critical to the Placement Hotel Operation
The regularity of service and systematic employee training are vital requirements that help in increasing guest satisfaction and loyalty. Empathy, reassurance, and responsiveness are major factors that affect satisfaction in hotels (Puspitarini, 2025; Tran et al., 2025), whereas enhanced service recovery and communication skills enhance confidence among guests and their returning visits (Gangananda et al., 2022). The reviews of guests about the old furniture and the broken rooms prove that the state of the room influences the satisfaction as the quality of the physical environment and the levels of the renovation shape loyalty to the hotel and the perceptions of the quality of the services (Ali et al., 2023; El-Sayed et al., 2023). Openness in prices of breakfast, parking and facilities also has an effect on satisfaction and behavioural intentions (Baquero, 2023; Aurellia and Hermansyah, 2025). Besides, successful online responses in reviews promote trust and booking intentions (Tran et al., 2025; Olorunsola et al., 2022). Overall, consistency in the operation, good environment, price disclosure and reputation management all contribute to the satisfaction of the guests and their loyalty.
[bookmark: _heading=h.qxvj3y2za484][bookmark: _heading=h.tih975kptd28][bookmark: _Toc222602146]4.3.7 Chapter Summary and Transition
In this portion of the study there was a review of previous research looking at the influence of room type on guest satisfaction, as well as the impacts of staff service, facility appearance and perceived value on overall guest satisfaction. The review further identified both theoretical and practical implications of the study's findings, including both limitations and strengths of the current study; examples being identified were areas needing improved operational performance through consistent service levels, room maintenance issues, pricing transparency, and managing online reputation.


[bookmark: _Toc222602147]Chapter 5 Conclusion and Recommendations
[bookmark: _Toc222602148]5.1 Conclusion
This research critically examined guest satisfaction and service quality at Novotel Milton Keynes, through thematic analysis or online customer reviews. The study identifies six dominant themes influencing guest perceptions, demonstrating that satisfaction outcomes are shapes by the interaction of tangible and intangible service factors rather than isolated service attributes. 
The thematic analysis indicated that there are six dominant themes that cumulatively describe the perception of guests. Firstly, room condition, cleanliness, and comfort were found to be the most commonly discussed ones on all platforms. Although the cleanliness standards of the baselines, as well as the comfort of the beds, were regarded as positive in most cases (especially in Booking.com reviews), guests disliked worn-out furnishing, poor room amenities, and inconsistent upkeep. These results indicate that despite the overall satisfactoriness of core accommodation need, the lack of fit between brand expectations and physical room conditions strongly has adverse effects on the guest satisfaction, especially in the case of repeat and longer-stay guest.
Secondly, the issue of staff service and professionalism became one of the most polarised. Positive feedback emphasised amiable, helpful, and attentive employees who in most cases played a significant role in satiating the guests and creating positive impressions in general. Nevertheless, the lack of consistency in service encounters is reflected in negative reviews that talk of unempathetic behaviour, bad communication and inability to deal with guest problems. This data shows that the existence of staff performance can serve both as a significant strength and a serious weakness, which makes the practice of quality service delivery and efficient service recovery a crucial step to take.
The food and drinks experience showed mixed reactions with the visitor being mostly satisfied with the quality of breakfast with most dissatisfied with the prices, a lack of choice in their diets as well as operational inefficiency during peak periods. The expensive price of breakfast and the absence of gluten-free food were common issues, which indicated that the perceived value of money is a key factor in determining the assessment of the guests not only based on the quality of food.
Hotel services and amenities including swimming pool and sauna were also considered as value addition features, especially among family members and leisure travellers. Nevertheless, others were deprived of enjoyment due to operational problems such as the limited availability time, congestion, and lack of supervision. Parking facilities also turned out to be a major cause of dissatisfaction especially when guests felt that procedures had not been explained or fairly, and this is where transparency of policies and proper communication is important.
The location of the hotel was seen as a major strength, particularly to the customers who would be using a car since it is close to major roads, business centres, and recreational facilities. However, the problem of accessibility of guests who use the public transportation or walking paths was often mentioned, which implies that location benefits are not equally distributed across all groups of guests.
Lastly, value for money and overall satisfaction depicted an average but all-round moderated view of the hotel. Although most of the guests found the hotel to be of good value when facilities and location are taken into consideration, the feeling of dissatisfaction was created when extra payment, like breakfast and parking cost were seen to be not in balance with the condition of the room and quality of the services. Across the boards, the general scores of the platforms indicate that Novotel Milton Keynes provides a fair degree of satisfaction and is at risk of reputation loss due to the repetition of negative service experiences.
The secondary data, which is online customer reviews, was found to be effective in terms of capturing authentic and unsolicited guest perceptions, in terms of methodology. The cross-validation of themes was also possible by means of the triangulation of different review platforms and thus increased credibility. Nevertheless, the paper has its limitations because it is based on subjective online feedback, which might indicate extreme opinions and is not in the context of demographics. Moreover, this narrows generalisability of the findings since the focus is on one hotel yet offers insightful information in depth that is suitable to placement-based research.
Overall, this study indicates that guest satisfaction at Novotel Milton Keynes is not established by single service factors but through the coherence and amalgamation of service quality of physical facility, staff behaviour, pricing, and communication. Although the hotel has a number of strengths that are in line with the Novotel brand, especially staff friendliness, and location, inadequate consistency in service delivery and old-fashioned facilities are constitutive of a poor overall guest experience. By means of specific operational enhancement and strategic service control, the following problems can be solved, which will lead to a higher level of satisfaction among guests, better brand positioning, and competitiveness in the long run. The ideas and proposals, offered in this study, can serve as a viable outline to help the Novotel Milton Keynes streamline the quality of its services and offer a more personalised and regular guest experience.
[bookmark: _Toc222602149]5.2 Recommendations
[bookmark: _Toc222602150]1. Develop a Phased Capital Investment and Refurbishment Strategy
Recommendation: Develop a refurbishment strategy to be implemented in phases to update guest rooms and communal areas.
The use of outdated rooms facilities by the hotel, including the absence of smart TVs, the absence of USB charging stations, and the old decor were criticised by many guests. It has been found that the physical amenities and servicescape elements are potent determinants of the guest satisfaction and the emotional response, and the presence of a properly maintained environment helps a guest to experience positive service experiences (Al Halbusi et al., 2020).
Modernisation of the rooms including smart televisions, USB/plug chargers, better bathroom ventilation and modern decorations can greatly improve comfort and decrease negative impressions on the side of the guest. Also, the involvement in preventive maintenance programs and planned refurbishment could be used to support the brand standards and minimise ad-hoc complaints (Alice, 2020).
The long-term commitment to physical upgrades is in line with the research that tangibles, which are the physical dimensions of service, are central predictors of guest satisfaction in hospitality environments (Ali et al., 2021).
[bookmark: _Toc222602151]2. Implement Continuous Service Excellence and Recovery Training Programmes 
Recommendation: Introduce specific and continuous employee education based on empathy, responsiveness, and service recovery.
Although a lot of the reviewers commended the friendliness of the staff, irregularities in professionalism were one of the main criticisms. Empathy and responsiveness are defined as the main dimensions of service quality, which have a positive influence on the satisfaction outcomes (Ali et al., 2021).
Perceived dismissiveness and inflexible behaviour can be minimised by developing straightforward standard operating procedures (SOPs) to govern the interactions with the guests and enabling frontline staff to make decisive actions. Studies show that this increases the responsiveness and empathy of the staff members, and this aspect raises the perception of the guests and encourages returning and positive reviews (Sudiarta and Santra, 2025).
[bookmark: _Toc222602152]3. Optimised Food & Beverage Value Proposition and Menu Diversification
Recommendation: Review pricing and diversify food services in order to improve perceived value.
The response revealed customer dissatisfaction with the cost of breakfast and unhealthy eating choices, such as gluten-free meals. Value issues could be resolved through a strategic assessment of the food and beverage pricing framework, as well as menu diversification (e.g. vegetarian, gluten-free, high-end, etc.), which will more effectively position the offerings in accordance with guest anticipations. Research indicates that the improvement of the staple menu items and options can produce a positive customer satisfaction and perceived value (Baiomy et al., 2017).
Pricing transparency (expressing costs and value propositions on menus and promo materials) may also lead to less shock and dissatisfaction with additional prices. According to research in the customer equity theory, fairness in the perception of costs and quality affects satisfaction and loyalty (Ramasamy et al., 2024).
[bookmark: _Toc222602153]4. Strengthen Multi-Channel Guest Communication Systems
Recommendation: Implement formal guest communication methods before arrival and on stay.
Hotels are advised to use pre-arrival communication approaches, including personalised emails with essential stay information, check-in instructions, furniture and welcome message information, which are generating favourable anticipations and decreasing operational tension (Amadeus Hospitality, 2022).
It should be offered with multi-channel communication (email, SMS, mobile app messaging, live chat) to enhance responsiveness and make guests have an easy time locating assistance. The studies put an emphasis on the uninterrupted communication along the channels and its significance to satisfy modern guest needs and achieve higher satisfaction levels (Berezan et al., 2016).
[bookmark: _Toc222602154]5. Establish a Structured Guest Feedback and Reputation Management Framework
Recommendation: Proactively scan online reviews and guest surveys in order to determine areas of improvement priority.
Analysing the trends in guest feedback on a regular basis can help hotel managers identify service micro-elements that cause dissatisfaction and adjust the change in the operations accordingly. It is proposed in the literature that the incorporation of review analysis into the quality management systems assists hotels in reacting to the negative sentiment drivers proactively before they grow (Erdoğan et al., 2025).
This continuous improvement cycle can be supported by adopting technology platforms to consolidate customer reviews, satisfaction scores and real-time feedback (Carreno, 2024). These instruments are useful in determining recurring problems (e.g. housekeeping delay, price complaints, parking frustrations) and determining the effect of improvement initiatives over a period.
[bookmark: _Toc222602155]6. Introduce a Formalised Guest Satisfaction Recovery Policy
Recommendation: Develop a powerful service guarantee and recovery system to reassure the guests and instil confidence.
To reduce the perceived risk and show that the satisfaction of the customers is not the end but the beginning, a service guarantee (formal promise of correction in case of service failure) can be employed. Research shows that the service assurance can rebrand the guest attitudes and sell the positive word-of-mouth since the service benchmarks and short-term recovery rates are institutionalised (Mohd Shahril and Abdul Aziz, 2022). Overall, this approach can strengthen trust, improve guest loyalty, and enhance the hotel’s long-term reputation.
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	Aims: 
The aim of this research is to evaluate guest satisfaction and service quality at Novotel Milton Keynes by analysing online customer reviews. The study seeks to identify key service strengths and weaknesses experienced by guests and assess how these align with established hospitality service quality theory.
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SECTION G: Research Participants 

	Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants.

	1
	Does your research involve human or non-human participants?
	YES
	Continue this section
	NO
	Click to continue to section N





	Participant numbers and source
How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed?

	1
	How many participants will be recruited and how was the number decided upon?
	



Not applicable. The study uses publicly available secondary data only. 

	2
	Who will the participants be?
	


Not applicable. The study uses publicly available secondary data only.

	3
	How will you identify the participants?
	



Not applicable. The study uses publicly available secondary data only.

	4
	Will you be excluding any groups of people, and if so what is the rationale for that?
	

Not applicable. The study uses publicly available secondary data only.

	5
	Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study
	




Not applicable. The study uses publicly available secondary data only.

	6
	Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not. 
	





Not applicable. The study uses publicly available secondary data only.

	7
	How long will the participant have to decide whether to take part in the research?
	




Not applicable. The study uses publicly available secondary data only.

	8
	What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research?
	










Not applicable. The study uses publicly available secondary data only.



SECTION H: Research with Vulnerable People 
	1
	Are your participants classed as vulnerable people?
	YES
	Click to continue to appendix 4
	NO
	Continue to the next section

	2
	Have you completed appendix 4? 
	YES
	☐
	NO
	☒


[bookmark: SEC_I]SECTION I: Research Involving Animals 
	1
	Are your participants non-human animals?
	YES
	Click to continue to appendix 5
	NO
	Continue to the next section

	2
	Have you completed appendix 5? 
	YES
	☐
	NO
	☒


[bookmark: SEC_K]SECTION J: Research with the Prison Service or the Probation Service
	1
	Are your participants staff or offenders within the Prison Service or the Probation service?
	YES
	Click to continue to appendix 6
	NO
	Continue to the next section

	2
	Have you completed appendix 6? 
	YES
	☐
	NO
	☒


[bookmark: SEC_J]SECTION K: Health and Social Care Research
	1
	Are your participants selected due to their health or social care needs?
	YES
	Click to continue to appendix 7
	NO
	Continue to the next section

	2
	Have you completed appendix 7? 
	YES
	☐
	NO
	☒


[bookmark: SEC_L]SECTION L: Types of Personal Data
	Personal Data
Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO
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	Personal data means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants and transcription of such are considered to be personal data.
	☒

	☐


	
	If you ticked YES, provide a description of the data and explain why this data needs to be collected:
	
	

	



The study will collect publicly available online guest reviews from booking platforms. Any personal identifiers such as usernames will be removed during data analysis to ensure anonymity.



	Special Category Data 
Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)?
	YES
	NO
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	Racial or ethnic origin
	☐
	☒

	3
	Political opinions
	☐
	☒

	4
	Religious or philosophical beliefs
	☐
	☒

	5
	Genetic, biometric or health data
	☐
	☒

	6
	Sex life or sexual orientation
	☐
	☒

	7
	Trade union membership
	☐
	☒

	If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so:

	8
	




N/A

	9
	Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose:

	
Only data relevant to guest experience and service quality will be collected. Personal identifiers will not be retained.


	10
	Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded:

	
This research uses publicly available online customer reviews relating to Novotel Milton Keynes. No direct contact with individuals will occur and no sensitive or private information will be collected. Usernames or identifying details will be removed during data processing. As the data are already publicly accessible and will be anonymised the research is not expected to cause any damage, distress or negative impact on individuals. All data will be handled responsibly and stored securely in line with data protection regulations.


	11
	Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned:

	
The collected data will be used solely for academic analysis of guest satisfaction and service quality. No decisions or actions will be taken regarding individual reviews. The research focuses on identifying general trends and themes in customer feedback not evaluating or targeting specific individuals.


	12
	Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained.

	
All online review data collected will be anonymised during analysis. Any usernames or personal identifiers will be removed and replaced with coded references. Special category data will not be collected. As the study uses only publicly available reviews, anonymisation is fully achievable and no identifiable personal data will be retained.


	13
	If special category data cannot be anonymised, will you obtain explicit consent to share that data?
	YES
	NO
	N/A

	
	
	☐
	☐
	☒



SECTION M: Participant Information and Consent 
	Information for participants
It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’. 
	YES
	NO
	N/A
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	Will you obtain written consent for participation?
	☐
	☐
	☒

	2
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☒

	3
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☒

	4
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☒

	5
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	6
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☒

	7
	Will participants be made aware of how you will treat any information that may reasonably by considered as confidential? 
	☐
	☐
	☒

	8
	If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD?
	☐
	☐
	☒

	9
	Will you give participants the UWTSD Privacy Notice for Research?
	☐
	☐
	☒

	If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.  

	10
	
This research does not directly involve human participants. It analyses publicly available online customer reviews. Therefore, informed consent is not required.


	Informed consent: Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded. 

	11
	
N/A

	Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.  

	Please detail how you will treat confidential information:

	12
	
N/A

	Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here.

	13
	Sample information sheets and consent forms are available from the University ethical review intranet page at https://intranet.uwtsd.ac.uk/research/research-integrity-and-ethics.
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	Consent form attached?
	YES
☐
	NO
☐
	N/A
☒



SECTION N: Research with Potential Military Application
	1
	Does your research have any potential military application?
	YES
	Click to continue to appendix 8
	NO
	Continue to the next section

	2
	Have you completed appendix 8? 
	YES
	☐
	NO
	☒
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SECTION O: Use of Artificial Intelligence Tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general, you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	
N/A



Section P: Research Data Management Plan

	1
	Data Summary

	
This research will generate qualitative data collected from publicly available online customer reviews of Novotel Milton Keynes obtained from booking and review platforms. The data will consist of guest feedback comments relating to service quality and guest experience. No primary data or personal contact data will be collected. 


	2
	Responsibilities

	
I will be solely responsible for the collection, storage, organisation, analysis and deletion of the data. No external research partners or institutions will be involved in any aspect of data management.


	3
	Assessment of existing data

	
Existing data sources include publicly accessible online guest reviews from hotel reviews platforms. These data are sufficient to meet the research objectives. No significant gaps in required data are anticipated, as an adequate volume of reviews is available for analysis.


	4
	Management and curation of data

	
Online reviews will be copies into a structured spreadsheet. Each review will be assigned a reference code and categorised by theme. Personal identifiers will be removed during data preparation. Data will be clearly organised and documented to support transparency in analysis.


	5
	Quality assurance of data

	
Data accuracy will be ensured by careful manual checking during data entry. A consistent coding framework will be applied to all reviews. Random cross checking of entered data against original sources will be conducted to minimise transcriptions errors. 


	6
	Short-term data storage

	During the research period, data will be stored on a password protected personal computer. Backup copies will be stored on a secure personal cloud drive. I will be the only one with access to the data.


	7
	Long-term data storage and preservation 

	
The processed dataset will be retained until completion of assessment and final marking. As the data are derived from publicly available sources and anonymised no long-term archiving is required. All data will be permanently deleted after module completion to comply with data minimisation principles.


	8
	Documentation and metadata

	
A data log will be maintained to document the data sources, dates of collection, coding categories, and anonymisation procedures. This ensures clarity in the data processing methods and supports transparency throughout the research process.


	9
	Data sharing

	The research data will not be shared externally. The final research output will present aggregated findings only. No restrictions on data sharing are required, as no identifiable personal data will be retained.


	10
	Copyright and intellectual property ownership

	
Online review content remains the property of the original platform. The processed dataset and analytical outputs generated by the researcher are owned by the researcher for academic assessment purposes. 


	11
	Resources

	No additional financial or technical resources are required. Data storage will use existing personal computer equipment and standard software. These resources are appropriate and sufficient for the scale of the project.




SECTION Q: Risk Assessment 

	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	YES
	NO

	[bookmark: _Hlk152919011]
	
	☐
	☒

	Risks to participants, researchers, and the University 

	2
	Social risks: disclosures that could affect participants standing in the community, in their family and their job.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?


	3
	Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?


	4
	Economic harm: financial harm to participant, researcher and / or University through disclosure or other event.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?



	5
	Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?




	6
	Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?




	7
	Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities.  
	YES
	NO

	
	
	☐
	☒

	



(this box should expand as you type)

	
	Health and safety risks

	8
	Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed.
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?




	9
	Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?



	10
	Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments.
	YES
	NO

	
	
	☐
	☒

	Risk:



(this box should expand as you type)
	How will you address any risks?


	11
	Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products. 
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?




	12
	Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?



	13
	Environmental risks: for example: accidental spillage of pollutants, damage to local ecosystems
	YES
	NO

	
	
	☐
	☒

	Risk:


(this box should expand as you type)
	How will you address any risks?






SECTION R: Disclosure and Barring Service

	Disclosure and Barring Service

	1
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	2
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	




[bookmark: SEX_S]SECTION S: Declaration
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Policy which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 


	1
	Name of applicant
	Ioana Elisa Bucura

	2
	Electronic or written signature of applicant:
	Ioana Elisa Bucura

	3
	Date
	22/01/2026

	4
	Name of Director of Studies
	

	5
	Electronic or written signature of Director of Studies:
	

	6
	Date
	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	1
	☒
	I have read the guidance notes supplied before completing the form.

	2
	☒
	I have completed all relevant sections of the form in full.

	3
	☐
	I have attached a copy of the Participant Information Sheet (PIS) or Consent Form

	4
	☐
	I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable)

	5
	☐
	I have attached a full risk assessment (where appropriate) 

	6
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	7
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy

	8
	☐
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy

	9
	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy

	10
	I have completed the following appendices:
	1
	☐
	2
	☐
	3
	☐
	4
	☐

	
	
	5
	☐
	6
	☐
	7
	☐
	8
	☒



	
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.







[bookmark: APP_1]APPENDIX 1 – Grant or Contract Funding

	A1.1
	Has your research been awarded external funding?
	YES
	☐
	NO
	☐

	A1.2
	Have you applied for funding / awaiting decision?
	YES
	☐
	NO
	☐

	A1.3
	Are you intending to apply for funding?
	YES
	☐
	NO
	☐

	A1.4
	[bookmark: _Hlk152243903]Funding Body
	

	A1.5
	Lead institution (grant holder)
	

	A1.6
	If awarded, grant reference
	

	A1.7
	If awarded, grant value
	

	A1.8
	If awarded, start date and duration
	



	
	
	
	
	


	Return to the main form






[bookmark: APP_2]APPENDIX 2: External Collaborative Research Activity
	INSTITUTION 1                        

	[bookmark: _Hlk152247185]A2.1
	Name
	


	A2.2
	Researcher name and position 
	


	A2.3
	Role in project (e.g. co-investigator)
	


	A2.4
	Contact e-mail address
	


	A2.5
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	[bookmark: _Hlk152841402]
	
	




	INSTITUTION 2                      

	A2.6
	Name
	


	A2.7
	Researcher name and position 
	


	A2.8
	Role in project (e.g. co-investigator)
	


	A2.9
	Contact e-mail address
	


	A2.10
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	INSTITUTION 3                       

	A2.11
	Name
	


	A2.12
	Researcher name and position 
	


	A2.13
	Role in project (e.g. co-investigator)
	


	A2.14
	Contact e-mail address
	


	A2.15
	External Ethical Approval
Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity Policy. If approved, please supply confirmation. 
	Obtained?
	YES
	NO
	PENDING

	
	
	
	☐
	☐
	☐

	
	
	




	
	
	
	
	


	Return to the main form


Add additional collaborators as needed
[bookmark: APP_3]
APPENDIX 3: Research Undertaken Outside of the UK

	A3.1
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here.

	



(this box should expand as you type)

	A3.2
	Responsible Research and Innovation
If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

	A3.3
	Confirm that you have read the Trusted Research and Innovation Policy
	☐



	If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix.
If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix.
	Return to the main form


[bookmark: _Hlk160779412]
	Organisational Details

	A3.4
	Name of Organisation 

	

	A3.5
	Country where organisation is based:

	

	A3.6
	Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority):

	

(this box should expand as you type)

	A3.7
	What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage.

	

(this box should expand as you type)

	A3.8
	Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations).

	

(this box should expand as you type)

	A3.9
	Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation 

	

(this box should expand as you type)




	About New Partners

	A3.10
	Why does a partner want to work with you?

	

(this box should expand as you type)

	A3.11
	What are they expecting in return for their financial support or involvement?

	

(this box should expand as you type)


	A3.12
	Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.13
	Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.14
	Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.15
	Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.16
	Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)




	About Research Relationships
	YES
	NO

	A3.17
	Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university?
	☐
	☐

	A3.18
	Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected?
	☒
	☐


	


(this box should expand as you type)

	A3.19
	Who will own any IP that is generated?

	

(this box should expand as you type)

	A3.20
	What plans do you have in place for protecting the resulting IP?

	

(this box should expand as you type)

	A3.21
	What contractual requirements are you able to put in place to protect the interests of your academic institutions?

	

(this box should expand as you type)

	A3.22
	What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide?

	

(this box should expand as you type)

	A3.23
	Is there any physical separation or protection required between research in similar fields?

	

(this box should expand as you type)




	About Existing Partners

	A3.24
	Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.25
	Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.26
	Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐

	


(this box should expand as you type)

	A3.27
	Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed.
	YES
	NO

	
	
	☐
	☐


	


(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_4]APPENDIX 4: Research with Vulnerable People

	Will the research involve data processing involving the following data subjects:
	YES
	NO

	A4.1
	Children under 16
	☐
	☐

	A4.2
	Adults with learning disabilities
	☐
	☐

	A4.3
	Adults with other forms of mental incapacity or mental illness
	☐
	☐

	A4.4
	Adults in emergency situations
	☐
	☐

	A4.5
	Prisoners or young offenders
	☐
	☐

	A4.6
	Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students
	☐
	☐

	A4.7
	People who have not given their explicit consent to participate in the project
	☐
	☐

	A4.8
	People engaged in illegal activities
	☐
	☐

	A4.9
	Any other people who can be considered vulnerable in the context of this project
	☐
	☐

	Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people.

	A4.10
	



(this box should expand as you type)

	Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative.

	A4.11
	



(this box should expand as you type)

	It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm:

	A4.12
	DBS Check required? 
	YES
	NO

	
	
	☐
	☐

	A4.13
	DBS certificate obtained? 
	YES
	NO
	N/A

	
	
	☐
	☐
	☐



	
	
	
	
	


	Return to the main form





[bookmark: APP_5]APPENDIX 5: Research Involving Animals
	The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken.

	Will the research involve any work with any of the following animals (including observation in their natural habitat)
	YES
	NO

	[bookmark: _Hlk156319509]A5.1
	Any living vertebrates, other than humans?
	☐
	☐

	A5.2
	Any living cephalopods?
	☐
	☐

	A5.3
	[bookmark: _Hlk156462984]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☐

	A5.4
	[bookmark: _Hlk156464303]Due diligence assessment appended to this application?
	☐
	☐

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	[bookmark: _Hlk156464347]A5.5
	

(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_6]APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services 

	Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals.

	Will the research involve any of the following?
	YES
	NO

	A6.1
	Staff in prison establishments
	☐
	☐

	A6.2
	Offenders in prison establishments
	☐
	☐

	A6.3
	The Probation Service
	☐
	☐

	A6.4
	His Majesty’s Prison and Probation Services
	☐
	☐

	All researchers wanting to conduct research with staff and/or offenders in prison establishments, the Probation Service regions or within HM Prison and Probation Service (HMPPS) Headquarters are required to formally apply for research approval to the HMPPS National Research Committee (NRC). Before doing so, INSPIRE must undertake an initial due diligence exercise. If you have not contacted INSPIRE, please do so immediately. If YES to any of the above, please confirm:

	A6.5
	[bookmark: _Hlk156464314]Has INSPIRE undertaken an initial due diligence exercise?
	☐
	☐

	A6.6
	Have you applied to the HMPPS National Research Committee (NRC)?
	☐
	☐

	A6.7
	Has HMPPS National Research Committee approval been granted? If yes, please append to this application. 
	☐
	☐

	A6.8
	Due diligence assessment appended to this application?
	☐
	☐

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. 

	A6.9
	




(this box should expand as you type)



	
	
	
	
	


	Return to the main form





[bookmark: APP_7]APPENDIX 7:  Health and Social Care Research 
	All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of UWTSD researchers in the proposed research study.  This is likely to apply to the following areas:

	Will the data processing involve:
	YES
	NO

	A7.1
	Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute.
	☐
	☐

	A7.2
	Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive.
	☐
	☐

	A7.3
	Patients and users of the NHS (including NHS patients treated in the private sector).
	☐
	☐

	A7.4
	Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS.
	☐
	☐

	A7.5
	Patients who are cared for in private and voluntary sector nursing homes.
	☐
	☐

	A7.6
	Confidential patient information.
	☐
	☐

	A7.7
	Clinical trial of a medicinal product or medical device.
	☐
	☐

	A7.8
	Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells.
	☐
	☐

	A7.9
	Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence.
	☐
	☐

	A7.10
	Foetal material and IVF involving NHS patients.
	☐
	☐

	A7.11
	The recently deceased under NHS care.
	☐
	☐

	A7.12
	NHS staff or premises.
	☐
	☐

	A7.13
	Practising midwives conducting a clinical trial.
	☐
	☐

	A7.14
	Investigational medicinal product.
	☐
	☐

	A7.15
	Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose.
	☐
	☐

	A7.16
	Exposure to ionising radiation.
	☐
	☐

	A7.17
	Other health and social care related research.
	☐

	☐


	Please specify 



(this box should expand as you type)
	
	

	Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/  

	A7.18
	Does the research meet the HRA definition of research?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.19
	Is the Research being sponsored by a collaborating partner?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.20
	Has NHS ethics approval been granted?
	YES 
	NO
	N/A

	
	
	☐
	☐
	☐

	A7.21
	Has INSPIRE undertaken an initial due diligence exercise?
	YES 
	NO

	
	
	☐
	☐

	Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately. 

	A7.22
	




(this box should expand as you type)



	A7.23
	Have you been granted NHS ethical approval?
	YES
	Click to continue to Section R
	NO
	Return to the main form






[bookmark: APP_8]APPENDIX 8: Export Control for Research with Potential Military End Uses
	Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened.
Will the research involve:

	Defence
	YES
	NO

	A8.1
	Military equipment and munitions
	☐
	☐

	A8.2
	Defence equipment, including satellites
	☐
	☐

	A8.3
	Technical data, including some border and port information
	☐
	☐

	A8.4
	Dual use research
	☐
	☐

	Materials and Technologies
	YES
	NO

	A8.5
	Nuclear materials, facilities and equipment
	☐
	☐

	A8.6
	Chemicals, microorganisms and toxins
	☐
	☐

	A8.7
	Electronics design, development and production
	☐
	☐

	 A8.8
	Computers
	☐
	☐

	A8.9
	Telecommunications
	☐
	☐

	A8.10
	Sensors and lasers
	☐
	☐

	A8.11
	Navigation and avionics
	☐
	☐

	A8.12
	Marine technology
	☐
	☐

	A8.13
	Composite materials
	☐
	☐

	A8.14
	Aerospace and propulsion
	☐
	☐

	Sensitive Information
	YES
	NO

	A8.15
	Cryptology
	☐
	☐

	A8.16
	Counterterrorism
	☐
	☐

	A8.17
	Counternarcotics
	☐
	☐

	A8.18
	Cyber-related
	☐
	☐

	A8.19
	Non-proliferation
	☐
	☐

	A8.20
	Transnational criminal organisations
	☐
	☐





	Genetic Resources
	YES
	NO

	A8.21
	Genetic material of actual or potential value
	☐
	☐

	A8.22
	Organisms, or parts thereof
	☐
	☐

	A8.23
	Populations (or organisms)
	☐
	☐

	A8.24
	Other biotic components of ecosystems
	☐
	☐

	A8.25
	Domesticated or cultivated species in which the evolutionary process has been influenced by humans
	☐
	☐



	Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including:
	YES
	NO

	A8.26
	Physical transfer of goods, technologies, material or equipment
	☐
	☐

	A8.27
	Blueprints
	☐
	☐

	A8.28
	Plans
	☐
	☐

	A8.29
	Diagrams
	☐
	☐

	A8.30
	Models
	☐
	☐

	A8.31
	Formulae
	☐
	☐

	A8.32
	Tables
	☐
	☐

	A8.33
	Engineering designs and specifications
	☐
	☐

	A8.34
	Manuals and instructions
	☐
	☐

	A8.35
	Software
	☐
	☐

	A8.36
	Know-how
	☐
	☐



	Will your project transfer technology using any of the following physical methods?
	YES
	NO

	A8.37
	USB flash drives
	☐
	☐

	A8.38
	Portable hard drives
	☐
	☐

	A8.39
	Laptops
	☐
	☐

	A8.40
	Tablets
	☐
	☐

	A8.41
	Intangible forms by using electronic media, such as email, phone storage and cloud file sharing
	☒
	☐

	A8.42
	Physical exports
	☐
	☐



	Will your project involve any of the following?
	YES
	NO

	A8.43
	Oral transfer by phone or videoconferencing or presentations
	☐
	☐

	A8.44
	Travelling overseas for any purpose, while unintendingly carrying any of the above.
	☐
	☐

	A8.45
	Will you be hosting foreign visitors?
	☐
	☐





	If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further.
	YES
	NO

	A8.46
	Full export control assessment required?
	☐

	☐


	A8.47
	Full export control assessment completed?
	☐

	☐


	A8.48
	Full export control assessment appended?
	☐

	☐




	
	
	
	
	


	Return to the main form
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Vince Manley
ayearago on G Google 1/5

Holiday | Couple

[Booked the hotel in January, turned up today and the room is a disabled room! Spoke to the
front desk who said they can't do anything as it's fully booked, | bet it wasn't when booked it,
nothing like the photos of the room on the website, totally rubbish, if | wanted to stay in room
that resembles a hospital | would have gone to one, definitely spoiled my weekend, never again
will I use novetel, & & & I surgest if you're thinking of it don't do it, they obviously don't care
and it cost me £184. For the privilege &

Rooms 1.0 Location 2.0
Rooms Crap!

TR
ayearagoon G Google 1/5

‘Without doubt the worst Novotel I've stayed in. It's dated. The rooms are horrifically bland. Old.
Tired. Windows are terrible. I've stayed in Novotels up and down the UK and this is more akin to
a hospital. The worst bit: The toilet is in a separate room from the main bathroom!!

Rooms 1.0 Service 50 Location 1.0
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Lindsay Flaxmer
3 months ago on G Google 1/ 5

Business | Solo

Probably the worst place I've ever stayed, | had a very tired room and the whole hotel was very
scruffy - food very basic less than average. - | wouldn't return

Rooms 1.0 Service 2.0 Location 4.0

Rooms Scruffy
Habib Miah
11 months ago on G Google 1/5

Business | Solo

This place is a total time capsule—in the worst way possible. It feels like stepping into a
rundown hotel from the 60s or 80s that hasn't seen a single upgrade since. The rooms are
disgustingly outdated. The carpet was so nasty | had to lay down towels just to walk around.
The shower? A complete nightmare—no ventilation, so the entire room turned into a steam box.
The shower unit itself was a joke, barely functional, and the flush? Good luck getting it to work
properly.

Let’s talk about convenience—or rather, the lack of it. No bedside plugs, only on an ancient desk
that looks like it was stolen from a cheap 70s office. The key card system is beyond frustrating—
ook 10 attempts 1o open the door, and at one point, it wouldn't open at all. Oh, and if you value
sleep, forget about it. The constant noises at night will keep you up, adding to the overall
miserable experience.

This place is in desperate need of a complete overhaul. Until then, avoid at all costs.

Pictures 1o follow.

Rooms 1.0 Service 1.0 Location 3.0 e
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. NorthStar53980016824 wrote a review Apr 2025

1contribution

@0000
Parking fine avoid

Hotel was fine, however parking arrangements are not good, despite correctly filling in the details of
my vehicle on the tablet in reception | have now received a parking fine adding the best part of £100
to the cost of my stay, | would avoid this hotel and stay somewhere without the additional parking
tax.

Date of stay: March 2025
Trip type: Travelled on business

This review s the subjective opinion of an individual traveller and not of Tripadisor LLC nor of its partners. Tripadvisor performs
checks on reviews as part of our industry-leading trust & sofety standards. Read our transparency report to learn more.

1450
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OVIE A wrote a review Feb 2025 wee
1contribution

@0000
AVOID this hotel. Very bad.

| am extremely disappointed with my recent experience at this O-star hotel. We booked a single room
as alast-minute arrangement, trusting the hotel to accommodate our needs. However, upon arrival,
the staff insisted we upgrade to a double room, showing a complete lack of empathy and
understanding of our situation. This disregard for our confirmed reservation was frustrating. To add
insult to injury, we were unfairly charged a no-show fee even though we chose not to stay under these
conditions. This kind of treatment is unacceptable and has left a very negative impression. As a
result, | will never patronize this hotel again and would advise others to consider alternative...

Read more v

‘G Insider tip: Avoid, spend your money + time elsewhere

Service
90000
Date of stay: February 2025

Trip type: Travelled with family
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Shelby M wrote a review May 2025
1 contribution

00000

Great stay, only 1negative!

Positives - Lovely clean room, positive staff and there was a swimming pool and sauna etc that we
could have used but we forgot to bring swimwear. We didn't have food there because £15pp for
breakfast seemed a bit much so we went elsewhere. We came here for Gullivers Land and itwas a 6
min drive away so it was perfect location wise. It's also only 5 minutes from supermarkets and other
shops so it's an ideal location.

The only thing which was negative for us which was such a shame, was that a member of staff...
Read more v

Date of stay: May 2025
Trip type: Travelled with family

This review s the subjective opinion of an individual traveller and not of Tripadisor LLC nor of its partners. Tripadvisor performs
checks on reviews as part of our industry-leading trust & sofety standards. Read our transparency report to learn more.




image9.png
% patncolin wrote a review Sept 2025 .
<" Cliffsend, United Kingdom « 324 contributions + 4 helpful votes

00000
A pleasant hotel with nice rooms and helpful staff . It can get busy though.

Another regular haunt for us on our visit to MK. The staff are always pleasant and always try to help
guests . It has an pool which is unsupervised which is great too. The rooms are nicely equipped , with
comfy beds and all necessities like soaps , kettles , teas and coffees but no aircon. It does do
breakfast at extra cost, but on one of the days we had breakfast it ran out of plates, cutlery and tea.
The plates and cutlery were replaced quite quickly but after 30 minutes the tea still had not , even
after we had requested more.

Date of stay: September 2025
Trip type: Travelled as a couple
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Caren
£ United Kingdom

Double Room
1 night - January 2026

Family

Reviewed: 20 January 2026
Convenient & welcoming

© Comfortable rooms, good size and perfect temperature.
Clean & tidy. Rituals shampoo & shower gel.

@ Toilet seperate to the shower room,
Chipwood on the wall which is dated.
No smart tv
No plug sockets next to the bed to charge my phone,
No usb ports.
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Shams
1l France

£ Double Room

1 night - February 2026

& Solo traveller

Reviewed: 9 February 2026
Nice place to stay comfortable.

@© Good property
Nice and clean Facility to stay.
Had a good sleep.
That's all can remember.
The staff is kind they care of their guest.

Nice !!
@ Allgreat!

) Helpful

A Not helpful
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Guest reviews for Novotel Milton Keynes X

Very good

2,496 reviews We aim for 100% real reviews
Categories:

87  Facilities 84  Cleanliness 85
S O

86  Value for money 83  Location 86
|

o %]
I} 8
3 E

|? |
B

Free WiFi 85

Guest review summary
&% Automated summary based on 386 reviews from the past 12 months.

(3 staff: Friendly, polite, and helpful team provide a warm (© Value For Money: Reasonable room rates, though food
welcome. and drinks are often expensive.

(3 Breakfast: Tasty buffet with a wide selection, though (5 Bathroom: Separate toilets lack sinks, and dated fixtures
service ends early on weekdays. include small showers over baths.

®

Swimming Pool: Heated indoor area with a sauna, popular
with families but sometimes crowded.




image13.png
Danielle P.
amoit og0 on B Trustvou 3 0.5/5

Absolutely no gluten free options at breakfast which is not normally the case with a Novotel. Hotel
was tired, dated, grubby and understaffed.

Visited in January

Dariusz B.
a month ago on [ TrustYou (4 5/5

Very comfy bed, nice breakfast, sauna, car park. Definitely stay again.

Visited in January

Rodrigo Santos
amonth ago on G Google 4/5
Holiday | Family

Rooms 3.0 Service 3.0 Location 5.0
Hotel highlights Quiet - Great value
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Ish Mahomed
4 weeks ago on G Google 4/5

Holiday | Family
Nice hotel, good location, pool for the kids. Great value for money. The rooms do need updating
though.

Rooms 3.0 Service 40 Location 4.0
Hotel highlights Child-friendly - Great value
Rooms Rooms are decent size but very dated.

Nearby activities Everything you need is close by
JLD1922
4 weeks ago on @ Tripadvisor & 5/5

The room was spacious with a large bath, sofa and extremely comfortable mattress. The food in the
restaurant was delicious. The staff were very accommodating and helpful, in particular Sitesh. Sitesh
went above and beyond and in my opinion is a real credit to the hospitality trade and in particular the
Novotel brand.
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Overview Prices Reviews Photos About

Mostrecent v All reviews ~

itz luh
aday ago on G Google 4/5

Holiday | Friends

Staff was very attentive and caring, and a special thank you to IVANA A
Recommend for a calm relaxing weekend &

Rooms 4.0 Service 5.0 Location 4.0
Hotel highlights Child-friendly

Sadé Simmonds
aday ago on G Google 4/5
Holiday | Friends

This hotel was really nice! The only thing was that the toilet and shower was separate, it also
didn't come with a toilet brush. The pool was great and staff were amazing! Special thanks to
Ivana for saving my friend from the sauna room!!

Rooms 4.0 Service 4.0 Location 4.0
Hotel highlights Great value ..Read more
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Novotel Milton Keynes @ Visit hotel website Deals About Location Reviews

Reviews summary

This summary was created by Al, based on recent reviews.

The Novotel Milton Keynes offers a tranquil and welcoming environment,
earning praise from many travelers for its clean and spacious rooms. While
the convenient location near attractions and main roads is a plus, opinions
on value vary; some feel extra charges affect cost-effectiveness. Service
receives mixed reviews, with many noting friendly staff but occasional slow
service.

Amenities like the pool, sauna, and gym are popular, though access can be
limited. Cleanliness is consistently highlighted as a strong point.

Jump to all reviews |,
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Paige Wang
amonth ago on G Google 1/5

This hotel is ridiculous. Rooms smell like weed, food is subpar, staff all seem like they're
surprised they work at a hotel. We've booked at this hotel as a massive family of 100+ people for

our christmas and they're so ridiculously ... Read more
paulleslierichards Richards
amonth ago on G Google 4/5

Holiday | Family

A wonderful and well located hotel with an excellent swimming pool. Ideal for a short break and
near to Central Milton Keynes. Our eleventh visit to this hotel over a couple of years. Friendly and
attentive staff. Consistent levels of ... Read more
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Vincent
B United Kingdom

£ Double Room
B 2 nights - August 2024

&8 Couple

Reviewed: 30 August 2024 m
the worst place | have ever stayed.
@© Nothing!

® did not have breakfast as price was to high £18.75 each, room was for disabled people which we
were not and when | ask at front desk for a room change one member staff avoid eye contact
and the said they could not do anything which was annoying as | booked the hotel back in
January and it looked nothing like the pictures on booking .com, you had to book the pool if
you wanted to use it and you were only aloud 30mins.
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Sarah
BB United Kingdom

£ Double Room
B9 2 nights - December 2025

88 Family

Reviewed: 26 December 2025
The lady who works there is very very unprofessional and
let the hotel down

© We loved coming herefor the last five years we have come for two nights at in December 24th
till 26th always felt welcomed never looked down at my children always wanted to come back
staff have always been very nice

® On my arrival i gave the lady my details for two rooms;she very rudely said the kids are not on
the booking,on my booking it had children on there ? managed to sort it all out but from there
she was very rude every time we approached the reception area she would give us dirty looks
kept complaining that we was using the pool too much and to many towels but there was
actually nobody in the pool. the place was very empty this time around in fact I've never seen
the hotel so empty and then there was an incident at the breakfast where one of the ladies
approached my daughter very rudely asked her her room number but it was her overall attitude.
1 would like to say there was a gentleman who worked there who is there pretty much every year
he was very professional very polite and very good at his job




image20.png
James
£ United Kingdom

£ Double Room

3 nights - December 2025

&5 Family

Reviewed: 27 January 2026

Enjoyable.

@© It was a very easy environment. The staff we engaged with were pleasant. Nice selection of food
at breakfast. Hotel appeared to be clean & our rooms were cleaned daily. Within walking

distance to a park & field, which was a big hit as our son was with us. Great location to
Silverstone, shopping centre, Lane7, small villages that we could explore.

@ Breakfast was expensive for what it was. Pool was small & the sauna was not hot, which was a let |
down. As a result, we didn't use these facilities very often & was one of the features that
encouraged us to stay there. '
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Watson & Marsh wrote a review Mar 2024 ..
London, United Kingdom « 1,126 contribution « 249 helpful votes

900
Excellent in places, disappointing in others yet a good, if not the expected wonderful stay
overall.

Excellent in places, disappointing in others yet a good, if not the expected wonderful stay overall.

Location was an issue for me, given that | was travelling without a car and by public transport; with
the hotel situated on the edge of a residential area and on one of the main arterial roads into the
town it should be easy to reach yet it is very difficult to walk from the central district to the hotel
(google maps is vastly inaccurate) and certainly not to be attempted after dark. The hotel is not on a
bus route nor close to one. Therefore, the only option is a taxi which will cost £8-£10 however they a...
Read more v

Location

@0000

Cleanliness

Sleep Quality
000

Date of stay: March 2024
Trip type: Travelled solo
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