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[bookmark: _Toc211518331]Chapter 1: Introduction

The hospitality industry depends on excellent service quality and satisfied guests to achieve business success in today's market. Hotels compete in a crowded market by providing both physical facilities and exceptional service experiences that surpass guest expectations (Ali et al., 2016). The delivery of consistent high-quality service leads to customer loyalty and positive online reviews and sustained business profitability (Zeithaml, Berry and Parasuraman, 1996). The operational success and strategic management of independent hotels and branded hotels depend on their ability to understand service quality's impact on guest satisfaction.
The Best Western Burlington Hotel in Folkestone Kent, serves as the main research site for this investigation. The Best Western franchise operates the four-star seafront property Burlington Hotel, which was founded during the late 1800s and provides 60 rooms and meeting spaces and dining options and a bar (Burlington Hotel, 2025). The hotel welcomes visitors who stay for leisure and business purposes, including British tourists exploring Folkestone beaches and Eurotunnel passengers. The Burlington Hotel operates under Best Western corporate standards and local management systems because it belongs to the international mid-scale hotel brand which makes it suitable for studying service delivery differences between front office and housekeeping and food and beverage and events departments.
The student placement experience showed that the Burlington Hotel maintains its positive reputation for welcoming staff and excellent location but operational flaws sometimes affect the complete guest experience. TripAdvisor guest reviews demonstrate that customers praise staff professionalism yet express dissatisfaction about hotel cleanliness and service speed (TripAdvisor, 2025). The post-pandemic hospitality industry faces ongoing service quality management difficulties because customer needs and workforce conditions have transformed (UNWTO, 2023).
The research investigates how service quality performance in various departments affects guest satisfaction at Best Western Burlington Hotel through a critical assessment. The research combines secondary data from guest feedback and academic literature with direct observations from the workplace to achieve its goals. The research findings will offer operational recommendations to the hotel management team for better service delivery and guest satisfaction improvement.

[bookmark: _Toc211518332]Research Aim

The research investigates service quality effects on guest satisfaction at Best Western Burlington Hotel while developing operational methods to boost service quality throughout all departments.

[bookmark: _Toc211518333]Research Objectives

· The research investigates service quality and guest satisfaction as essential elements in hotel operations.
· The research investigates which elements determine guest satisfaction at Best Western Burlington Hotel.
· The research evaluates service delivery methods between front office and housekeeping and food and beverage departments.
· The research examines service quality perceptions from both guest and staff perspectives.
· The research develops actionable recommendations which focus on service quality improvement and customer satisfaction enhancement.

The research project follows this structure: Chapter 2 reviews service quality and guest satisfaction theories and models from existing literature. The research methodology and case study design appear in Chapter 3. The research findings and their analysis appear in Chapter 4, followed by a study conclusion and actionable recommendations for Best Western Burlington Hotel in Chapter 5.

[bookmark: _Toc211518334]Chapter 2: Literature Review

[bookmark: _Toc211518335]2.1 Introduction

The hotel industry operates in a competitive service-based market where customer satisfaction depends heavily on employee-customer interaction quality (Li and Tsai, 2022). Service quality stands as a fundamental business success factor because it shapes customer loyalty and brand reputation and drives profitability (Dominici and Guzzo, 2010). This review examines service quality and guest satisfaction theories through an analysis of SERVQUAL and SERVPERF models and the Kano Model while investigating staff performance effects on guest expectations and customer loyalty (Mikulić and Sc, 2007; Parasuraman, Berry and Zeithaml, 1991; Taylor and Cronin, 1994). The research establishes a theoretical framework to study how service quality across different departments affects guest satisfaction at Best Western Burlington Hotel.

[bookmark: _Toc211518336]2.2 Defining Service Quality in Hospitality

Multiple definitions of service quality exist because hospitality services present intangible characteristics which make them difficult to measure. The service quality definition from Parasuraman Zeithaml and Berry (1988) shows that service quality exists when customers experience better results than their predicted service quality. The delivered experience quality becomes apparent when it fulfils or exceeds what customers expected at first. Hotel operations consist of multiple service quality factors which include staff professionalism and room cleanliness and food quality and request handling and physical environment (Akbaba, 2006).
The three main characteristics of hospitality services distinguish them from physical products because they cannot be separated from service delivery and each service encounter produces distinct experiences and services cannot be saved for later use (Kotler, 2022). Service quality maintenance depends on proper staff training combined with effective communication systems and quality control protocols (Oh and Kim, 2017). The franchise standards of Best Western Burlington require strict service quality consistency because they aim to deliver identical guest experiences throughout all their properties.

[bookmark: _Toc211518337]2.3 Guest Satisfaction and Its Importance

Guest satisfaction emerges as an emotional reaction when service delivery matches or exceeds what customers initially expected (Oliver, 2010). Customer satisfaction levels determine how well customers stay loyal and how they share positive feedback and rate hotels online, while dissatisfaction leads to complaints that harm reputation (Kim, 2007).
Guest satisfaction in hospitality establishments leads to higher customer loyalty and better online review ratings and increased positive word-of-mouth recommendations (Han and Hyun, 2018). The Burlington hotel benefits from satisfied guests because they tend to return and share positive recommendations with others which affects local booking decisions through TripAdvisor reviews. According to Yüksel and Yüksel (2001), the expectancy-disconfirmation theory shows that satisfaction emerges from the comparison between actual service delivery and what customers expected beforehand. Guests experience positive disconfirmation and satisfaction when service delivery exceeds their expectations but they become dissatisfied when performance fails to meet their expectations.

[bookmark: _Toc211518338]2.4 The SERVQUAL Model

The service quality measurement model SERVQUAL was developed by Parasuraman, Zeithaml and Berry (1988) and has become the most popular assessment tool. The model consists of five essential service quality dimensions.
· Tangibles – the physical environment, equipment, and how staff are presenting.
· Reliability - the service delivery process depends on reliability to maintain dependable and accurate performance.
· Responsiveness - the service delivery process depends on responsiveness to provide immediate assistance to customers.
· Assurance - the assurance dimension consists of three elements which include employee knowledge and courtesy and trust-building abilities.
· Empathy – caring and individualised customer service and attention.
The hotel service quality assessment depends on these dimensions to evaluate different departmental performance. The front office requires responsive and assured service for check-in and problem-solving while housekeeping depends on reliable service and clean presentation and food and beverage operations succeed based on empathy and fast service delivery (Marković and Raspor, 2010).
The diagnostic power of SERVQUAL remains strong but researchers have identified two main limitations: its generic nature and cultural sensitivity (Ladhari, 2009). The gap model faces challenges in measurement because customer expectations shift quickly in digital marketplaces (Buttle, 1996). The hotel industry continues to use this model because of its straightforward design and practical application for management.

[bookmark: _Toc211518339]2.5 The SERVPERF Model

The SERVPERF model by Cronin and Taylor (1992) concentrates on service performance assessment instead of measuring expectation-perception differences. The model shows that service perception measurement provides accurate satisfaction assessment because hotel guests focus on their actual service experience rather than their initial expectations.
The data collection process becomes easier with SERVPERF because it focuses on performance metrics, which aligns with Best Western Burlington's internal audit system that uses performance indicators like response time and cleanliness ratings instead of expectation-based surveys. Research shows that evaluates both models demonstrates SERVPERF provides superior customer satisfaction prediction and produces fewer measurement inaccuracies (Jain and Gupta, 2004). The SERVQUAL model helps organisations detect service deficiencies against guests anticipated standards.

[bookmark: _Toc211518340]2.6 The Kano Model and Guest Delight

The Kano Model (Kano et al., 1984) introduces a new approach to service attribute classification through three distinct categories.
· Basic needs (must-be qualities): The automatic features that guests normally anticipate include cleanliness and safety standards.
· Performance needs: The level of satisfaction grows directly with the quality of performance delivery for attributes such as fast service and welcoming staff behaviour.
· Excitement needs: The third category of excitement needs includes surprising elements which generate guest delight through individualised treatment and complimentary room upgrades.
The Burlington Hotel provides basic needs through clean well-maintained rooms and performance needs through efficient check-in services. The hotel offers excitement factors through individualised guest interactions and additional scenic sea-view accommodations. The model indicates that hotels need to surpass fundamental requirements to generate unforgettable guest experiences (Tan and Pawitra, 2001). The effect of excitement factors diminishes when guests start to anticipate them because of a phenomenon called expectation inflation (Slack, Chambers and Johnston, 2010).

[bookmark: _Toc211518341]2.7 Staff Performance and Internal Service Quality

Research shows that employee contentment directly affects the quality of service delivery and guest happiness levels (Chi and Gursoy, 2009). Hotels deliver their services through departmental teamwork, so internal service quality between staff members directly impacts the external service quality which guests experience (Heskett and Schlesinger, 1994).
Staff members at the Burlington Hotel determine guest perceptions through their friendly behaviour and empathetic approach and effective communication skills. The combination of employee recognition programs with proper management communication and training systems boosts staff motivation which results in sustained service quality (Karatepe and Olugbade, 2009). Guest satisfaction suffers when hotels face problems with insufficient staff or ineffective leadership because these issues create service delays and inconsistent experiences (Baum, 2015). The Service-Profit Chain Model (Heskett and Schlesinger, 1994) demonstrates this relationship by showing how internal service quality affects employee satisfaction which then leads to customer loyalty and financial success.

[bookmark: _Toc211518342]2.8 Service Quality Establishes a Direct Link to Guest Loyalty

Research evidence demonstrates that service quality directly leads to higher guest loyalty in the hospitality industry (Oliveras-Villanueva, Llach and Perramon, 2020; Han and Hyun, 2018). Guests who receive superior service beyond their expectations will form strong emotional bonds which lead to hotel return visits and positive word-of-mouth recommendations. A single negative guest experience leads to fast deterioration of the hotel's reputation because customers share their negative feedback through online review platforms (Leung et al., 2013).
The Burlington Hotel depends heavily on domestic repeat customers and business travellers, so loyalty stands as its most vital factor. Service quality at Best Western Burlington Hotel serves two essential purposes because it creates guest satisfaction and functions as a marketing tool to establish the hotel as a trustworthy, welcoming accommodation.

[bookmark: _Toc211518343]2.9 Conceptual Framework

The research framework unites the SERVQUAL dimensions (Parasuraman, Zeithaml and Berry, 1988) with guest satisfaction theory (Oliver, 2010) according to the literature review. The framework demonstrates that guest satisfaction emerges from their perception of service quality across five SERVQUAL dimensions, which then affects their loyalty and future actions. The framework incorporates staff motivation and departmental communication as essential variables that affect the service delivery process.
The established conceptual framework enables a complete assessment of the Burlington Hotel's service quality by uniting academic principles with real-world operational elements that were observed during the placement.

[bookmark: _Toc211518344]2.10 Summary

The research examined current studies about service quality and guest satisfaction within the hotel industry through a critical evaluation. The research demonstrated that service quality exists in multiple dimensions while explaining how SERVQUAL and SERVPERF and the Kano Model help guests perceive their experiences. The research demonstrated that employee performance, together with internal service quality, creates the foundation for guest satisfaction. The following chapter describes the research methods of this study, which include Best Western Burlington Hotel analysis through case study methodology and data collection methods and analytical framework.

[bookmark: _Toc211518345]Chapter 3: Methodology

[bookmark: _Toc211518346]3.1 Introduction

The third chapter of this paper describes the research methodology which examines service quality effects on guest satisfaction at Best Western Burlington Hotel in Folkestone. The research combines qualitative case study methods with primary data collected during the student placement and secondary information from online guest reviews and academic literature. The selected research methods focus on understanding service delivery complexities in hospitality because experiences and perceptions strongly influence human-centred service interactions (Creswell and Creswell, 2017).

[bookmark: _Toc211518347]3.2 Research Strategy

The research uses a case study design as its primary methodological approach. According to Yin (2018) the case studies function as an empirical research method. This examines current events in their natural operational environment. The method works best when the service quality boundaries merge with hotel operational areas.
The single case study of Best Western Burlington Hotel enables researchers to study service quality delivery and guest perception across different departments including front office and housekeeping and food and beverage. The researcher's professional placement at the hotel provided direct observation and operational procedure understanding, which supports this research approach.
The case study method enables gathering detailed insights through the combination of various data sources (Saunders, Lewis and Thornhill, 2009) . The research method faces a limitation because it produces findings that cannot be applied to all hotels. The research seeks analytical generalisation instead of statistical generalisation because it aims to develop insights that apply to similar hospitality settings (Yin, 2018).

[bookmark: _Toc211518348]3.3 Research Philosophy and Approach

The research adopts an interpretivist approach to study human experiences and social interactions in the field of hospitality (Bryman and Bell, 2015). The interpretivist approach suits hospitality research because service quality and guest satisfaction result from personal perceptions and emotional responses and individual values rather than numerical assessments.
The research follows an inductive methodology because it allows themes and patterns to develop organically from the collected data instead of using pre-established hypotheses (Creswell and Poth, 2016). The researcher connects actual hotel environment observations to theoretical frameworks, including SERVQUAL and guest satisfaction theory.

[bookmark: _Toc211518349]3.4 Methods of Data Collection

[bookmark: _Toc211518350]3.4.1 Primary Data

The student placement generated primary data through participant observation and casual staff dialogues. The researcher documented multiple aspects of hotel operations through direct observation, including staff interactions with guests and response times and teamwork and problem-solving methods in different departments. The observed data revealed operational elements which affect guest satisfaction.
The research did not include formal interviews or questionnaires because of ethical requirements and time limitations. The researcher documented their placement experiences through reflective notes, which proved essential as qualitative evidence. The research method of participant observation stands out in hospitality studies because it delivers genuine knowledge about service interactions and staff conduct (Tracy, 2024).

[bookmark: _Toc211518351]3.4.2 Secondary Data

The research incorporates three types of secondary data, which consist of TripAdvisor and Booking.com guest reviews and Best Western corporate materials and academic studies about service quality and guest satisfaction. The authentic customer feedback from guest reviews shows recurring service problems which enables researchers to compare staff insights with actual customer experiences (Berezan et al., 2013). The use of multiple data sources enables data triangulation which strengthens both reliability and credibility of research findings (Flick, 2018).

[bookmark: _Toc211518352]3.5 Analysis of Data

The analysis of data followed the SERVQUAL dimensions (Parasuraman, Zeithaml and Berry, 1988) to identify tangibles and reliability and responsiveness and assurance and empathy as analytical categories. The researcher organised guest feedback and observed service delivery into these dimensions to determine the hotel's service delivery performance.
The researcher conducted a thematic qualitative analysis, based on Braun and Clarke's (2013) method, for pattern detection and meaning interpretation. The researcher applied data coding and categorisation and comparison methods to establish relationships between departmental operational methods and guest satisfaction ratings.

[bookmark: _Toc211518353]3.6 Ethical Reflections

The research maintained ethical standards throughout its entire duration. The research followed university ethical standards to protect participant confidentiality while maintaining anonymity and obtaining their voluntary consent (Resnik, 2020). The research protects guest and staff identities through nameless presentation while using publicly accessible online review data. The researcher conducted all workplace observations with full transparency while working at the hotel under management supervision.
Systematic observation recording methods combined with bias prevention strategies helped maintain objectivity in the study. The researcher handled the data with care for academic purposes only.

[bookmark: _Toc211518354]3.7 Limitations

The research contains multiple recognised constraints. The research results from one hotel establishment only which makes it impossible to apply them to other settings. The use of qualitative data in this study results produces less precise statistical outcomes than what quantitative survey methods would generate. The researcher's dual position as employee and observer at the hotel creates potential subjective bias in the study. The researcher used reflective practice together with secondary data triangulation to minimise potential biases (Catterall., 2000). The research approach delivers detailed insights about service quality impact on guest satisfaction at Best Western Burlington Hotel, even though it faces certain methodological restrictions.

[bookmark: _Toc211518355]3.8 Summary

The research methodological framework consists of interpretivist philosophy and inductive reasoning and case study design, which this chapter explains in detail. The research data collection consisted mainly of participant observation and secondary sources which underwent thematic analysis based on the SERVQUAL model. The research included ethical considerations and limitations to achieve both credibility and transparency in the study. The following chapter will show the research findings and discussion which reveal service quality patterns between departments and their impact on guest satisfaction.

[bookmark: _Toc211518356]Chapter 4: Findings

[bookmark: _Toc211518357]4.1 Introduction

The research conducted at Best Western Burlington Hotel in Folkestone Kent presents its findings in this chapter. The research aimed to determine how service quality affects guest satisfaction throughout various operational departments. The research data collection methods included participant observation and informal staff dialogues and analysis of TripAdvisor and Google Reviews and Booking.com ratings and Best Western brand standards.
The research findings follow the structure of SERVQUAL dimensions which include tangibles and reliability and responsiveness and assurance and empathy (Parasuraman, Zeithaml and Berry, 1988). The evaluation of each service quality dimension examines its effect on guest satisfaction and complete service delivery.

[bookmark: _Toc211518358]4.2 Tangibles: Physical Environment and Presentation

[bookmark: _Toc211518359]4.2.1 Observations and Evidence

Service quality tangibles, consisting of physical space and presentation and staff appearance and equipment condition, directly influence how guests perceive their experience (Kotler et al., 2017). The Best Western Burlington Hotel preserved its Victorian design elements which match its brand identity throughout the placement period. The hotel's lobby and restaurant and conference areas displayed elegant decorations, yet several areas displayed ageing signs through worn-out carpets and faded paint that appeared mainly in corridors and older guest rooms.
The housekeeping department dedicated extensive effort to maintaining high standards of cleanliness and room presentation. The housekeeping staff followed Best Western brand protocols while performing their duties with precision and methodical approach. The hotel experienced delayed room turnovers during peak times because of insufficient staff which caused check-in delays according to both online review comments and guest feedback.
The hotel received positive comments about its "beautiful sea view" and "pleasant atmosphere" from TripAdvisor users during 2024-2025 but 15-20% of recent guests described the hotel as "a little outdated" or needing "refurbishment" (TripAdvisor, 2025).

[bookmark: _Toc211518360]4.2.2 Critical Assessment

The partial decline of tangible quality elements in service delivery creates a negative impact on customer perceived value because it affects their initial comfort and first impressions. The physical environment directly influences customer perceptions about service competence according to Zeithaml, Bitner and Gremler (2018). The perception of service competence suffers when customers notice even small maintenance problems.
The implementation of tangible improvements at Burlington Hotel requires substantial financial resources yet the property needs to maintain its cost-effectiveness as a mid-range establishment. The hotel management chose to keep its heritage features because Best Western operates as a "character hotel", yet modernising specific areas would enhance market competitiveness without compromising the hotel's authentic character.
The tangible quality at Burlington Hotel shows moderate strength but uneven performance because guests highly value cleanliness, yet face ongoing problems with outdated design and maintenance, which affects their satisfaction ratings. The operational weaknesses of the hotel were compensated by dedicated staff members who demonstrated problem-solving abilities and commitment to their work. The management strategy of training staff members to perform various duties improved short-term operational stability but resulted in increased workloads for employees.
The hotel maintains operational functionality in its reliability dimension, although it remains vulnerable to breakdowns which require structural improvements and digital system modernisation for better dependability.

[bookmark: _Toc211518361]4.4 Responsiveness: Inclination to Help and Prompt Service

[bookmark: _Toc211518362]4.4.1 Observations and Evidence

The service quality factor of responsiveness measures how quickly staff members provide assistance to guests (Zeithaml et al., 2018). 
· The staff members at Burlington Hotel demonstrated high levels of attentiveness and willingness to assist their guests according to observational data. The front desk team provided polite responses to guest requests, although their response speed depended on the current workload level.
· The restaurant staff provided excellent service during low-traffic periods yet their performance declined when large tour groups entered the establishment. The food and beverage supervisor maintained excellent communication and teamwork but staff shortages during busy events resulted in occasional delays for order delivery.
· The maintenance team provided immediate responses to guest reports about non-operational lights and heating systems.
Guest reviews on the hotel's website showed positive feedback about staff assistance but some guests experienced long delays at the bar and extended waiting times for seating.

[bookmark: _Toc211518363]4.4.2 Critical Assessment

The Burlington hotel shows excellent service culture but its ability to deliver responsive service remains restricted. The staff demonstrates willingness to assist guests because they follow Best Western's "Every Guest Counts" service philosophy (Best Western, 2025). The hotel faces operational challenges because of insufficient staff numbers and high-pressure periods which prevent staff from delivering fast responses.
Guests use waiting times to judge service quality according to Ladhari (2009) because these times directly impact their perceived value. Staff members maintain positive attitudes but guests perceive reduced responsiveness when the available resources do not meet their anticipated standards.
The implementation of scheduling technology and real-time communication systems would improve responsiveness without requiring substantial financial investments, according to managerial perspectives. The implementation of employee training for multiple service duties would help reduce time-related challenges when service demand peaks.

[bookmark: _Toc211518364]4.5 Assurance: Staff Competence and Confidence

[bookmark: _Toc211518365]4.5.1 Observations and Evidence

The assurance dimension requires staff members to demonstrate their expertise and show courtesy while building trust with guests (Parasuraman, Zeithaml, and Berry, 1988). The staff members at the Burlington Hotel maintained professional behaviour while showing courtesy to guests throughout their interactions at reception and in restaurant service areas.
The front office team members demonstrated solid product understanding and displayed assurance when they explained local attractions and handled booking problems. The management promoted customer-oriented service and staff members received occasional training sessions to improve their communication abilities.
The housekeeping department demonstrated assurance through its focus on maintaining high hygiene standards and following established cleaning procedures. The lack of English proficiency between non-native speaking staff and guests occasionally resulted in minor professional image issues during their interactions.
Guest feedback highlighted the positive behaviour of staff members who received praise for being friendly and trustworthy, while the reception team received positive feedback for their helpfulness but no negative comments about staff conduct.

[bookmark: _Toc211518366]4.5.2 Critical Assessment

The assurance level at Burlington Hotel remains solid and consistent because of positive staff behaviour and effective management leadership. According to Chen and Chen (2010), assurance stands as a vital factor which decreases guest risk perception and strengthens their commitment to return.
The hotel needs to establish formalised training programs which should run continuously. The current ad hoc training system maintains compliance standards but a strategic human resource development plan would boost staff performance in communication and problem-solving skills.
The workforce diversity which includes different languages and cultures, requires organisations to implement intercultural service training programs according to Wang, Miao and Mattila (2015). The hotel can improve its service reputation and minimise guest experience variations through professional development programs that enhance assurance standards.

[bookmark: _Toc211518367]4.6 Empathy: Personalised Attention and Care

[bookmark: _Toc211518368]4.6.1 Observations and Evidence

Empathy in service delivery means providing personalised care to each guest according to Parasuraman, Zeithaml and Berry (1988). Staff members demonstrated authentic interest in guest requirements through their actions particularly when serving repeat customers and elderly visitors.
The restaurant staff at the hotel had servers who remembered their regular customers' preferences about their dietary requirements and preferred seating positions. The reception team showed empathy by helping guests with disabilities while arranging transportation services and modifying their accommodations based on their needs.

Staff members delivered empathy differently based on their experience level and the amount of work they had to handle. The new employees dedicated their time to finishing their work tasks instead of interacting with guests.
Guest reviews included statements about feeling at home and staff members providing exceptional service but some reviewers noted that staff failed to notice them during peak breakfast hours.

[bookmark: _Toc211518369]4.6.2 Critical Assessment

The hotel's empathetic service quality stands out as its most powerful attribute because of its small-scale operation and community-focused approach. The delivery of personalised care through emotional satisfaction stands as a vital factor which research shows leads to customer loyalty (Han and Hyun, 2015; Kandampully, Zhang and Bilgihan, 2015).
The hotel faces difficulties in that diminish their ability to deliver warm service interactions (Karatepe, 2015). Maintaining empathy when operational demands become high. Staff shortages lead to employee burnout which results in emotional exhaustion hotel management should establish employee wellness programs and workload management systems as essential components for their service quality approach.
The hotel's empathetic service at Burlington creates positive guest reviews and repeat bookings which gives the mid-scale property a competitive edge.

[bookmark: _Toc211518370]4.7 Overall Assessment of Service Quality and Guest Satisfaction

The hotel's service quality and guest satisfaction assessment combines data from all five SERVQUAL dimensions to show a service culture based on friendly staff and caring professionals but limited by operational problems and insufficient resources.
Strengths: The hotel maintains excellent cleanliness standards while its staff provides friendly service and demonstrates strong assurance and empathy and maintains a positive online reputation for customer service.
Weaknesses: The hotel faces three main weaknesses which include outdated facilities and unreliable service during peak times and delayed responses because of insufficient staff and outdated systems.
Research by Akbaba (2006) and Marković and Raspor (2010) supports the current study because they discovered that human interaction plays a more significant role than physical elements in determining service quality at mid-scale hotels.
The Burlington Hotel achieves guest satisfaction through staff members who successfully maintain operational efficiency while maintaining emotional connections with their guests. The hotel's small size and family-oriented atmosphere provides excellent personal service, but long-term success depends on investing in technological improvements and staff training and facility maintenance.

[bookmark: _Toc211518371]Chapter 4: Discussion

[bookmark: _Toc211518372]4.1 Introduction

The research findings receive critical evaluation through this section which connects to academic studies about service quality and guest satisfaction in hospitality settings. The analysis uses the SERVQUAL model (Parasuraman, Zeithaml and Berry, 1988) from the previous section to assess how Best Western Burlington Hotel guests experience satisfaction through the five service quality dimensions of tangibles and reliability and responsiveness and assurance and empathy.
The study results match existing service quality research which demonstrates that human contact and emotional involvement between staff and guests produce the highest levels of guest satisfaction (Han and Hyun, 2018; Kandampully, Zhang and Bilgihan, 2015). The study demonstrates that mid-scale hotels in the UK face ongoing operational difficulties because of staff shortages and outdated facilities and insufficient digitalisation which restricts their ability to deliver reliable and responsive services. The discussion presents a dual solution that unites personal service culture with technological and procedural advancements as the key to maintaining sustainable service quality at the Burlington Hotel and comparable heritage hotels.

[bookmark: _Toc211518373]4.2 Tangibles: Balancing Heritage and Modern Guest Expectations

Guests form their first impressions and determine value through tangible elements which remain essential for their service experience. The Victorian design of Burlington Hotel establishes a traditional atmosphere of comfort that matches Best Western's brand concept of independent hotel properties (Best Western, 2025). The study shows that hotel guests value the combination of attractive appearance and cleanliness in their physical environment because these elements directly impact their service perception (Kotler, Bowen and Baloglu, 2017).
Guests who use Booking.com to book their stays now expect modern hotel amenities and digital services even when staying at historic hotels. Research by Ariffin and Maghzi (2012) shows that guests base their assessment of price fairness through their evaluation of hotel decor and technology and maintenance quality. The outdated physical condition of Burlington Hotel, along with its worn-out furniture, diminishes its visual appeal and leads guests to question whether they receive adequate value for their money.
Burlington Hotel should implement strategic modernisation efforts to protect its heritage design while implementing necessary updates for lighting systems and Wi-Fi access and bed facilities. The hotel can enhance its brand image through small improvements which meet guest requirements for comfort and operational functionality (O’Neill and Mattila, 2010). The hotel's tangible quality requires more than visual attractiveness because it needs to maintain a consistent relationship between its brand image and actual guest experience.

[bookmark: _Toc211518374]4.3 Reliability: Consistency and Trust in Service Delivery

Guest trust and satisfaction depend on service reliability which means delivering promised services with accuracy and dependability (Ladhari, 2009). The study shows that Burlington staff maintain reliable performance in their daily duties especially when it comes to housekeeping and breakfast service which helps guests feel confident. The hotel demonstrates excellent internal culture and Best Western quality assurance standards through its dependable operational performance (Best Western, 2025).
The reliability of Burlington Hotel faces two main challenges because of its inefficient systems and insufficient staff numbers which become apparent during busy times and major events. The UK hospitality sector faces service reliability issues because of post-pandemic labour shortages and rising operational costs according to research by Baum et al. (2020) and Kralj and Solnet (2010). Service predictability suffers when guests encounter delayed room availability and booking system malfunctions which Zeithaml, Bitner and Gremler (2018) confirm affects customer loyalty.
The reliability problem at Burlington Hotel stems from structural issues which extend beyond operational management. The hotel requires funding for digital infrastructure development including property management systems and housekeeping coordination tools and departmental communication systems. According to Collier and Barnes (2015) technology-based reliability systems enhance human performance by minimizing mistakes and enhancing teamwork between staff members. The solution to improve reliability depends on staff training combined with technological implementation rather than depending solely on more personnel.

[bookmark: _Toc211518375]4.4 Responsiveness: Human Willingness vs. Structural Constraints

The hotel staff at Burlington demonstrate excellent responsiveness which stands out as a major organizational strength. The staff members at Best Western demonstrate a strong service culture through their quick assistance to guests under challenging situations which supports the company value of "Every Guest Counts" (Best Western, 2025). The hotel maintains a positive online reputation because of its staff members who provide friendly and helpful assistance to guests.
The hotel faces resource limitations that restrict its ability to provide responsive service. The hotel faces operational delays in restaurant service and check-in processes during peak hours which proves that employee dedication cannot overcome built-in operational challenges. The study by Ladhari (2009) shows that responsiveness emerges from the combination of human attitude and operational design elements. Staff members show high motivation yet the hotel's insufficient staff numbers and inefficient processes and insufficient technological support result in decreased guest-perceived poor responsiveness.
The analysis reveals that responsiveness functions as a capability problem instead of a behavioural challenge. Hotels that use real-time feedback systems through mobile apps and in-room messaging according to Torres, Fu and Lehto (2014) achieve better responsiveness because they identify and solve problems more efficiently. Burlington should implement affordable communication systems and flexible role assignments to enhance its responsiveness during peak operational periods. The hotel needs to empower staff members and redesign its service operations to achieve better responsiveness.

[bookmark: _Toc211518376]4.5 Assurance: The Role of Professionalism and Communication

The staff at Burlington provide assurance through their friendly service and their knowledge of the local area according to one perspective. The research of Chen and Chen (2010) shows that staff confidence and competence directly lead to better guest security and satisfaction. The professional reliability at Burlington stems from its experienced staff and stable management structure which creates an environment based on trust.
The hotel faces communication skill challenges among multilingual staff members which affects the assurance level provided to guests. Wang, Miao and Mattila (2015) found in his research on intercultural service encounters that language barriers between team members can create communication problems and affect professional service delivery. The hotel faces challenges in maintaining uniform assurance standards because it lacks formal training programs for continuous communication and service recovery education.
Assurance needs evaluation as a dual concept which combines individual competence with organizational trust mechanisms according to critical analysis. Hotel guests evaluate assurance through their ability to solve problems effectively according to Johnston and Michel (2008). A structured service recovery policy with training for apology techniques and problem ownership and compensation guidelines would create consistent and transparent responses that enhance assurance.
The assurance level at Burlington remains strong but it exists mainly because of staff members' good will instead of established protocols. The hotel can develop this implicit trust into a lasting competitive advantage through professionalisation efforts that include training and coaching and performance feedback systems.

[bookmark: _Toc211518377]4.6 Empathy: Emotional Connection and Personalised Experience

Empathy stands as Burlington's fundamental service advantage according to one analysis. The hotel's small size allows for individualized guest service and staff members show genuine interest in their visitors. The study by Han and Hyun (2018) demonstrates that emotional satisfaction based on empathy produces better guest loyalty results than functional satisfaction does.
The delivery of empathy requires significant resources which becomes challenging to maintain when operations reach their maximum capacity. Karatepe (2015) demonstrates that hospitality staff members experience exhaustion from emotional work because they must meet demanding guest needs while working with insufficient personnel. The level of empathy at Burlington depended on employee workload and experience because new staff members and those with excessive with work focused on completing tasks instead of building relationships with guests.
Empathy requires institutional support for its development instead of depending on spontaneous actions. The organization should develop empathy through training programs and recognition systems and manager-led role modelling according to Liu, Yu and Guo (2022). The hotel should establish a daily pre-shift briefing program which lets staff members exchange guest experiences to develop their empathetic skills. Through this approach the hotel maintains emotional bonds with guests during challenging times which results in enduring customer loyalty and favourable recommendations.

[bookmark: _Toc211518378]4.7 Integrative Discussion: Service Quality and Guest Satisfaction Relationship

The service quality profile of Burlington demonstrates the human-oriented characteristics which define mid-scale hospitality operations. Marković and Raspor (2010) demonstrate that emotional guest interactions along with customized service delivery create more satisfaction than high-end facilities do. The hotel achieves high scores in empathy and assurance which supports this observed pattern.
The research results demonstrate how service quality remains susceptible to breakdowns in smaller hotels. The hotel faces restrictions in delivering guest expectations because its outdated technology and unreliable systems and limited response times stem from operational weaknesses (Brotherton, 2019). The service consistency of Premier Inn and Travelodge results from their process standardisation approach yet Burlington depends on human flexibility and personal touch to deliver its services.
Burlington should focus on developing hybrid service excellence through the combination of genuine personal connections with strategic technological advancements. Kandampully, Zhang and Bilgihan (2015) demonstrate that service excellence through human connection and operational dependability produces the best results for customer satisfaction and loyalty.
The service quality at Burlington Hotel demonstrates strong emotional connections but faces challenges with operational stability. The hotel needs to protect its human connection while making strategic investments in systems development and staff training and environmental improvements. The level of guest satisfaction changes based on how well the hotel integrates its traditional charm with modern service standards.

[bookmark: _Toc211518379]Chapter 5: Conclusion

This research examined the connection between service quality and guest satisfaction at the Best Western (Parasuraman, Zeithaml and Berry, 1988) to analyse how the five service quality Burlington Hotel located in Folkestone Kent. The study applied the SERVQUAL model dimensions of tangibles, reliability, responsiveness, assurance and empathy affect guest satisfaction and overall experience. The placement observations revealed that Burlington Hotel maintains excellent service quality as its primary operational strength and main operational challenge.
The research findings validate previous academic research which demonstrates that emotional service elements including empathy and assurance and responsiveness create the most impact on guest satisfaction (Han and Hyun, 2018; Ladhari, 2009). Guests appreciate genuine human relationships and friendly service and individualized attention which the Burlington staff members excel at providing. The hotel's small size and experienced staff enable personalized guest interactions that make up for its limited physical resources and infrastructure. The Best Western brand promise (Best Western, 2025) aligns with the hotel's ability to provide personalized guest interactions because of its small size and dedicated staff.
The research showed that service quality at Burlington Hotel exists in a fragile state because it depends on individual staff efforts and good will instead of established systems or technological resources. The staff shows high dedication but service delivery experiences irregularities because of insufficient personnel and outdated facilities and missing digital coordination tools. The post-pandemic UK hospitality industry faces recruitment difficulties and budget restrictions which according to Baum et al. (2020) and Kralj and Solnet (2010) result in decreased reliability and responsiveness across the sector.
The hotel's heritage identity functions as both a competitive advantage and an operational limitation according to critical evaluation. The Victorian design and classic appearance of the hotel attracts visitors who want to experience a distinctive nostalgic atmosphere. The older building structure leads to maintenance problems and comfort issues which negatively impact the service quality guest-perceived value because they enable direct comparisons with contemporary hotel properties. Burlington needs to find a strategic dimension of tangibles. According to Kotler, Bowen and Baloglu (2017) tangibles directly influence approach to maintain its historical appearance while implementing necessary updates to Wi-Fi systems and lighting and bedding facilities.
The research demonstrated that reliability and responsiveness form a vital connection between them. A hotel needs reliable operations to deliver fast responses to guests. The research indicates that Burlington faces communication breakdowns between departments which negatively affects its reliability during busy periods. According to Collier and Barnes (2015) service reliability now heavily relies on technology-based systems for property management and housekeeping coordination. Staff members who demonstrate motivation face challenges in delivering consistent service because the lack of system integration results in delayed responses and occasional service mistakes.
The assurance dimension which represents staff professionalism and confidence in their work proved to be a dominant yet inconsistent element. Guests experience a sense of safety and receive good treatment from staff but occasional communication breakdowns because of language differences or insufficient service recovery training diminishes their overall sense of assurance. Wang, Miao and Mattila (2015) stresses that hospitality staff need to develop intercultural communication abilities because they interact with guests from different backgrounds. The staff at Burlington Hotel requires formal training programs that teach communication skills and problem-solving methods and emotional strength development to enhance this dimension.
The research established empathy as the most powerful element among all SERVQUAL components. The staff members' friendly demeanour and their extra efforts to please guests result in exceptional emotional contentment for hotel visitors. According to Han and Hyun (2018) emotional connection between guests and staff proves more effective for building customer loyalty than basic service quality. Karatepe (2015) indicates that staff members who perform emotional work without proper support will experience exhaustion and burnout. The core strength of empathy needs ongoing support from management through employee recognition and workload management to maintain its effectiveness. The research demonstrates that Burlington Hotel guests find more satisfaction through human interaction and emotional bonds than through luxurious materials and advanced technology. The study confirms hospitality research findings which demonstrate that genuine human connections and trust-based care create lasting memories for guests (Kandampully, Zhang and Bilgihan, 2015). The human-based service advantage will not endure unless Burlington implements structural changes that boost operational reliability and efficiency and service consistency.
The research results indicate that sustainable service quality needs a combination of traditional hospitality values with modern operational improvements. Burlington Hotel needs to maintain its core hospitality values based on empathy and personalized service delivery through strategic implementation of performance-enhancing innovations and operational reliability systems. The combination of emotional value and functional efficiency according to Zeithaml, Bitner and Gremler (2018) creates modern service excellence. and limited facility enhancements that uphold its unique heritage character.
The research shows that guest satisfaction in mid-scale Burlington should allocate funds to acquire basic digital solutions for housekeeping operations and guest relations and provide specialized training heritage hotels depends on how well organizations unite emotional elements with cultural aspects and operational factors through a unified service strategy. The Burlington Hotel proves that authentic hospitality built on empathy and professional service delivery and prompt responses creates positive guest experiences. The hotel needs to enhance its reliability through technological advancements and employee training and ongoing improvement initiatives to stay competitive in the evolving hospitality industry.
The research proves that service quality exists as both an artistic human practice and a scientific organizational system. Burlington Hotel needs to unite its traditional hospitality approach with modern service management systems to achieve market success in the evolving UK hotel industry.

[bookmark: _Toc211518380]Chapter 5:  Recommendations and Practical Strategies

The following section presents operational recommendations which help Best Western Burlington Hotel improve service quality and guest satisfaction while building loyalty and enhancing operational performance. The proposed solutions follow modern hospitality industry standards and draw their basis from academic research and industry studies.

[bookmark: _Toc211518381]1. Enhance Staff Training and Empowerment

The friendly and empathetic nature of staff members at the Burlington Hotel stands as a primary factor which determines guest satisfaction. The research shows that service delivery inconsistencies occur because staff members lack proper training and insufficient authority to handle immediate decisions.
Burlington should develop formal service training programs which teach staff members about communication techniques and emotional intelligence and service recovery methods. Research indicates that staff members who receive empowerment training become more motivated to deliver higher-quality service results (Kim, Tavitiyaman and Kim, 2009). The training program should include practice-based activities for complaint management and team coordination and cultural competence training because these skills are vital for modern hospitality operations (Koc, 2020).
The management team should create a Service Ambassador program which pairs experienced staff members with new employees for knowledge transfer and service culture preservation. The implementation of mentoring programs, according to Lashley and Chibili (2019), leads to higher employee engagement and decreased employee turnover rates which affect smaller hotels.
The expected outcome includes staff members delivering reliable service while resolving problems efficiently and building guest trust through their consistent performance.

[bookmark: _Toc211518382]2. The hotel should implement a digital platform which enables guests to provide feedback and maintain communication.

The research shows Burlington Hotel depends mainly on TripAdvisor and other external review sites for feedback but these platforms offer restricted real-time information. The hotel needs to implement an integrated guest communication system (TrustYou or ReviewPro) to receive and analyse guest feedback for immediate response.
Through digital platforms, managers can monitor service performance by department and detect recurring service issues in real-time (Marques and Marques, 2023). The system enables staff to initiate contact with unhappy guests before they create negative reviews on public platforms. The collected feedback information enables staff to conduct improvement meetings which support Kaizen principles of small-scale innovation (Masaaki, 1986).
The system enables quick response times and better service reliability and enables better management of online reputation.

[bookmark: _Toc211518383]3. The hotel should allocate funds to improve physical facilities while maintaining its historical essence.

Guests praise Burlington's attractive atmosphere, but they also point out that some areas need modernisation. Service quality perceptions heavily depend on tangible elements, which include rooms and furniture and technology and cleanliness, according to Oliveras-Villanueva, Llach and Perramon (2020). The hotel needs to approach large-scale renovation with caution because it must maintain its historic character.
A strategic renovation schedule should start with critical improvements that include Wi-Fi network enhancements and new bedding and energy-efficient lighting systems. The hotel can improve guest comfort through these updates while keeping its classic architectural design intact. The hotel should introduce environmentally friendly products including biodegradable toiletries and digital check-in systems to match the sustainability preferences of contemporary guests (Sharma, 2023).
The hotel can seek funding for these projects through Kent County Council (2025) heritage grants and hospitality programs that support environmentally friendly building upgrades.
The expected outcome includes better service quality through tangible improvements and increased market competitiveness in the midscale segment and higher perceived value for guests.

[bookmark: _Toc211518384]4. The organisation needs to improve its internal communication systems while enhancing departmental teamwork.

The reliability of hotel operations declines when different departments such as housekeeping and front desk and food service, maintain poor communication links. A central task management system, such as Hotelkit or Alice, or Cloudbeds, TeamComms, enables better task distribution and decreases delays while improving follow-up procedures (SoftwareAdvice, 2025).
The implementation of technology-based coordination systems, according to Kandampully, Zhang and Bilgihan (2015) leads to better operational performance and better employee job satisfaction because it minimises workplace stress and communication breakdowns. The managers at Burlington should organise regular departmental meetings to distribute guest feedback and recognise positive reviews and determine common service development needs.
A Service Quality Committee with departmental representatives will unite teams to work together for ongoing service improvement through shared responsibility. The hotel will achieve better service reliability and fewer guest complaints while staff members from different departments will work more effectively together.

[bookmark: _Toc211518385]5. Introduce Recognition and Wellbeing Programmes

Staff morale determines the ability of employees to deliver service empathy and attentiveness, which directly affects guest satisfaction levels. Staff members who experience emotional exhaustion from their work need recognition to prevent burnout, according to Renger, Miché and Casini (2020). The hotel should create a staff recognition program which honours staff members who deliver outstanding service through monthly "Guest Hero" awards.
The combination of flexible work schedules and team-building activities and mental health resources will help Burlington maintain employee retention and boost workplace engagement, according to Simmons (2023). The inability to match competitor salaries forces hotels to use emotional and social recognition as their main motivational tool.
The strategy follows internal marketing principles because it treats staff members as vital customers who need satisfaction before guests do (Grönroos, 2016).
The strategy will lead to lower employee turnover rates and maintain guest-focused service delivery and build a service-oriented work environment.

[bookmark: _Toc211518386]6. Leverage Local Partnerships and Community Engagement

Burlington Hotel should develop stronger connections with local businesses and tourism organisations to improve its reputation and deliver better guest experiences. The hotel can use its partnerships with local attractions and restaurants and event organizers to create promotional packages which boost occupancy rates during slow periods.
The hotel should organize community events including afternoon teas and art exhibitions and charity fundraisers to build its reputation as a welcoming business that cares about the community. The study by Inoue and Lee (2011) shows that businesses which actively participate in their communities develop better brand images and gain higher levels of guest trust and loyalty.
The hotel will achieve better brand reputation while becoming more visible to local customers and developing stronger guest loyalty.

[bookmark: _Toc211518387]7. Implement Continuous Quality Monitoring and Benchmarking

Burlington Hotel needs to establish permanent quality enhancement procedures through the implementation of Balanced Scorecard and SERVQUAL-based internal assessment systems. The hotel can track its service performance through regular assessments of guest satisfaction ratings and complaint response times and employee retention rates, which enable data-driven management decisions (Kaplan and Norton, 2003).
The hotel can use benchmarking with Best Western network properties to discover operational weaknesses and acquire successful practices for improvement (Evans, 2023). The hotel should perform quarterly quality assessments through a combination of review ratings and staff feedback to establish management routines.
The hotel will achieve ongoing service quality enhancements while maintaining alignment with Best Western brand standards.

[bookmark: _Toc211518388]Summary

Burlington Hotel's service quality improvement requires a balanced approach between maintaining its heritage and implementing technological advancements and developing leadership that focuses on people. The hotel will achieve service culture transformation through its investments in training and communication and wellbeing programs and digital innovation, which will shift its service approach from reactive to proactive. The implemented strategies aim to enhance guest satisfaction while developing a workforce that maintains long-term excellence through resilience and motivation.
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