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Abstract
Purpose and objectives
This research has aimed to analyse how room size and noise disturbances impact guest satisfaction of the hotel guests of New Steine Hotel while proposing strategies to enhance guest experience. Hence, the objectives are:
1. To conduct an extensive literature review related to the impacts of quality of customer experiences and the overall ratings at hotels.
2. To evaluate the relationship between customer satisfaction and room size of the New Steine Hotel through customer feedback and reviews.
3. To underscore the patterns of guest reviews with a focus on the noise disturbances that affects the perception of the guests towards New Steine Hotel.
4. To recommend effective solutions and strategies for New Steine Hotel that could be implemented to drive comfort and value. 
Key findings
Multiple key outcomes have emerged as findings in this research. For example, it has been determined that noise disturbance from pets like dog barking in the New Steine Hotel is comparatively more agreeable than the street noise issue. This is because dog barks are occasional but the street noise coming into the rooms from the street-facing windows have been found to be constant and continual. Hence, the guests are quite disturbed by the street noise issue and are actively posting negative reviews of the hotel. This situation has been found to result in dissatisfied guests who are least likely to revisit and the negative reviews dissuade new visitors. Thus, the hotel has been found to face the risk of inability to retain existing customers and incapacity to attract new guests. However, the issue of small room size has been found to be more serious. This is because guests dislike the lack of foot space in the rooms. This has led to more negative reviews with detailed descriptions which has reduced the hotel's popularity in the local Brighton region. 
Recommendations
To overcome the noise disturbance and small room space issues, the hotel has been offered a few recommendations. One recommendation has been to remodel the rooms by knocking down vertical walls. This strategy has been found to free up more space so that the rooms like the single rooms look relatively large and offer more foot space. Another recommendation has been to motivate guests to use door hangers bearing the warning of a dog's presence in the room while guests are temporarily outdoors. This warning sign is expected to prevent housekeeping staff from unknowingly venturing into the room which will avoid unnecessary dog barks. This will help mitigate the dog barking noise issue which has hitherto been affecting the peace of other guests and leading to negative reviews.
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Figure 1: New Steine Hotel
(Source: Newsteinehotel, 2025)
New Steine Hotel is one of the most popular boutique hotels in Brighton, UK because of its location and internal decor. It offers an old-fashioned charm as it exceptionally amalgamates Gallic elements derived from the French influence (Newsteinehotel, 2025). Although its 20 bedrooms are not enormously huge, it has a big-sized basement suite with an individualised patio (Newsteinehotel, 2025). The location is also quite good because it is situated away from the city’s hustle and bustle (in New Town Square) and offers a side view of the sea which is exquisite to look at. 
[bookmark: _slmm8umafg8l][bookmark: _Toc189323251]1.2 Background of research
There are a few issues related to boutique hotels in the UK that require this research. For example, hotels that allow pets like dogs suffer from noise as well as cost issues. Typically, fees are around £20 per dog per night (Aconsideredlife, 2023). However, for short stays, flat fees during booking are charged which becomes quite expensive. Furthermore, noise is also a problem since dogs unnecessarily bark at the sound of each footstep outside the door (Mumsnet, 2025). This makes it disturbing for the other guests staying at the hotel.
There is also an issue with the shrinking room size. In 2015, the average size was 350 square feet but since 2018, 18% of them have become compact-sized. It means that it is 120 square feet in size which allows minimal space for guests to move around (Travel Pulse, 2018). Customer reviews are also critical as 79% of travellers choose a hotel only when they have read 6-12 online reviews (Condorferries, 2025). Furthermore, a single negative review leads to a loss of 30 potential customers. Hence, the customer experience level decides the popularity of UK hotels.
[bookmark: _tzd8osbjcycl][bookmark: _Toc189323252]1.3 Aim and objectives
[bookmark: _qav575u9tyh2][bookmark: _Toc189323253]1.3.1 Aim
This research aims to analyse how room size and noise disturbances impact guest satisfaction of the hotel guests of New Steine Hotel while proposing strategies to enhance guest experience.
[bookmark: _yy9d7a7h6n50][bookmark: _Toc189323254]1.3.2 Objectives
1. To conduct an extensive literature review related to the impacts of quality of customer experiences and the overall ratings at hotels.
2. To evaluate the relationship between customer satisfaction and the room size of the New Steine Hotel through customer feedback and reviews.
3. To underscore the patterns of guest reviews with a focus on the noise disturbances that affect the perception of the guests towards New Steine Hotel.
4. To recommend effective solutions and strategies for New Steine Hotel that could be implemented to drive comfort and value. 
[bookmark: _bhcswjlm0qc6][bookmark: _Toc189323255]1.4 Research questions
Q1: How does the size of rooms affect the overall experience at hotels?
Q2: What is the overall impact of noise disturbances on the reviews of customers along with the rates of retention at a hotel?
Q3: How do the online reviews from guests reflect on the concerns of customers?
Q4: What are the strategies that could be applied for New Steine Hotel to cater to the effects of noise issues and limited spaces in rooms?
[bookmark: _sgj0br1tdxgb][bookmark: _Toc189323256]2. Literature review 
[bookmark: _uxbeyf56hsa9][bookmark: _Toc189323257]2.1 Importance of customer experience and overall ratings for hotels
Amoako et al. (2023) state that the goal of customer experience (CX) is to achieve and sustain long-term customer loyalty in hotels. The author reiterates CX's importance by depicting the path coefficient of 0.526 based on statistical analysis which establishes a positive relationship between CX and repurchase intentions of hotel rooms. This fact is supported by Luo et al. (2021) who state that cost-savings is one primary criterion of most hotels. As they try to reduce room size to save costs, customers are dissatisfied with this leading to negative publicity of hotels. 
According to Arzaghi et al. (2023), the primary function of hotel ratings is to offer straightforward comparative information on basic hotel amenities like room size and noise management for guests to consider. Hence, guest review scores range between 1-10 ratings where 1 is the lowest and 10 is the highest. Similarly, Kim and Han (2023) state that rather than relying on hotel-released information, guests attach credit to online customer reviews on hotels. Hence, feelings and satisfaction of staying in hotels affect hotel perception of guests. 
[bookmark: _3a1haxtn24qw][bookmark: _Toc189323258]2.2 Hotel room size may either support or inhibit customer satisfaction
Design and decor play a significant role in deciding the extent to which customers of a hotel are satisfied. According to Sadhale and Sathe (2021), size and proportion of a guest room are quite critical. For example, bathroom size must be proportionate to room size so that guests are satisfied with it. In case the room is small, space for bathing is also small leading to dissatisfaction among guests. However, Ab Majid et al. (2024) partially support the fact that the small room size of boutique hotels alone decides customer satisfaction. To support this claim, the authors mention that other factors like bed comfort, curtain colour, amenities like Wi-Fi connection and room cleanliness also contribute to customer satisfaction. In contrast, Adıgüzel et al. (2021) feel that room size is quite important in deciding customer satisfaction. Associated words like area, large and huge tend to satisfy guests regarding their ability to comfortably move inside hotel rooms. 
[bookmark: _9r1epif672c8][bookmark: _Toc189323259]2.3 Online hotel reviews from guests affect customer retention
The reviews that previous guests leave behind tend to affect the ability of a hotel to retain customers. For example, Kim and Kim (2022) mention that travellers rely on word-of-mouth (WOM) transmitted over the internet while booking accommodations. This is supported by the fact that 90% of travellers seek previous customer reviews to book hotel rooms. Hence, positive reviews help retain customers and negative reviews fail to retain customers. In contrast, Camilleri and Filieri (2023) has shown that online consumer testimonials related to hotels impact revisit intentions of guests. It means that guests who habitually rely on consumer reviews are most likely to revisit when they find consumer reviews credible and informative. In this way, customer retention occurs for hotels. Similarly, online reviews act as the main source of information acquisition for hotel customers. According to Wei and Kim (2022), upscale (boutique) hotels have higher standard target customers than economic hotel customer groups. Hence, textual reviews and ratings influence revisit intention and thus impact customer retention capacity of hotels.
[bookmark: _cl54tp6i70hl][bookmark: _Toc189323260]2.4 Noise disturbance generates negative hotel reviews and inhibits customer retention
Noise disturbances tend to produce negative CX and hence customer retention for hotels is hard. For example, Vargas-Calderón et al. (2021) state that street noise is associated with negative reviews of hotels as guests feel disturbed. Hence, revisits are low and retention is hard. Similarly, Zarezadeh et al. (2022) also state that negative online reviews and E-complaints against hotels emerge due to noise issues. In contrast, there are also other issues like dog barking and noisy children affecting guests in hotels. Ma et al. (2023) support this fact by sharing some reviews that mention dogs barked all evening. Furthermore, one night, a large group of children disturbed the entire hotel after midnight. These instances infuriated guests who wrote negative reviews and the hotel lost the opportunity to retain customers as they did not revisit again. 
[bookmark: _uhchgvytthw3][bookmark: _Toc189323261]2.5 Strategies to overcome noise and limited space issues in hotels
According to Elkhwesky et al. (2022), reducing operating noise volume can help overcome noise disturbance issues for hotel guests. For example, soundproof systems in rooms can be incorporated. This will prevent street noise like car horns from disturbing the peaceful stay of hotel guests. In contrast, Sánchez-Franco and Aramendia-Muneta (2023) feel transferring power from hosts to guests will help reduce noise disturbances. Staff must be proactive and act immediately if a noise complaint arises so that the issue is instantaneously resolved. 
Overcoming hotel room space issues can be possible if foldable furniture is used like a multipurpose foldable bed. According to Goyal et al. (2023), 3D designs are required to visualise space-saving utility of a multipurpose foldable bed. This will help consider room size to save space. Hence, customer dissatisfaction issues may be avoided and customer retention will strengthen. In contrast, Jana (2024) seeks the help of organic shapes to tackle space issues in boutique hotels. For example, curved furniture can help improve foot traffic flow in small hotel rooms. Curved sofas, tables and chairs will break the linear lines of a room to make it look bigger. Hence, customer dissatisfaction and negative experience issues can be overcome. 
[bookmark: _rjux7n626smx][bookmark: _Toc189323262]2.6 Theoretical underpinning
[bookmark: _gt7ngzu11sc][bookmark: _Toc189323263]2.6.1 Contrast theory
Contrast theory studies customer reaction so that inefficiencies are identified. In this context, Scholar (2022) suggests that any kind of discrepancy of experience from expectations is exaggerated in the direction of discrepancy. For example, in case a hotel is unable to handle noise, guests are more likely to write a negative review. This will lead to prevention of return of dissatisfied customers and customer retention rate will fall. Similarly, Usani (2021) states that the theory reflects gaps between expectations and perceived performance of a service. It means if a boutique hotel guest finds the room to be too small, the inclination for a revisit will vanish due to a huge gap between expected and perceived situations. 
[bookmark: _rj95cs1wvizn][bookmark: _Toc189323264]2.6.2 Value-percept display theory
According to Njagi et al. (2023), the value-percept display theory treats customer satisfaction as a positive emotional state decided by specific individual values of service quality. For example, if the value of bigger hotel rooms is met, emotional satisfaction among guests is there. This leads to positive hotel ratings and publicity which attracts more guests. The theory also brings forth actual value (AV) and ideal value (IV) concepts. According to Kamase et al. (2024), post-purchase satisfaction is decided by utility value or AV based on its degree of difference from the pre-purchase value or IV. Hence, when hotel guests find a hotel to be too noisy, a perceived discrepancy occurs and they are less likely to revisit. 
[bookmark: _erraa8ytzwwi][bookmark: _Toc189323265]2.7 Research gap
There are a few gaps in the previous literature that this research tends to fill. For example, Ma et al. (2023) use a text mining method to gather customer reviews which is not reliable since reviews may not correspond to actual measurements. Hence, the researcher has derived information from statistical and primary qualitative data to derive credibility of issues related to this research topic. Vargas-Calderón et al. (2021) used only two capital cities to derive customer review data which is not fully representative of the entire fact. Hence, this research uses data from multiple locations to properly show how customer reviews inhibit or support customer retention of hotels.
[bookmark: _89yhpuisik1y][bookmark: _Toc189323266]3. Methods
[bookmark: _7gh9ncanpdun][bookmark: _Toc189323267]3.1 Philosophy, approach, and design
This research has adopted a pragmatism philosophy. According to De Waal (2021), this philosophy aids in comparison of facts using both subjective and objective information. The strength lies in its ability to flexibly apply non-numerical and numerical data to generate outcomes. This has helped this research to use pre-published as well as real-time information to show how noise and small rooms affect the New Steine Hotel business. However, the philosophy also suffers from the drawback of differences in subjective and objective outcomes. It has perhaps limited exploration of the exact limit of troubles faced by the hotel.
This research has used a deductive approach to help generate results. This approach has the strength of helping derive specific facts from general facts (Kim, 2021). Hence, considering theories like contrast theory, the researcher has been able to identify how general aspects of expectation dissonance led to specific practices of posting negative hotel reviews of New Steine Hotel. However, this approach has the weakness of conclusions being wrong if initial assumptions are flawed. It may lead to erroneous outcomes in case falsified customer reviews are used to interpret data.
The researcher has used descriptive design to explain research outcomes. The strength of this design is that it offers clearly designed research questions to explicate outcomes (Slater and Hasson, 2024). Hence, adopting this design has helped this research explain how issues like small rooms of the New Steine Hotel are generating customer dissatisfaction. However, it cannot comprehend underlying mechanisms. Hence, it has prevented the researcher from studying how the emotional effect of customer dissatisfaction leads to more than required backlash against New Steine Hotel's services. 
[bookmark: _qhfclngg9vb][bookmark: _Toc189323268]3.2 Data collection method, sample size and sampling method
Both primary and secondary data have been collected. Primary data is data that is collected from the real world while secondary data is the information that is pre-published and available for borrowing. The weakness of the primary data is that it may not generate the required results due to a lack of enough response (Schneider et al. 2023). Despite this drawback, this data has helped because the use of surveys has ensured that numerical details on small room size and noise disturbance portray how dissatisfied customers of New Steine Hotel are. To select participants, a convenience sampling method has been used because it makes it convenient to access certain participants through the non-random sampling method (Qualtrics, 2025). Thus, 50 guests of the hotel have been chosen from the feedback section of the official website. Secondary data suffers from the weakness of inaccuracy in case non-credible sources are used. Hence, the researcher has sought help from the hotel website, scholarly articles and such online sources which bear the name of authors for credibility. 
[bookmark: _q6b1y1yloq2i][bookmark: _Toc189323269]3.3 Research strategy
A number of strategies have been used in this research. For example, netnography helps examine data from an online community (Kabel et al. 2024). Hence, reviews of New Steine Hotel have been used to derive information on the hotel’s problems. Surveys have also been used to determine experience and satisfaction of the hotel stay. Thematic analysis has also been used to link interconnected ideas together like customer satisfaction and online reviews to generate research outcomes.
[bookmark: _lx54hz9uaqeu][bookmark: _Toc189323270]4. Case study hotel overview and findings 
[bookmark: _wa3f762ucwll][bookmark: _Toc189323271]4.1 Overview of New Steine Hotel 
New Steine Hotel is in an excellent position. This is because it is situated on the New Steine Square and is just 3-minute walk away from the Brighton Seafront (Visitsoutheastengland, 2025). The location is also quite easily accessible because the hotel is situated in the heart of Brighton and is just 5 5-minute' walk from the city centre (Newsteinehotel, 2025). Hence, both water and road transport can be used to easily reach the hotel.
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Figure 2: Revenue of New Steine hotel and its competitors
(Source: Zoominfo, 2025)
However, there are no branches as it is a standalone boutique hotel. The hotel, being not a big one, is a small enterprise because it has less than 25 employees (Zoominfo, 2025). This is because it is a 5-storey Georgian townhouse with just 20 rooms (Visitbrighton, 2025). Thus, the annual revenue of this hotel is also not high. It is less than $5M which is like the annual revenue of competitors like Glasgow Pond Hotel and Web Predators.
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Figure 3: New Steine Gardens
(Source: Strawberryfieldshotel, 2025)
Culturally, the hotel is not Regency style but Georgian. This is because it was completed before the 19th century and thus does not fit the traditional Regency style seen in Brighton and Hove (Strawberryfieldshotel, 2025). The New Steine Gardens are not to be solely used as a pleasure ground because, during the period it was built, lavish gardens existed in Brighton. This indicates the implication of the symbolic interactionism theory for the hotel. According to Husin et al. (2021), the theory requires social actors to create meanings in the phenomenon they live in. Hence, guests can enjoy the French influence seen in the artistic value of this boutique hotel while enjoying the decorated overview of the garden. 
[bookmark: _xa9l26gsce7z][bookmark: _Toc189323272]4.2 SWOT analysis of New Steine Hotel 
[bookmark: _37fvrmrgn0n0][bookmark: _Toc189323273]Strengths
Based on 700 reviews, New Steine Hotel has received a 4-star rating (Newsteinehotel, 2025). This is indicative of the fact that the hotel has a high popularity in the Brighton region. Furthermore, the hotel has also ranked 9th in the Times Best Hotels in Brighton 2022 (Newsteinehotel, 2025). This was because the hotel regularly stages events during the Brighton Festival and offers a decently-priced three-course dinner meal. 
Weaknesses
There is a common issue of street noise affecting hotels in Brighton. For example, Amsterdam Hotel Brighton Seafront suffers from excessive noise from bars and the street (Kayak, 2025). Similarly, the central location of New Steine Hotel fails to safeguard it against noise. Therefore, some of the 20 rooms of the hotel are subjected to street noise (Luxuryhotelreview, 2024). In this way, the hotel is unable to offer an enjoyable stay experience to some of the guests occupying the street-facing rooms. It is also seen that dog-friendly hotels suffer from barking dog noise because multiple guests have dogs (Tripadvisor, 2025). Furthermore, single rooms are quite small (Booking, 2025). This cramps the space for guests to move within the room.
Opportunities
Positive reviews not only enhance a hotel's image but also help to attract new guests (Roelen-Blasberg, 2025). Since New Steine Hotel has been able to retain an overall rating of 4 stars based on 700 reviews, it can retain customers and broaden its customer base. Furthermore, being ranked within the Top 10 means that a hotel has received acceptance in the media. Hence, this outcome also offers the hotel the opportunity to overcome its street noise issue in some rooms to successfully ensure revisits by guests.
Threats
[image: ]
Figure 4: Noise issue and unpleasant experience for hotel guests
(Source: Xenia, 2024)
86% of guests are less likely to recommend a hotel if they have a terrible experience with noise and 60% of guests may post a negative online review for noise problems rather than directly complaining to hotel staff (Xenia, 2024). Hence, both street noise and dog barking issues may lead to negative publicity for the New Steine Hotel. This may not only threaten the inability to retain customers but also prevent future customers from booking the hotel rooms. Furthermore, small spaces like in single rooms produce an inability to move and thus dissatisfied guests. It risks the hotel losing some customers as they will not return.
[bookmark: _kstxr9ap2m3j][bookmark: _Toc189323274]4.3 Netnography
Dog barking noise issue not so prevalent in New Steine Hotel
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Figure 5: New Steine Hotel is not dog-friendly
(Source: Tripadvisor, 2025)
Most of the hotels in the UK have a policy which bars guests from leaving pet dogs in hotel rooms (Pets4homes, 2022). It means that even if a guest is to go out for a short stroll outdoors, a pet dog cannot be left unattended in a hotel room. Furthermore, some hotels even require a pet dog to be confined if left unattended in a hotel room (Pettravel, 2024). This is because dogs may get stressed out and may howl unnecessarily disturbing other guests. In this context, the above image clearly reflects that the problem of barking dogs is not as prevalent in the New Steine Hotel as it should be (Hotels, 2025). This is because not even for an hour or so, a guest can leave the pet dog in the New Steine hotel room while visiting a bar. Thus, it can be said that the issue of noise disturbance from dogs is not fully present in the hotel.
Guest dissatisfaction with small room size at New Steine Hotel
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Figure 6: Different rating areas of New Steine Hotel
(Source: Kayak, 2025)
Compare My Jet, after gathering data from TripAdvisor and Booking.com has found that one genuine issue is small rooms in luxury and boutique hotels (Comparemyjet, 2025). While booking rooms, images are deceiving and guests have found rooms to be smaller than expected. Similar is the case with New Steine Hotel as the above image depicts the different areas of rating for the hotel and it is seen that the lowest score is for the room size. This data reveals that customers have posted negative reviews of the hotel regarding its excessively small room size which does not allow enough movement space in the hotel rooms.
[bookmark: _k2fi249tjdeq][bookmark: _Toc189323275]4.4 PEST analysis of New Steine Hotel
Political
In 2021, a Hospitality Sector Council was formed in the UK. However, it did not support the reopening of UK hotels which were affected by the pandemic as it chose to focus on pubs, bars, cafes, and restaurants (Hospitalityinvestor, 2021). The reason was that UK hotels fell within the remit of the Department for Digital, Culture, Media, and Sports. This situation can affect New Steine Hotel’s ability to bounce back from the pandemic’s business-stalling effect. Hence, the hotel may not fully recover soon and may continue to witness partial growth in business operations. 
Economic
Over the past 5 years, hotel room rates in the UK have risen by 82% (Inews.co.uk, 2024). This means that tourists in the UK are finding it economically challenging to locate cost-effective hotel rooms. However, New Steine Hotel has been able to prove cheap because it is offering a 15% discount throughout January 2025 for direct room bookings (Newsteinehotel, 2025). This means that tourists can cost-effectively book this hotel which will ensure a constant rise in the number of customers. 
Social
There are a few UK hotels that are pet-friendly. However, it means that for some guests, dog barking is an issue. New Steine Hotel allows one dog of any size in a designated room (Bringfido, 2025). Hence, the hotel is unable to prevent dogs from barking and disturbing guests when dogs of different guests come face-to-face. Hence, guest satisfaction is an issue. Some UK hotels host festivals and events so that guests may enjoy them. Similarly, New Steine Hotel also hosts social events like the Queer Side Story event. This event is expected to produce a better understanding of queer people in the UK region (Newsteinehotel, 2025). Hence, supporting social causes is a positive side of the hotel which makes it popular.
Technological
Technology integration is quite detailed in UK hotels. For example, app-based check-ins and keyless room entry are being adopted (Assuredhotels, 2024). Additionally, future-proof designs are being generated. However, New Steine Hotel is not able to leverage technological advancement as the hotel room space is problematic. Digital design technology (3D designing) has not yet been applied which has prevented the hotel from offering guests more foot space in the rooms. 
[bookmark: _sh1ld07kpowy][bookmark: _Toc189323276]4.5 Competitor analysis for New Steine Hotel 
Competitor analysis is associated with assessing a competitor's strengths and weaknesses (Indeed, 2025). The biggest benefit of this analysis is to gather information about how competitors progress so that an organisation can improve its business. Hence, New Steine Hotel needs to compare itself with some local hotels to derive ideas regarding resolving its noise and small room issues.
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Figure 7: New Steine Hotel vs. Hotel Pelirocco
(Source: Booking, 2025) 
The above picture shows a comparison between the New Steine Hotel and Hotel Pelirocco. It is visible that New Steine Hotel is quite cheap but it falls behind in rating (Kayak, 2025). For example, one of the guests at Hotel Pelirocco says that the family-friendly room was so spacious that plenty of light came in through the window despite the hotel being a boutique hotel which is generally small (Thefrenchiemummy, 2020). This proves that although New Steine Hotel is price effective, it falls behind due to its small room size, especially for single rooms. Foldable furniture reduces space and prevents clutter (Ihomemore, 2023). Hence, New Steine Hotel needs to employ this kind of furniture for beds, tables, chairs, and wardrobes so that even if the rooms are small, they will look spacious. As a result, client dissatisfaction due to small room space will cease to exist.
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Figure 8: New Steine Hotel vs. Kings Hotel
(Source: Booking, 2025) 
In the above picture, the New Steine Hotel is not cheaper but quality-wise, it is better since the rating is better than the Kings Hotel. One reason is that despite being on the seaside which offers an excellent location to Kings Hotel, its rooms are not so spacious, the bathroom is badly-chipped and rooms have no feather pillows (Tripadvisor, 2025). This indicates that New Steine Hotel needs to expand its room size so that it may generate a better-quality dominance over Kings Hotel. It will ensure attraction of guests despite the visibly high room rates. 
[bookmark: _Toc189323277]4.6 Survey analysis
[image: Forms response chart. Question title: Q.1 Do you agree that the experience of staying at New Steine Hotel is totally perfect?. Number of responses: 50 responses.]
Figure 9: Survey response 1
The response seems to be more negative because 54% of New Steine Hotel customers disagree while 38% are neutral. This hints that perhaps the hotel is not able to fully support the creation of an unforgettable customer experience (CX). It depicts that the quality of services is perhaps not as good as it should be.
[image: Forms response chart. Question title: Q.2 Do you agree that the issue of dog barking noise disturbance is not so serious at New Steine Hotel?. Number of responses: 50 responses.]
Figure 10: Survey response 2
A total of 60% of customers of New Steine Hotel feel that dog barking is a noise disturbance issue while 28% feel it is not so serious an issue. This indicates that perhaps dogs brought in by some guests bark at every footstep movement on the other side of the door and other guests are unhappy about this noise. 
[image: Forms response chart. Question title: Q.3 Do you agree that street noise is within an agreeable limit in New Steine Hotel?. Number of responses: 50 responses.]
Figure 11: Survey response 3
A total of 86% of respondents feel that street noise is not within an agreeable limit at New Steine Hotel. It is indicative of the fact that the central location makes the room witness prominent levels of noise from the streets. 
[image: Forms response chart. Question title: Q.4 Do you agree that the rooms of New Steine Hotel are large enough?. Number of responses: 50 responses.]
Figure 12: Survey response 4
A total of 92% of customers who visited New Steine Hotel feel that its rooms are small. This may be attributed to the general practice of keeping boutique hotel rooms small. It also depicts dissatisfaction among customers.
[image: Forms response chart. Question title: Q.5 Do you agree that rooms at New Steine Hotel offer enough space for a smooth flow of foot traffic?. Number of responses: 50 responses.]
Figure 13: Survey response 5
Not a single customer of New Steine Hotel supports the fact that the hotel rooms offer enough space for foot flow traffic. This indicates the outright negative customer experience about the availability of movement space within the hotel rooms. 
[image: Forms response chart. Question title: Q.6 Do you agree on making a revisit to New Steine Hotel?. Number of responses: 50 responses.]
Figure 14: Survey response 6
There is somewhat some support for revisiting New Steine Hotel because 42% of respondents each are neutral and expectant. This means the holistic CX is not fully bad and offers some space for satisfaction. 
[image: Forms response chart. Question title: Q.7 Do you agree that customer reviews of New Steine Hotel affect your revisit plans?. Number of responses: 50 responses.]
Figure 15: Survey response 7
More than 95% of New Steine Hotel customers believe that reviews left behind by previous customers impact their revisit plans. This indicates the importance of customer reviews in deciding the popularity and attractiveness of this hotel. 
[image: Forms response chart. Question title: Q.8 Do you agree that New Steine Hotel needs to use space-saving foldable and rounded-edged furniture? . Number of responses: 50 responses.]
Figure 16: Survey response 8
Full support (100% of positive response) is there regarding the need for New Steine Hotel to use furniture that saves space in hotel rooms. This generates the need to fully mitigate the small room space issue faced by the hotel. 
[image: Forms response chart. Question title: Q.9 Do you agree that New Steine Hotel needs to disallow pet dogs in its precincts?. Number of responses: 50 responses.]
Figure 17: Survey response 9
54% of respondents support that New Steine Hotel should disallow dogs. This indicates that customers hate the barking noise issue and they need it to cease so that their peaceful stay is not affected.
[image: Forms response chart. Question title: Q.10 Do you agree that New Steine Hotel needs soundproofing in its rooms to cancel external noises?. Number of responses: 50 responses.]
Figure 18: Survey response 10
Full support (100% of positive response) is there regarding the need for New Steine Hotel to apply soundproofing techniques. This is because noise disturbance is a cause of customer dissatisfaction for the hotel which risks affecting the hotel’s popularity and customer retention capability. 
[bookmark: _Toc189323278]4.7 Reflective account
Engagement with professional observations and experience has proved to be a strong learning experience for me. According to Ross and Morrison (2021), individuals invariably generate beliefs not based on proof but based on what they find attractive. This element of critical analysis has been quite beneficial to me. For example, I chose to search and identify as many examples as possible on customer reviews rather than gathering particular proofs. This kind of approach helped me to browse through numerous ideologies which helped me gather a holistic understanding of how noise disturbances and small room issues seem to dissuade customers from revisiting the New Steine Hotel. 
I also got to learn a lot from the experience of applying multiple key analysis techniques. For example, SWOT analysis helps realise the important internal and external aspects related to attainment of business goals (Benzaghta et al. 2021). This analysis therefore helped me to perfectly identify internal strengths and weaknesses and link them with external opportunities and threats in the context of New Steine Hotel. As a result, I have been able to realise why the hotel needs to utilise technology to overcome crammed room space issues dissatisfying customers. The quality vs. price analysis as a part of competitor analysis further aided in identifying issues of the hotel so that rectifying measures are adopted.
[bookmark: _Toc189323279]5. Discussion
[bookmark: _Toc189323280]5.1 Analysing research findings via formulation of themes
[bookmark: _Toc189323281]5.1.1 Small rooms at New Steine Hotel are a cause of dissatisfaction among customers
Sadhale and Sathe (2021) believe that when the room size is small in a hotel, guests are quite dissatisfied. For example, when bathroom size ends up being disproportionate to the overall room size, guests tend to exhibit dissatisfaction by either complaining about it or posting negative reviews about it. For example, one of the customer reviews states that the rooms are a bit tight and the bathrooms are small (Agoda, 2025). However, excellent location and friendly staff make up for the compromised comfort. This review is indicative of the fact that negative elements have been highlighted in a respectful tone. It can be said that this comment does hint at the fact that a hotel's reviews are not fully based on the specific lament of room type but also contain other elements like location usefulness and staff behaviour. This kind of viewpoint is supported by Ab Majid et al. (2024) who state that elements like Wi-Fi connection and room cleanliness also contribute to customer satisfaction and help build customer experience (CX). 
However, the fact that some rooms, specifically the single rooms, are quite small has delimited the movement space for guests as they feel cramped for movement in these rooms (Booking, 2025). This fact is supported by Adıgüzel et al. (2021) who mention the need for adjectives like large and huge to decide customer satisfaction about room size and its ability to offer movement space. This kind of dissatisfaction has also been found in the survey where 92% of respondents have responded that the overall room size at New Steine Hotel is small [Refer to Figure 12]. This is why data emerging from online interaction between the customers and the hotel reflects the lowest rating of 3 stars for the room size aspect of the hotel [Refer to Figure 6]. As a result, the outcome reflects the implication of the value-percept display/disparity theory. According to Mustaffa et al. (2022), satisfaction is a crucial element because it links customer emotions to the experience of customers while availing specific services. It can be said that since the room sizes are small, they fail to offer enough foot traffic space for guests [Refer to Figure 13]. As stated by Kamase et al. (2024), when AV falls behind IV, post-purchase satisfaction of customers is low. Thus, the advertisements of the hotel rooms failed to reveal the small size. As a result, after booking the rooms and staying in them, the customers have identified a disparity between the pre-purchase AV and the post-purchase IV. Hence, customer dissatisfaction is present regarding both small-sized rooms and the lack of foot traffic space. 
[bookmark: _Toc189323282]5.1.2 Noise disturbance at New Steine Hotel has led to some negative reviews by customers and has affected customer retention ability of the hotel
According to Chang et al. (2023), luxury (boutique) hotels that receive negative reviews for noise disturbances are mostly built either in downtown areas or in areas surrounded by public places like bars and restaurants. For example, 300 restaurants exist within 17 miles of the New Steine Hotel (Squaremeal, 2025). This means that some restaurants are also there on the streets surrounding the hotel. Thus, the streets are quite busy which leads to a noisy environment. As a result, the customers occupying the hotel's rooms are disturbed by the constant noise emerging from these public places. For example, 84% of the respondents in the survey are disturbed by the street noise surrounding the hotel [Refer to Figure 11]. This is indicative of the fact that the guests are more likely to post negative reviews. This can also lead to the hotel losing out on customer retention as they may be less likely to revisit. For example, around 95% of the total responding customers in the survey mentioned that their visits are influenced by the online reviews that past customers leave behind for the hotel [Refer to Figure 15]. This hints that there are chances of missed revisits by customers and a probable failure of the hotel to hold on to its existing customers.
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Figure 19: Some access services in New Steine Hotel
(Source: Agoda, 2025)
It is also visible that noise from the pet dogs of guests present in the hotel also somewhat contributes to the negative reviews of the hotel. As per the hotel's policies, a dog of any size can be brought into each hotel room (Bringfido, 2025). This means that guests at times hang around in the corridors with their dogs. This gives rise to the probability of dogs coming face-to-face with each other thereby increasing the chances of dog quarrels. Such a situation is not peaceful because the rising decibels of dog barks affect the peace of other guests. This is why a little more than 50% (54%) of respondents prefer disallowing pet dogs in the hotel's precincts [Refer to Figure 17]. However, 26% of customers do feel that noise disturbances from dogs accompanying guests are not a sincere concern. This is because the hotel does not allow dogs in every part of its precincts like barring dogs from being brought to the New Steine Gardens (Tripadvisor, 2025). This means that since the open space is most likely to cause noise from barking dogs, the level of noise is relatively low. Furthermore, the policies of the hotel also seem to somewhat delimit dog noise. For example, dogs cannot be left alone in the room for even an hour or so (Agoda, 2025). This means that dogs are not stressed due to being locked up in empty rooms and hence, are less likely to bark loud due to freaking out. Hence, some of the customers do not mind occasional dog bark noise and hence, revisit again thereby helping the hotel retain some customers. 
[bookmark: _Toc189323283]5.1.3 Online reviews of the New Steine Hotel concerns customers and influence customer retention
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Figure 20: Guest reviews of New Steine Hotel
(Source: Hotels, 2025)
According to Kim and Kim (2022), 90% of travellers seek customer reviews before deciding to book hotel rooms. Hence, it can be said that electronic word-of-mouth (eWOM) communication influences the choice of hotels for travellers. Regarding the New Steine Hotel, it can be said that most of the reviews generate positive publicity for the hotel. For example, as seen in Figure 20, the hotel has gained a score of 8/10 and is deemed exceptionally good by guests. Most of the elements like cleanliness, staff, and service have received more than a score of 8 out of 10. The only below 8 scores is 7.8 for property conditions and facilities which perhaps hints at small room sizes (Hotels, 2025). Hence, this slight drawback is not serious enough to prevent customers from revisiting the hotel. This is because credible and informative customer reviews impact the revisit intentions (Camilleri and Filieri, 2023). Guests who prefer to leverage informative consumer reviews are more likely to decide on hotel room bookings based on the level of valid and relevant information (Statista, 2024). Since customer reviews of the New Steine Hotel depict proper pros and cons, the hotel is less likely to lose customers and is more likely to gain new customers. 
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Figure 21: Textual reviews and rating of the New Steine Hotel
(Source: Booking, 2025)
On a different note, Wei, and Kim (2022) state that upscale hotels like boutique hotels possess a different customer group. This is because since these hotels are a bit on the upper side of pricing, economic hotel consumer groups do not exist. As a result, the combination of ratings and textual reviews hugely concerns revisit plans and thus, affects customer retention ability of such hotels. In this context, New Steine Hotel falls in the upscale hotel category. This is because it is 198 years old and is a 4-star boutique hotel (Travelweekly, 2025). Hence, the ability of this hotel to retain customers is hugely influenced by ratings and textual reviews posted by higher-standard target customers. For example, as per the latest reviews seen in Figure 21, the staff are quite helpful and friendly and location is excellent. This is backed by similar rating scores of 9.2 and 9.3 out of 10, respectively. However, the drawbacks revealed through textual reviews are that the single rooms are small and there is no air conditioner (AC) is the room (Booking, 2025). These kinds of reviews have already generated benefits for UK hotels because the hotel occupancy rate was 80% in May 2024 which was more than the previous 4 years [Refer to Appendix 2]. Hence, it can be deduced that the New Steine Hotel is not likely to lose many customers. As per the dictums of the contrast theory, gaps between expectations and perceived performance should be low (Usani, 2021). However, the hotel has failed to specifically enlarge single rooms and since the gap exists, it may lead to losing out on single travelling customers like those travelling to Brighton for business purposes. 
[bookmark: _Toc189323284]5.1.4 Measures like using space-saving furniture, modular interior design and installing soundproof systems are required to help avoid small room and noise disturbance issues in the New Steine Hotel
There are two different options that New Steine Hotel can adopt to overcome space crunch issues in its rooms. One such option is seeking the aid of modular interior design procedures. According to Cao et al. (2021), an open floor plan can remove unnecessary interior and exterior walls. As a result, vertical spaces in specific will be more available leading to less cramped space within rooms, especially the single rooms. Goyal et al. (2023) mention that 3D designs help visualise space and aid in developing space-saving furniture. Hence, New Steine Hotel can seek help from the concept of pull-out furniture. For example, a slide-out bed and wardrobe can allow individuals to put this furniture to rest when not required (Deezen, 2024). Hence, the guests can flexibly operate these hotel room furniture to generate more space in the rooms which will specifically enlarge the floor space in the single rooms.
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Figure 22: Acoustic soundproofing
(Source: Ikoustic, 2025)
60% of guests post negative reviews of hotels if they face noise problems (Xenia, 2024). Such a situation can disrupt the reputation of the New Steine Hotel and may prevent revisits by guests leading to an inability to hold on to customers. Hence, the hotel needs to adopt a soundproof system [Refer to Figure 22]. For example, for the smaller rooms, a soundproof wall lining system is available which reduces sound transmission and its thin build results in minimal space loss (Enfielddoors, 2025). Acoustic windows and doors can also be installed which will help reduce street noise and dog barking, respectively (Ikoustic, 2025). In this way, intelligent planning of the soundproof system will help the hotel avoid the dual issues of street and dog barking noise affecting guest experience and customer retention ability of the hotel.
[bookmark: _Toc189323285]5.2 Acknowledging limitations
There are a few limitations regarding the usefulness of data that this research suffers from. For example, the PEST analysis is not fully useful for this research. One reason is that the political element does not exactly link with the issues under exploration. The UK government is not catering to hotel business needs like bouncing back from the pandemic's negative impact on operations and this outcome does not link to noise and small room issues faced by New Steine Hotel. Technological elements are partially related to the issue of small room space. This is because useful practices like mobile check-ins do not relate to the research issues. An interview contains open-ended questions which aid in collecting in-depth information about research topics (VT, 2025). Since this research does not use this data collection method, the research has failed to gather additional information related to noise disturbance and small room size issues of New Steine Hotels. As a result, the survey data only presents specific options that respondents can choose from which has delimited the ability of expression of the hotel's customers regarding the exact dissatisfaction. Furthermore, quality vs. price does not fully explain the issues because the research is not supposed to explore the price perspective of the hotel. 
[bookmark: _Toc189323286]6. Conclusion and recommendations
[bookmark: _Toc189323287]6.1 Conclusion
There are a number of critical outcomes that have emerged from this research which bear extreme significance. It has been found that the issue of noise disturbance regarding dog barking in the New Steine Hotel is not as serious an issue as it should have been. This is because although the hotel allows pets like dogs to accompany guests, the main area namely the Garden bars pets. Since it is an undeveloped area and pets are not allowed here, the high decibel of noise from pets is absent. Furthermore, the hotel's policy does not allow pets to leave pets in rooms even for an hour. Hence, the pets are not stressed and are not inclined to bark loudly. However, some noise disturbance still exists because they bark when someone passes in front of the door. Since this noise is minimal, guests do not mind it much and the level of dissatisfaction with ruptured peace is low.
However, the street noise is a serious impediment to the hotel's ability to retain customers. Since the hotel is built on a busy street with numerous restaurants around, a crowd is there and street noise is high. This situation has led to negative reviews for the hotel and some guests are not revisiting leading to a partial loss of customer base. Furthermore, room size is another impediment for the hotel. Being only a 5-storeyed building, the rooms are small. As a result, foot space is lacking. Thus, visiting customers are posting negative reviews and potential customers are being affected by the ratings and textual reviews. Therefore, the hotel is facing the risk of losing its customer base as most customers are dissatisfied with the small room size and the customer experience is not as good as it should be for a 4-star hotel. 
[bookmark: _Toc189323288]6.2 Recommendations
Based on the twin issues of noise disturbance and the small room size of the New Steine Hotel, its performance has been affected. For example, with respect to the room size rating, the hotel has a 3-star rating (Kayak, 2025). Hence, the hotel is in serious need of some effective recommendations so that it may improve its performance and emerge as one of the most successful boutique hotels in the Brighton region. 
Recommendation 1: Remodelling the building to expand the size of small rooms
Remodelling involves changing the structure or layout of a building (Little Hotelier, 2024). Procedures involve knocking down walls to create larger rooms or extensively altering the structural layout of a building. One good example is deriving ideas from the strategy of knocking down walls to create an open-plan living space. One practice involves knocking down walls of front and back reception rooms along with blocking the doorway of the back reception room (Apartmentapothecary, 2019). In this way, additional wall space is created, which can also increase guests’ satisfaction and their overall experience.
Similarly, the New Steine Hotel can derive the idea of knocking down walls. The hotel can choose to remove the vertical walls of the single rooms. Doing this will free up the space that the vertical walls have consumed. In this way, the single small room will receive more space. The hotel will specifically be able to free up spaces in its rooms, especially in single rooms. As a result, guests will no longer be complaining about a lack of foot space due to small-sized rooms. The negative reviews will also be reduced, the hotel will be able to witness more positive reviews and therefore, not only existing customers will be retained but new customers will also be added. Ultimately, the CX will be enhanced leading to a rise in popularity and fame of the boutique hotel in the Brighton region. 
Recommendation 2: Using acoustics to tackle the street noise issue 
There are multiple ways through which acoustics can help cancel out street noise issues in hotels. For example, furniture like rugs, couches and curtains absorb sound (Acoustic-supplies, 2025). This is because furniture absorbs acoustic sound bouncing around a room. Hence, New Steine Hotel needs to hang curtains around its windows and use space-saving furniture. For example, two-in-one furniture like sofa-cum-bed will ensure double use and will free up space. At the same time, it will also absorb street noise. Furthermore, using rugs will help to prevent the noise from escaping to the room below the floor. This is because being fat, rugs absorb noise. As a result, multiple rooms will benefit from a single attempt to install sound-absorbing furniture and thus, the effort to install multiple furniture can be avoided. This will help return peace to rooms and guests will be happier to stay in peace.
Windows and doors are the weakest points of sound insulation and the effect is exacerbated when gaps are there while closing them (Fenesta, 2025). Hence, the hotel is also recommended to use soundproof windows and doors. The hotel can choose to use double-glazed laminated glass to install aluminium doors and windows. This is because laminated glass can rescue external noise by manifolds. Furthermore, the windows can be made sliding so that they may lock in well when closed. This will remove the gaps and will further add up to noise insulation within the rooms. 
Recommendation 3: Revising pet policies to help avoid guest disturbance due to unnecessary barking
One of the best ways to tackle and mitigate noise disturbance from barking dogs in a hotel is to revise pet policies. In this regard, one innovative idea is to motivate the guests to adopt the practice of using a door hanger that warns of the presence of a dog inside the room when guests leave the rooms for a fleeting period (Dogipot, 2018). This kind of practice will prevent New Steine Hotel's housekeeping staff from entering rooms when pet wonders are temporarily outdoors. As a result, unnecessary agitation of non-friendly dogs due to the entrance of staff will be avoided. As a result, dog bark issues can be mitigated and other guests will not be disturbed.
Furthermore, the hotel is also recommended to employ two or three dog handlers. This is because these people are specialists and know how to manage dogs well. As a result, in case a dog is agitated and starts barking loudly, these personnel can be sent to the room to pacify agitated dogs. In this way, the issue of dog barking disturbing other guests will be removed immediately. As a result, guests will be happy with this competency of the hotel and will be less included to post negative online reviews. Ultimately, the reputation of the hotel will be saved and posting more appreciable reviews will increase guest traffic to the hotel.
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Q.1 Do you agree that the experience of staying at New Steine Hotel is totally perfect?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.2 Do you agree that the issue of dog barking noise disturbance is not so serious at New Steine Hotel?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.3 Do you agree that street noise is within an agreeable limit in New Steine Hotel?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.4 Do you agree that the rooms of New Steine Hotel are large enough?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.5 Do you agree that rooms at New Steine Hotel offer enough space for a smooth flow of foot traffic?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.6 Do you agree on making a revisit to New Steine Hotel?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.7 Do you agree that customer reviews of New Steine Hotel affect your revisit plans?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.8 Do you agree that New Steine Hotel needs to use space-saving foldable and rounded-edged furniture?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.9 Do you agree that New Steine Hotel needs to disallow pet dogs in its precincts?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
Q.10 Do you agree that New Steine Hotel needs soundproofing in its rooms to cancel external noises?
1. Fully agree
2. Agree
3. Neutral
4. Disagree
5. Fully disagree
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“Very pleasant.”

© There was no way to regulate the heat in the room. It was
very warm and 50 we had to open the window at night,
and plug in 2 fan. I'm glad that we had the option to do
those things, but it would have been nice if we could have
just adjusted the heat (that would be more.
‘environmentally friendly). Other than that, our stay was
really greatt

© staff were incredibly friendly and helpful, the location was
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