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Executive Summary
This research presents a thorough examination of the Food and Beverage department at the Delta by Marriott Nottingham Belfry Hotel, with the main objective of improving dining experiences by analysing online customer reviews.
The study consists of an analysis of 100 customer reviews from Booking.com, using both topical and sentiment analysis techniques. The major findings revealed numerous significant implications. The food quality received mixed reviews, with some guests appreciating the variety and taste, while others observed inconsistencies and flaws with the quality. Guests frequently mentioned excellent staff interactions, identifying service quality as a crucial aspect. However, typical problems included delays in service and a lack of attention to detail. Guests mainly expressed appreciation for the setting and ambiance. However, they identified noise levels and outdated furniture as areas for improvement. Furthermore, there was a discrepancy in viewpoints on cost-effectiveness, as many visitors believed they obtained satisfactory value for their money, while others deemed the costs excessive in relation to the quality of the event.
Several steps are suggested to address these issues. First, improve the quality of the dishes by strengthening quality control. Secondly, increasing the frequency and intensity of staff training can help reduce service delays and promote customer-focused procedures. Third, review the pricing plan to make sure it reflects food and service quality.
[bookmark: _Toc168064770]Introduction
Service quality and client satisfaction are two of the most important factors that determine a company's level of success in the hospitality business, which operates in an environment that is both dynamic and extremely competitive. Recent years have seen an increase in online review sites, which have brought a significant change in the manner in which customers evaluate and choose hospitality services, including dining experiences at hotels. This critical analysis aims to provide a systematic overview of existing research and scholarly literature related to online customer reviews in the hospitality sector. The primary focus of this analysis is to identify gaps in the existing research and establish the context for the ongoing research on improving the dining experience at the Delta by Marriott Nottingham Belfry Hotel. The Delta by Marriott Nottingham Belfry Hotel stands out as a major player in the hospitality industry. The hotel brand, located in Nottingham in the East Midlands region, is renowned for its exceptional service.
The primary objective of this research is to conduct an in-depth analysis of online customer reviews in order to identify important findings and suggestions for improving the dining experience at the Delta by Marriott Nottingham Belfry Hotel. For the purpose of achieving this target, the following goals have been specified:
1. Performing a thorough thematic analysis of internet customer reviews regarding the dining experience at the Delta by Marriott Nottingham Belfry Hotel.
2. Analysing reoccurring themes and trends in the reviews with the purpose of highlighting and identifying areas for development.
3. Classifying the collected online reviews according to the sentiment analysis.
4. Creating actionable suggestions to improve the dining experience based on the results of the thematic and sentimental analysis.
Ultimately, this case study seeks to provide answers to one main question: "How can the dining experience at the Delta by Marriott Nottingham Belfry Hotel be enriched through a meticulous analysis of online customer reviews?"
By focusing on the main question at hand and achieving the indicated objectives, this paper will significantly contribute to the hospitality industry.
 
[bookmark: _Toc168064771]Literature Review
[bookmark: _Toc168064772]Analysis of Existing Research
 
For a considerable period of time, the hospitality business has widely acknowledged the importance of service quality in maintaining client satisfaction. Choi and Chu (2001) established crucial service aspects, including reliability, responsiveness, assurance, empathy, and tangibles, that have a direct correlation with levels of customer satisfaction.
The quality of food has a substantial impact on client satisfaction within the hotel industry. Namkung and Jang (2007) highlighted the important role of food quality aspects, such as taste, presentation, and menu diversity, in influencing consumer satisfaction and behavioural intentions. Superior food quality not only increases customer retention but also fosters favourable word-of-mouth publicity, which is crucial for recruiting new clients.
Zeithaml (1988) defines perceived value as the consumer's comprehensive evaluation of a product's usefulness, based on their perspective of what they receive and what they provide in return. In the realm of hospitality, creating an ideal balance between the level of excellence and the cost is very important. Customers' perceptions of the value they receive in relation to the price they pay can have a significant impact on their overall satisfaction and the likelihood of returning.

[bookmark: _Toc168064773]Importance of custormer reviews
In order to fully comprehend the experiences and expectations of guests, customer feedback is an essential element of the hospitality sector. The manner in which hotels handle unfavourable internet reviews has a big impact on how guests perceive the hotel as well as what they plan to do in the future, according to Meng et al. (2018). Based on the study's findings, a hotel can improve its reputation and stimulate repeat business by responding to negative online evaluations in a proactive and sensitive manner. This suggests the significance of online consumer feedback for the hotel industry.
Multiple studies have investigated the influence of online customer reviews on consumer behaviour and decision-making in the hotel sector. Hu et al. (2009) performed a meta-analysis of 28 study findings and discovered a positive link between online reviews and customer choices. They pointed out the major impact of review ratings and quantity on hotel booking intent. Similarly, Filieri and Alguezaui (2014) recognized the importance of online reviews as a means of social information, which influences consumers' opinions of hotel service quality and impacts their purchasing decisions.

[bookmark: _Toc168064774]Monitoring client feedback for service improvements
Analysing client reviews leads to useful information that may be applied to improve the quality of services. Chowdhury and Deshpande (2020) carried out a detailed analysis of the influence of reviews on the hospitality sector. According to their observations, internet evaluations not only have an impact on potential customer choices to book, but they also provide hotels with useful data that helps them upgrade the quality of their services. By organizing feedback in a structured format, hotels are more efficient at identifying and proactively addressing frequent issues.
Furthermore, Sparks and Browning's (2011) study explores the impact of replying to internet reviews. The authors determined that customers perceive hotels more positively when they actively respond to evaluations, particularly those that are negative. They believe this interaction shows a dedication to constant development and client satisfaction, which may increase client loyalty.
 
[bookmark: _Toc168064775]Negative customer reviews
Managing current feedback is just as important as avoiding poor ratings. Bi, Kong, and Gao (2024) investigate ways to use dynamic and compensatory viewpoints to minimise negative online consumer reviews. Hotels can prevent negative feedback by providing immediate reimbursement and making continuous service adaptations in accordance with real-time feedback, according to the research they conducted. This proactive approach contributes to raising overall satisfaction scores and maintaining a positive consumer perception.
Additionally, Noone, McGuire, and Rohlfs' 2011 research highlights the critical role of real-time service recovery. According to their research, the likelihood of receiving bad evaluations is greatly diminished when fast corrective actions are initiated, such as offering discounts or free services when problems occur. This strategy not only helps maintain customer satisfaction but also shows the hotel's commitment to providing exceptional service.

[bookmark: _Toc168064776]Identification of Gaps in the Literature
This study was conducted with the purpose of optimising the dining experience at the Delta by Marriott Nottingham Belfry Hotel. Despite the large number of studies that have been conducted on the impact of online customer reviews in the hotel industry, there are still a number of significant gaps and limitations that exist.
Until now, most published research has primarily focused on general hotel services, neglecting the specifics of dining experiences within hotels. There are not many studies that have examined thoroughly the factors that drive dining-related decisions and experiences, regardless of the fact that several studies have investigated the influence of online reviews on hotel selection and overall satisfaction. This gap is especially noticeable given the importance of food and beverage services as differentiators for hotels that want to attract and retain their customers.
A second point to take into consideration is that the vast majority of the research that has been done up until now has relied on quantitative approaches, frequently ignoring the advantage of qualitative observations that may be gained from online consumer reviews. Statistical analysis may overlook the complex narratives and subjective experiences that customers communicate in their reviews, despite these analyses providing useful insights into the correlations between review qualities and consumer behaviour. In order to gain a more thorough knowledge of the particular aspects of the dining experience that are most important to visitors, a more extensive method that incorporates qualitative research should be utilised.
In addition, there is a shortage of research that is especially centred on hotels that fall between the mid-range and high-end categories, such as the Delta by Marriott Nottingham Belfry Hotel. There is a deficit in our knowledge regarding the dining experiences that are provided by hotels that attract business consumers, conference attendees, and leisure visitors. The majority of the publications that have been published up until now have focused on either budget accommodations or luxury resorts.
[bookmark: _Toc168064777]Methodology
[bookmark: _Toc168064778]Research methods
The use of a case study approach was considered suitable for this research due to its ability to provide a full and contextualized understanding of the dining experience at a particular hotel. Case studies provide numerous benefits, such as the opportunity to examine complex problems in their actual setting, collect vast qualitative data, and generate full conclusions (Yin, 2018).
The study utilised qualitative content analysis as a research approach. Content analysis is the process of analysing written information to uncover repeating themes, patterns, and trends (Elo & Kyngäs, 2008). The analysis focused on extracting relevant information regarding the dining experience at the Delta by Marriott Nottingham Belfry Hotel by examining online customer reviews from an online platform. 
 
[bookmark: _Toc168064779]Data collection process and analysis methods
The data collection process for this analysis was planned with the goal that the compiled reviews deliver a thorough and clear representation of customer experiences in the Food and Beverage (F&B) department at Delta by Marriott Nottingham Belfry. The main data source utilised was Booking.com, which is frequently used by clients to communicate their hotel experience.
With the goal of taking into consideration the possibility of variations in service quality and customer satisfaction over the course of time, the reviews were selected from a variety of time periods. Priority was placed on reviews from the last 3 years to the present in order to make sure that the information is both relevant and detailed.
For the purpose of extracting evaluations that explicitly highlighted the food and beverage section, certain keywords were used. For example, "breakfast,"  "dinner,"  "restaurant,"  "food,"  "bar,"  "service,"  and "staff" were used as search terms to find reviews that were adequate. This procedure resulted in a total of over one hundred reviews that allowed for a thorough investigation.
After gathering the reviews, a process of selection was used to minimise the dataset, making sure it was both manageable and representative. For example, reviews were considered relevant only if they contained significant comments specifically related to the food and beverage offerings. This criterion meant that the research was centred on input specifically related to the food and beverage services rather than covering overall experiences at the hotel.
In order to prevent bias and guarantee a complete point of view, an intentional effort was put into incorporating a combination of favourable, unfavourable, and impartial reviews. This helps to understand every aspect of consumer encounters and identify both strengths and areas for improvement.
The reviews went through a combination of qualitative and quantitative analyses, specifically coding and thematic analysis and sentiment analysis. The coding and thematic analysis process involved manual identification of recurring themes and patterns in the reviews. This qualitative approach facilitated the aprehension of the specific aspects of the food and beverage services that guests commonly provided feedback on. On the other hand, the sentiment analysis was utilised to measure the overall sentiment of the reviews. The reviews were classified as favourable, negative, or neutral.

[bookmark: _Toc168064780]The study's limitations
Regardless of the fact that this research was conducted using a solid strategy, there are a few limitations that should be addressed. First and foremost, the research focused completely on online reviews that were accessible to the general public. This may not have been sufficient to properly represent the viewpoints of all guests, particularly those who chose not to provide feedback or who chose to communicate through other communication channels. (Gössling, Hall, & Andersson, 2018)
In another aspect, the accuracy and reliability of internet reviews can potentially be identified as questionable due to the fact that they are fundamentally subjective and prone to biases. The outcomes of the study could be influenced by a variety of factors, including but not limited to fraudulent reviews, inflated ratings, and limited reporting decisions. (Ott, Choi, Cardie, & Hancock, 2011)
On top of that, the scope of the study was restricted to the analysis of online customer evaluations, and it did not include direct feedback from hotel management, personnel, or any other stakeholders. Despite the fact that online evaluations provide significant perspectives, it is possible that they do not always reflect every aspect of the dining experience or highlight complex details that require additional research. (Schuckert, Liu, & Law, 2015)


[bookmark: _Toc168064781]Case Study Discussion: Delta by Marriott Nottingham Belfry Hotel

[bookmark: _Toc168064782]Hotel Overview
[bookmark: _Toc168064783]Location
Located outside of Nottingham, United Kingdom, is the well-known Delta by Marriott Nottingham Belfry hotel. It is included in the Marriott International brand, which is widely recognised throughout the world for its dedication to providing superior service and hospitality. Being a major participant in the local hospitality sector, the Nottingham Belfry serves a wide range of customers, including visitors, business travellers, and residents looking for fine dining and event venues.
[bookmark: _Toc168064784]Background and facilities
In response to the increasing need for premium accommodation in the Nottingham region, the Nottingham Belfry was built. It has developed into an excellent choice for tourists on both business and pleasure trips throughout the years. The partnership with Marriott International adheres to the brand's high standards of service and strengthens the hotel's reputation.
Given its location, The Delta by Marriott Nottingham Belfry provides easy access to important major highways and transportation hubs, including the East Midlands Airport and the Nottingham railway station, and is only a short drive from the city centre of Nottingham. It is a great option for customers seeking to visit the city or attend conferences and business meetings because of its convenient location close to important business areas and tourist attractions.
Delta by Marriott Nottingham Belfry serves a broad range of customers and has a variety of facilities and amenities. The hotel offers several different types of rooms, including executive, regular, and suite rooms. All of the rooms have modern facilities consisting of flat-screen TVs, high-speed internet, and high-quality mattresses. On the subject of dining, the hotel has several places to eat within its perimeter, such as a lounge area, a casual bar, and a fine dining restaurant. The menu features a focus on professionally cooked local and international dishes.
Event planning is a significant focus for The Nottingham Belfry Hotel, which features 13 versatile meeting rooms and banquet facilities for business events, weddings, and social functions. The hotel provides flexible conference spaces with modern video equipment. To promote a productive stay for business visitors, the hotel provides a business centre, free Wi-Fi, and a number of other amenities.
The hotel has a modern fitness centre with the latest workout gear. The spa offers a variety of treatments intended to help the visitors recover, while the indoor swimming pool gives them the opportunity for leisure and enjoyment.
 
[bookmark: _Toc168064785]Personnel and operations
Delta by Marriott Nottingham Belfry has approximately 150 employees. In order to guarantee consistently great guest service, every employee goes through intense instruction to uphold Marriott's standards. The hotel's operating structure is carefully built to support efficiency and excellence in service delivery. The Delta by Marriott Nottingham Belfry strategically designs its organisational structure to streamline departmental coordination, boost productivity, and deliver exceptional service. Staff skills are regularly improved, and high service standards are maintained through regular training programmes and performance reviews. The management team of the hotel places a considerable value on a cooperative working atmosphere, which promotes open communication and teamwork among all staff members.

Table 1: Staff and responsabilities
	Department
	Number of employees
	Responsabilities

	Front Office Department
	30 employees
	The front office staff handles reservations, concierge services, overall guest relations, and guest check-ins and check-outs. The Front Office department is responsible for maintaining the initial point of contact with visitors and making sure that everything runs smoothly every day.
.

	Food and Beverage Department
	45 employees
	All dining operations, including room service, event catering, casual bar, lounge area, and fine dining restaurant, are under the responsibility of this department, more precisely, Chefs, bartenders, waiters, and kitchen assistants.

	Housekeeping Department
	40 employees
	All guest rooms and common areas are kept clean and well-maintained by the housekeeping staff. Among their responsibilities are laundry services, daily cleaning, and inventory management for cleaning supplies and linens.

	Events and Banquets Department
	15 employees
	This division is responsible for the planning and delivery of all events held at the hotel, such as social events, business meetings, and weddings. To guarantee successful events, staff members set up event venues, communicate with clients, and offer on-site assistance.


	Maintenance Department
	10 employees
	The physical infrastructure of the hotel is maintained by the maintenance team. In order to keep the hotel running efficiently and safely, their responsibilities include routine maintenance, repairs, and handling any technical problems that could appear.

	Sales and Marketing Department
	5 employees
	This Sales and Marketing Department is responsible for advertising the hotel, taking reservations, and creating marketing plans for attracting in new business and maintain existing customers. They collaborate closely with other divisions to guarantee that the hotel's offerings are efficiently promoted and well-publicised.

	Administrative and Management Department
	7 employees
	The hotel's operations, including human resources, financial administration, and commitment to Marriott standards, are managed by the administrative staff. This group makes sure that the hotel operates successfully and efficiently in every way.


Source: created by the author 
[bookmark: _Toc168064786]Key Analyses
[bookmark: _Toc168064787]SWOT Analysis

Table 2: SWOT
	Strenghts
	Weaknesses

	
· Delta by Marriott is associated with the Marriott International brand which accomplished superior standards of quality and service (Marriott International, 2023).
· The hotel has 120 rooms which include standard, executive, and suite options. Additionally, there is a modern fitness centre, an indoor swimming pool, a spa, and many event spaces available (Marriott International, 2023).
· Strategically situated in close proximity to important business centres and popular tourist destinations in Nottingham, as well as the East Midlands Airport, which is convenient for both corporate and leisure travellers.
· It has multiple dining options.

· Low rates compared to the competition. 
	· Certain areas of the hotel require renovation in order to uphold the high expectations of guests.
· The feedback related to the food and beverage services shows that certain aspects can be improved. 


	Opportunities
	Threats

	· Visit Nottinghamshire (2023) predicts a rise in tourism in the region.
· Marriott can leverage its strong reputation to attract more affluent and devoted customers who appreciate the brand's consistent quality and service standards (Marriott International, 2023).
· Leveraging Marriott's global image and solid reputation helps boost consumer trust and attract more guests.
· The Marriott brand's loyalty programmes and international awareness provide a considerable competitive advantage in the local market. 
· Nottingham's recent agreement to strengthen the healthcare technology sector provides an opportunity for the hotel to be responsive to an influx of business travellers and industry workers. (Nottingham University News, 2023)
· Recent reports have highlighted Nottinghamshire's high-growth sectors, indicating an optimal business climate. The Beauhurst assessment of Nottinghamshire's growth indicates that the region is drawing substantial investment and promoting innovation. The prospected business development can potentially lead to a raised demand for high-quality meeting facilities for corporate events, which the Delta by Marriott Nottingham Belfry Hotel can provide. (Beauhurst Report, 2022)

	· The hospitality market in Nottingham is characterised by intense competition, as there are multiple hotels that provide similar services.
· Economic unpredictability, characterised by changes in the economy and political instability such as the consequences of Brexit, can have an impact on travel behaviour and the rates of hotel occupancy.
· The potential risk of pandemics that would cause substantial disruption to the travel and hotel industries.
· A significant portion of revenue is dependent on business travellers and events, which can be volatile.



Source: created by the author 
The SWOT analysis of Delta by Marriott Nottingham Belfry reveals that the hotel is strategically positioned to leverage its strengths and opportunities while also addressing its weaknesses and reducing potential challenges. Delta by Marriott Nottingham Belfry benefits significantly from its strong brand reputation and strategic location, which can be utilised to attract both business and leisure travellers. The resources, such as varied room options, a fitness centre, an indoor pool, a spa, and event spaces, address different types of guests, which establishes a strong basis for growth.

[bookmark: _Toc168064788]PEST Analysis

Table 3: PESTLE
	Political and legal factors
	The hotel is required to adhere to the health and safety standards, labour laws, and hospitality regulations of the United Kingdom (UK Hospitality, 2023).


	
	The Brexit has resulted in changes to immigration regulations, which have had an impact on staffing levels in the hotel industry.


	Economic factors

	According to Nottingham City Council (2023), the city's economic expansion is beneficial to the hospitality business, which in turn leads to an increase in the demand for accommodations throughout the city.
. 


	
	
The inflation impacted costs of goods and services can have a direct effect on pricing strategies and profitability for hotels.


	
	
Inbound tourism to United Kingdom can be affected by the fluctuations of the exchange rate. 

	
	
In the hospitality industry, the median annual gross pay is an important economic factor. In 2023, the median annual gross salary for full-time personnel in the hospitality industry and food and beverage services in the UK was £26,637, as published by Statista. It is worth mentioning that the median yearly income for full-time workers in the United Kingdom in 2023 was £34,963. However, in the East Midlands region, which includes Nottingham, it was slightly lower at £31,634. Comprehending the current wage rates in relevant industries allows hotels to efficiently control labour expenses, create staffing budgets, and devise effective ways to retain competitive employees. Moreover, this data has a direct impact on pricing tactics, as labour costs have a substantial influence on a hotel's operational expenditures.


	Social factors

	There is a growing trend towards urban tourism, in which tourists, especially millenials and Gen Z, seek to discover new places and experience the local culture (Travel Weekly, 2023).


	
	The tourism industry in Nottingham is heavily influenced by the existence of cultural events, festivals, and social gatherings, which additionally has a positive impact on hotel occupancy rates.


	Technological factors

	Modern developments in technology, such as mobile check-in apps or smart room features, have the potential to improve the whole experience of guests, as well as influence their choice of hotel and their level of satisfaction.


	
	The various social media platforms have a huge impact on the way customers perceive things and the decisions they make. A growing proportion, especially younger travellers, favour internet contact and online reviews when it comes to making decisions.



Source: created by the author

[bookmark: _Toc168064789]Competitor Analysis
A key component of the hotel sector involves performing competitor analysis, which is necessary for comprehending market positioning and client views. This analysis evaluates the price and quality of Delta by Marriott Nottingham Belfry's main competitors. It assists in gaining a better understanding of the hotel's competitive situation and locating ways in which it might be improved as well. With the help of information on room rates, service quality, and feedback from customers, it was possible to generate a Price-Quality matrix that provides a graphical representation of the market.
To begin, it was essential to determine which organisations would be considered. Several important aspects were taken into account while identifying competing companies to be analysed in order to guarantee that the comparison would be both accurate and relevant. It is important to note that the organisations were selected based on their market segment and positioning, with the goal of ensuring that they serve a clientele that is comparable to Delta Hotels Nottingham Belfry. All of the selected hotels provide services and amenities that are comparable to one another, classifying from mid- to high-end quality. 
In order for the analysis to be geographically relevant, the chosen hotels are all located in Nottingham or in neighbouring areas. Consequently, this guarantees that the analysis accurately reflects the actual competitive environment in which the Delta by Marriott Nottingham Belfry operates.
In terms of service and facilities, all of the selected hotels offer similar amenities, such as fitness centres, swimming pools, wellness centres, meeting and event rooms, and a selection of dining establishments.
Two other relevant factors, specifically the reputation of each hotel and the opinions of its guests, were taken into consideration for the selection of the participant hotels. 
Considering the factors enumerated earlier, the following participants havebeen chosen:
Crowne Plaza Nottingham, Hilton Nottingham, and Park Plaza Nottingham were chosen due to their significant market presence in Nottingham, their vast amenities, and their target audience that is very similar to Delta Hotels Nottingham Belfry.
Jurys Inn Nottingham and Mercure Nottingham City Centre Hotel were chosen based on their advantageous location and reasonable pricing. 
Metrics definition:
It was essential to establish precise and consistent metrics for the evaluation of both price and quality in order to conduct this analysis. The average nightly rate for standard accommodations was established as the price metric. This metric was quantified on a scale of 1 to 5, with 1 representing the lowest price category and 5 representing the highest price category.
In the same manner, the hotel's star classification system was used to determine the quality metric. Similarly, this classification was evaluated on a scale of 1 to 5, with 1 representing the lowest quality, as indicated by the fewest stars, and 5 representing the highest quality, as indicated by the highest number of stars. The objective of both scales was to allow for a comprehensive and impartial analysis by offering a simple and comparable measure of price and quality.

Table 4: Price metric scale distribution
	£55-£65
	Score 1

	£66-£75
	Score 2

	£76-£90
	Score 3

	£91-£100
	Score 4

	£101+
	Score5


Source: created by the author

Table 5: Price and quality score attribution
	Hotel
	Delta by Marriott Nottingham Belfry
	Crowne Plaza Nottingham
	Hilton Nottingham
	Park Plaza Nottingham
	Jurys Inn Nottingham
	Mercure Nottingham City Centre Hotel

	Quality
	4* hotel - high quality
	4* hotel - high quality
	4* hotel –high quality
	4* hotel - high quality
	4* hotel - high quality
	4* hotel - high quality

	Quality score
	4
	4
	4
	4
	4
	4

	Price
	£74
	£110
	£100
	£86
	£56
	£65

	Price score
	2
	5
	4
	3
	1
	1


Source: created by the author based 

Image 1: Price – Quality analysis matrix
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Source: created by the author 

The matrix visually illustrates the positioning of the selected hotels in accordance with their quality and price.
The Delta by Marriott Nottingham Belfry is situated in close proximity to the central area of the matrix, with a small inclination towards offering more value at a more affordable price. This position suggests that it offers a favourable balance between quality and affordability. Similarly, the Mercure Nottingham City Centre Hotel and Jurys Inn Nottingham are situated in the lower right quadrant, providing a high standard of quality at more affordable rates compared to the other hotels.
Crowne Plaza Nottingham, Hilton Nottingham, and Park Plaza Nottingham, in contrast, attract a clientele who is willing to pay a higher price for exceptional services and amenities.
Delta's spot in the matrix accentuates its competitive advantage in providing superior accommodations at an affordable price. The hotel targets mid-market customers that prioritise quality but are also budget-conscious. This encompasses both corporate travellers seeking dependable, superior accommodation and tourists in search of a high-end experience at a reasonable rate.

[bookmark: _Toc168064790]Theme exploration: Improving dining experience
[bookmark: _Toc168064791]Analysis of Online Customer Reviews

[bookmark: _Toc168064792]Thematic analysis
A methodical process was adopted to code and conduct thematic analysis on 100 customer reviews from the Food and Beverage department at Delta by Marriott Nottingham Belfry. The objective was to discover reoccurring patterns and themes present in the comments. The coding procedure started with an initial, detailed study of each review in order to gain a complete understanding of the content. Following this, the key words and phrases that were commonly mentioned in the evaluations were determined. The keywords consisted of expressions such as "delicious," "bland," "friendly staff," "slow service," "expensive," and "cleanliness."
Table 6: Thematic analysis of online reviews
	
Theme

	
Description
	
Codes
	Supporting Quotes

	


Theme 1: Food Quality
	One of the most common topics that customers discuss is the quality of the food. The freshness, flavour, and appearance of food are frequently highlighted among the positive responses received. In the case of the hotel's breakfast selections, for instance, numerous customers have expressed their satisfaction with the variety and quality of the available choices. On the other hand, there are certain cases in which negative feedback is provided, particularly concerning the dining services. Guests have voiced their discontent with the consistency of the quality of the food, citing instances in which their meals were either overdone or underseasoned.

	· Taste 
· Freshness
· Presentation 
· Preparation Issues
	· "The breakfast was delicious and fresh." 

· "The dinner I had was bland and poorly prepared."

	Theme 2: Service Efficiency
	Another essential aspect of the dining experience is having the capacity to provide prompt and effective service. In contrast with the fact that a great number of clients express gratitude for the kind and professional treatment that is offered by the staff, there are persistent complaints about the slow service that occurs during busy periods. A negative impact on the whole eating experience can be caused by delays in the taking of orders, the serving of food, and the processing of payments.

	· Impeccable service
· Staff behavior
· Long wait
	· "The service was impeccable, with staff going above and beyond." 
· "Had to wait a long time before being attended to."

	

Theme 3: Menu variety
	Variety on the menu is an essential component towards maintaining the satisfaction of guests. This theme reflected customers' perceptions of the range and variety of options available on the menu. The reviews indicate that the breakfast menu is varied and well appreciated but the lunch and dinner menus might benefit from additional diversification and inventiveness. A number of the hotel's guests have proposed that additional local foods be introduced in order to better reflect the food culture of the area.

	· Delicious food
· Poor quality
· Limited menu
	· "The food was delicious and there was a great variety." 
· "Food quality was poor, and the menu was limited."

	

Theme 4: Value for money/ Pricing
	The customers' perceptions towards the prices of food and beverages were the focus of this theme. Despite the fact that some evaluations found the pricing to be acceptable with regard to the quality, others found the menu items to be excessively priced, indicating that there is a requirement for a more effective value-for-money proposal.

	· Great value
· Overpriced
· Quality received
	· "Great value for money, would definitely return." 
· "Overpriced for the quality received."

	

Theme 5: Ambiance and cleanliness 
	The general setting of the restaurant has a substantial impact on how people perceive their dining experience. Favourable evaluations frequently highlight the sophisticated interior design and comfortable sitting configurations. Nevertheless, several evaluations emphasise concerns over noise levels, cleanliness, and insufficient lighting, which may negatively affect the overall atmosphere.

	· Clean dining area, 
· Lovely ambiance, 
· Dirty tables

	· "The dining area had a lovely ambiance." 
 
· "The tables were dirty, and there were flies around the food."


Source: created by the author
In the next step, specific labels were assigned to these keywords in order to classify the responses into different themes. As an example, comments associated with the taste and appearance of food were categorised as "Food Quality," whereas observations on the promptness and quality of service were categorised as "Service Efficiency." These codes facilitated the categorization of the input, allowing for a more thorough examination of recurring themes and complications addressed by customers.

[bookmark: _Toc168064793]Sentiment analysis


Table 7: Sentiment Analysis of online reviews
	
Sentiment

	
Number of Reviews
	
Percentage

	Positive
	35
	35%

	Neutral
	20
	20%

	Negative
	60
	60%

	Total
	100
	100%


Source: created by the author

Table 8: Positive sentiment
	
Theme
	Number of Positive Mentions
	Percentage of Positive Sentiment
	Key Insights

	Food Quality
	15
	75%
	Some customers found the food tasty and well-prepared.

	Service Quality
	10
	50%
	Positive experiences with friendly and helpful staff, particularly during breakfast service.

	Pricing
	5
	25%
	Few customers felt the prices were acceptable given the quality/ quantity.

	Cleanliness and Hygiene
	0
	0%
	No positive mentions, indicating that no customers were satisfied with cleanliness or hygiene standards.

	Menu Variety
	5
	25%
	Some customers appreciated the diverse menu options available.


Source: created by the author


Table 9: Neutral sentiment 
	
Theme
	Number of Neutral Mentions
	Percentage of Neutral Sentiment
	Key Insights

	Food Quality
	5
	25%
	Some customers found the food acceptable but not outstanding.

	Service Quality
	5
	25%
	Some customers found the service adequate but not exceptional.

	Pricing
	5
	25%
	Some customers found the pricing reasonable given the experience.

	Cleanliness and Hygiene
	5
	25%
	A few reviews noted cleanliness was acceptable but not exemplary.

	Menu Variety
	5
	25%
	Some customers mentioned that the menu variety was satisfactory but not noteworthy.


Source: created by the author

Table 10: Negative sentiment 
	
Theme
	Number of Negative Mentions
	Percentage of Negative Sentiment
	Key Insights

	Food Quality
	55
	91.67%
	Numerous complaints about cold, poorly cooked, and low-quality food.

	Service Quality
	45
	75%
	Significant issues with slow service, understaffing, and unprofessional behavior from staff.

	Pricing
	40
	66.67%
	Many customers felt the food and beverages were overpriced relative to their quality and portion sizes.

	Cleanliness and Hygiene
	20
	33.33%
	Several mentions of dirty tables, flies, and uncovered food, indicating poor hygiene practices.

	Menu Variety
	10
	16.67%
	Several customers complained about a lack of variety or the unavailability of popular dishes.


Source: created by the author

[bookmark: _Toc168064794]Areas for Improvement
In the context of the thorough thematic and sentiment analyses that were conducted on the Delta by Marriott Nottingham Belfry Hotel's online customer reviews, it was possible to obtain numerous significant observations concerning the performance of the hotel's food and beverage services.
The quality of the meal has been highlighted as being the major problem, with 91.67% of the negative remarks focusing on items that were cold, undercooked, and inadequately prepared. This indicates that there is a problem with the cooking process, as several of the customers described the food as "terrible" or "inedible." In addition, only 15% of the evaluations were positive, and these reviews highlighted times in which consumers thought the cuisine to be "really nice" or "excellent," which indicates that the cooking was inconsistent. A quarter of the reviews that were neutral described the cuisine as "okay" or "decent," demonstrating that positive evaluations are mediocre and that the typical experience is far from being considered excellent.
Additionally, there were difficulties with the quality of the service, with 75% of the negative comments pointing out problems such as delayed service, insufficient staffing, and unprofessional behaviour. This indicates that there is a need for considerable improvements in the management and training of staff. One of the most common sources of positive feedback (50%) came from the breakfast service, where consumers reported that the personnel were courteous and helpful. There were 25 percent of reviews that were neutral, and they rated the service as "average" or "fine," which indicates that it was acceptable but not exceptional.
The pricing was subject to a significant amount of criticism, with 66.67% of the negative comments criticising the prices as being excessively costly in comparison to the quality and portion amounts that were offered. Another aspect that contributes to a mostly negative sentiment-oriented result is the fact that only 25% of the reviews were positive regarding pricing, while certain customers considered the pricing to be acceptable. A total of 25 percent of the responses that were neutral classified the costs as "reasonable" or "expected," which suggests that although the pricing is not completely condemned, it does not offer substantial perceived value to the vast majority of customers.
A significant number of consumers had major concerns about cleanliness and hygiene, with 33.3% of the negative evaluations pointing out unclean tables, insects, and food that was left uncovered. As it can be observed, the subject did not receive any favourable opinions, indicating an important aspect that requires immediate esolution. Twenty-five percent of the responses that were neutral mentioned that the cleanliness was "acceptable," which suggests that even when it is at the highest level, the hygiene is only decent and not particularly remarkable.
The menu's variety was another topic that was the subject of criticism; 16.67% of the negative comments focused on the fact that there was a lack of variety. While there was certainly recognition for the several menu options, which were mentioned in the positive response (25%), they were overtaken by the negative criticism. With regard to the menu, neutral comments (25%) defined it as "satisfactory," which indicates that although the existing offers do meet basic expectations, the customers weren't impressed by them. 

[bookmark: _Toc168064795]Recommendations for improvement
After conducting theme and sentiment analysis, the following is a list of recommendations to effectively address the identified issues and improve the food and beverage services provided by the Delta Hotels Nottingham Belfry hotel.
 
The hotel should prioritise updating its menu to incorporate items that can be consistently prepared to a superior level of quality. Reducing the menu size might improve the focus on quality rather than quantity. In order to accomplish this, the hotel must create intensive training programmes for kitchen personnel. In addition, it is recommended to implement a quality control system to conduct regular evaluations of the temperature, appearance, and taste of dishes prior to serving them to clients (Bitner, 1990; Parasuraman et al., 1985).
In order to maximise customer satisfaction and minimise delayed service, the hotel should guarantee sufficient staffing during busy times to improve service quality. It is crucial to provide thorough customer service training to all employees, with a focus on professionalism, attentiveness, and promptness. The hotel should additionally establish rewards programmes to encourage and inspire staff members to deliver outstanding service, acknowledging and compensating those who demonstrate great performance (Parasuraman et al., 1985).
The hotel needs to reconsider its pricing strategy in order to verify that it corresponds with the quality and portion sizes of the meals. Implementing exclusive offers can improve value for money and effectively address the issue of high pricing. Providing clear pricing information on the menu without undisclosed expenses is key to effectively managing consumer expectations and minimising negative comments concerning pricing (Harrington & Ottenbacher, 2010).
Regarding cleanliness and hygiene, the Delta by Marriott Nottingham Belfry Hotel should have rigid dining and kitchen cleaning daily routines. Cleaning tables immediately after use and keeping the kitchen organised are vital in this industry. Regular hygiene training for personnel should stress the importance of cleanliness in reducing food-related illnesses and delivering a pleasant dining experience. Internal health inspections should identify and fix hygiene issues promptly, with external health inspectors providing objective feedback (Parasuraman et al., 1985).
 
It is worth mentioning that certain proposals mentioned previously can be promptly implemented within a timeframe of 3-6 months, but others may require a significantly longer duration.
 
[bookmark: _Toc168064796]Conclusions and Recommendations

To summarise, this research paper has conducted a thorough examination of the dining experience at the Delta by Marriott Nottingham Belfry Hotel, with a particular focus on the findings derived from online customer reviews. By conducting a careful examination of these evaluations, several significant discoveries have become apparent, providing perspectives on both favourable elements and areas that require improvement.
The investigation found that guests consistently appreciate the hotel for its outstanding service, culinary excellence, and welcoming ambiance. However, specific areas for adjustment were also identified, including concerns regarding the uniformity of service, the variety of menu choices, and the accuracy of pricing. In comparison with standards in the sector, the hotel's competitive position was highlighted while also revealing areas for improvement and distinctiveness.
Several practical suggestions have been provided to improve the dining experience at the Delta by Marriott Nottingham Belfry Hotel, based on the findings. These recommendations address a multitude of aspects with the aim of optimising service quality and maximising customer satisfaction. First and foremost, it is necessary to set up staff training programmes in order to maintain consistent delivery of service. 
Furthermore, it is crucial to improve the menu options in order to satisfy plenty of different dietary requirements, such as vegetarian and vegan choices, in order to cater to a wider range of customers and improve their dining experience.
In addition, a major emphasis is accorded to meal presentation and beverage selections in order to update the food and beverage experience. A rigorous attention to details and an excellent presentation leave a lasting impression on guests.
Moreover, it is crucial to improve pricing transparency and value proposition in order to meet the expectations of guests and follow industry norms. By implementing a policy of clear and open pricing and providing competitive benefits, the hotel may foster a sense of trust with customers and improve their overall level of happiness.
By implementing these suggestions, the hotel can distinguish itself even further and update its overall dining experience for guests, which will boost guest happiness and loyalty.
Although this study has offered valuable perspectives into the dining experience at the Delta by Marriott Nottingham Belfry Hotel, there still remain several potential areas for future research. This includes conducting further investigations to evaluate the influence of the recommended suggestions on customer satisfaction and business performance. Through an evaluation of the success of the implemented solutions, future studies might offer significant perspectives on the best approaches for improving the eating experience in the hospitality sector.

[bookmark: _Toc168064797]Reflective Account
[bookmark: _Toc168064798]Personal Observations from Placement Experience
              My placement at the Delta by Marriott Nottingham Belfry was both educational and instructive. By actively participating in the hotel's operations, I gained an opportunity to closely examine and comprehend the complexities of the hospitality sector. One of the things that stood out the most during my visit was the meticulous commitment to detail necessary to deliver exceptional service and guarantee guest satisfaction.
My main area of interest was the Food and Beverage sector. Through the observation of everyday activities, I have identified both positive aspects and areas that need more attention. The staff's dedication to delivering exceptional service was obvious, yet there were occasions when the service did not meet expectations. These situations were frequently associated with operational errors and communication gaps, especially during hours of high demand.
Through my project analysis, I learned that the criticism from guests consistently highlighted key aspects such as the food quality, service speed, and the general dining experience. These observations reinforced the importance of efficient coordination and proactive management of issues in the industry of hospitality.

[bookmark: _Toc168064799]Professional Development Insights
Throughout my internship, I gained important knowledge on professional conduct and the essential skills required for a great career in hospitality. An essential lesson learned was the significance of being flexible. Staff in the hotel industry must have the ability to adapt to accommodate the fluctuating demands of customers. This experience has nurtured in me the ability to maintain composure in high-stress situations and to quickly generate solutions.
I additionally acquired an understanding of the value of efficient communication. Effective and clear communication among departments is vital for operational efficiency and, ultimately, guest satisfaction. My responsibility frequently included facilitating communication and coordination among the kitchen, service crew, and management, which improved my proficiency in interpersonal and organisational abilities.
[bookmark: _Toc168064800]Lessons Learned
My placement experience resulted in some important lessons. Primarily, I discovered that attention to detail is crucial in providing outstanding service. Every aspect, from the presentation of a meal to the cleanliness of the eating room, has a role in shaping the entire guest experience. Disregarding these specificities could lower the standard of service and result in customer dissatisfaction.
Another valuable lesson learned was the significance of ongoing improvement. In order to maintain an advantage over others in the hospitality business, it is essential to prioritise continuous learning and professional growth. This includes actively soliciting feedback from both customers and staff members and demonstrating a willingness to incorporate any suggested modifications derived from this feedback. Having a strong inclination to adjust and improve is essential for maintaining excellent standards.
Finally, I learned the need for persistence. The hospitality sector is characterised by its demanding nature, often demanding overtime. To succeed in this industry, it is necessary to persevere through obstacles while maintaining a strong dedication to providing exceptional service.
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