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Purpose of the Study and Objectives
[bookmark: _Toc220675234]The proposed research project examines the relationship between the quality of F&B services and guest satisfaction at Novotel Cardiff. Being a branded hotel that is managed as a part of a global chain, the high level of food quality, service delivery, and the experience of dining is crucial in keeping customers satisfied and loyal. This study aims to study the main aspects of F&B service quality and to determine which aspects have the most profound influence on the guest satisfaction at the placement hotel. 
Methodology
The study is based on an interpretivist philosophy and an inductive approach, which enabled the possibility of a deep exploration of perceptions and experiences of guests. The study design was qualitative in nature, with Novotel Cardiff being the research location. The analysis is based on secondary qualitative data, and it includes academic literature, industry reports, and documentation about the Accor brand.
Key Findings
The results show that the quality of the food is a primary factor that defines guest satisfaction. Factors like taste, freshness, presentation, menu variety and perceived value have a strong impact on the perception of the guests. Customers usually relate the hotel food to the general level of the hotel. Poor quality of food, even when irregular hurt satisfaction and the perception of the brand in general. Service delivery was also found to be important. Professionalism in the staff, friendliness, efficiency and responsiveness were continually mentioned as important elements in positive dining experiences. Nevertheless, transient delays in the service during the peak times were found to be areas that might need improvement in operation. The study also established that the general dining ambience, such as cleanliness, layout, comfort and ambience are also significant in the determination of satisfaction. Dining experience is seen by the guests as a component of the holistic hotel experience as opposed to a standalone operation. In addition, customisation and the possibility to fit the dietary needs were also perceived as new demands of contemporary travellers.
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[bookmark: _Toc221976035]Chapter 1: Introduction 
[bookmark: _Toc209796319][bookmark: _Toc212896745][bookmark: _Toc220675235][bookmark: _Toc221976036]Background to the Study 
The operation of food and beverage (F&B) is a crucial aspect in the hospitality industry in the present competitive world, as it determines the perceptions and the satisfaction of the guests (Abdullah et al., 2023). In the hotel environment, the F&B services can be the most direct and memorable experience between the guests and the brand (Guan et al., 2021). Manhas et al. (2024) claim that guest experience is determined by the quality of service, the way the food has been served, the variety of the menu and the dining environment as a whole, which can lead to their satisfaction and later on, they can decide whether they would revisit the hotel or not or refer other customers. The key indicators of high performing service culture are good communication, timely service delivery, and genuine courtesy (Bigwanto et al., 2024). Proactive and emphatic employees will create a lasting positive impression that will increase guest satisfaction and guest loyalty. The continuity of service delivery needs to be considered as well; a single bad experience can destroy the impressions of the whole experience (Saleh and Nithyanantham, 2022). According to Al-Sabi et al. (2023), motivation and empowerment of employees are therefore significant in making sure that services are of high quality. Furthermore, a certain personalised approach has also been introduced as a novel requirement of modern-day travellers since it would create a sense of perceived value and emotion (Grotte, 2025).
[bookmark: _Toc209796320][bookmark: _Toc212896746][bookmark: _Toc220675236][bookmark: _Toc221976037]Problem Statement
Most hotel managers have a hard time identifying which areas of the F&B experience contribute most to guest satisfaction, despite food and beverage quality having been identified as one of the primary determinants of guest satisfaction (Ali et al., 2025). The efficiency of the service, attitude of the staff, consistency of the food, and ambience are usually interconnected, and it is hard to prioritise the improvements (Sheoran, 2025). The uncertainty surrounding which service aspects are best suited to increase satisfaction can make the task of hotels such as Novotel Cardiff very difficult to attain excellence and reinforce the brand image.
[bookmark: _Toc209796321][bookmark: _Toc212896747][bookmark: _Toc220675237][bookmark: _Toc221976038]Research Aim & Objectives
The project aims to investigate how the quality of food and beverage services—specifically service delivery, food quality, and the overall dining experience—enhances guest satisfaction at Novotel Cardiff.
The objectives are as follows:
· To review existing academic literature on the relationship between F&B service quality and customer satisfaction.
· To examine secondary data, including industry reports and guest reviews, to assess satisfaction levels at Novotel Cardiff.
· To identify which elements of F&B service have the most significant impact on guest perceptions and satisfaction.
[bookmark: _Toc212896748][bookmark: _Toc220675238][bookmark: _Toc221976039]Research Questions
1. How do specific F&B service quality elements, such as food quality, service delivery, and dining atmosphere, affect guest satisfaction at Novotel Cardiff?
2. Which F&B dimensions should Novotel Cardiff prioritise to enhance guest satisfaction and overall guest experience?
[bookmark: _Toc212896749][bookmark: _Toc220675239][bookmark: _Toc221976040]Significance of the Study
The research is important both academically and practically. It offers useful information on the impacts of various aspects of F&B services on the customer satisfaction level in a branded hotel in the city centre. The results will assist the hotel managers at Novotel Cardiff to determine the areas that will have the biggest positive effect on the improvement, improve service strategies, and enhance loyalty among the guests. On a bigger scale, the research adds to the knowledge of the application of service quality frameworks to improve the F&B operations within the hospitality industry.
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[bookmark: _Toc221976041]Chapter 2: Literature Review 
[bookmark: _Toc221976042]Role of Food and Beverage Operations in Hotel Guest Experience
The food and beverage activities are some of the most imperative factors of the overall guest experience in a hotel (Perez and Apritado, 2022). They are one of the first contacts of guests with the hospitality brand and influence the image of service quality, value, and comfort. Singgalen (2024) explains that food quality and menu mix, presentation and hygiene are some of the factors on which the guests base the ratings of their stay. A properly run F&B department can greatly contribute to guest satisfaction and make a hotel stand out in the competitive market (Bisui et al., 2022). In addition, F&B outlets are usually viewed as social areas, thus guests have the chance of taking a break, networking, or celebrating, therefore, contributing to the experience value (Ali et al., 2025). The capability of a hotel to provide high-quality food and pay attention to its customers enhances its image and promotes returning customers (Simarmata et al., 2022). According to Rachman and Hapsari (2024), when guest expectations are matched with the F&B operations, they contribute to the development of memorable experiences, which are not limited to the dining process but also the overall perception of the brand. They become an inseparable element of the success related to the hotel operation and retention of its guests.
[bookmark: _Toc221976043]Service Delivery and Its Influence on Guest Satisfaction
Guest satisfaction in the hospitality industry is mainly dependent on service delivery (Awara et al., 2022). According to Papademetriou et al., 2023), the behaviour, responsiveness, and professionalism of staff enable guests to form their impressions about the quality of service. The quality of F&B services does not simply enhance the dining experience, but it also results in the profitability of the hotel, as well as its brand image (Abdullah et al., 2023). Hotels located in the heart of the city have gotten very reliant on guest satisfaction as a competitive edge in the ever-changing market (Fatma and Kumar, 2024; Rachman and Hapsari, 2024). In modern times, the guests are more demanding, and their expectations are determined by past experiences and brand image as well as online recommendations (Abdulrab and Hezam, 2024). This research will focus on the effect of the quality of the F&B services and guest satisfaction by the hotel in terms of service delivery, the quality of food offered at the restaurant and the atmosphere at Novotel Cardiff. Noorani (2024) highlights that as guests feel that they are being heard and taken care of, then chances are high that they will have trust and satisfaction towards the hotel brand. Therefore, quality-of-service delivery serves as a direct factor in the relationship between expectations of the guest and the experience they get (Mandić et al., 2023).
[bookmark: _Toc221976044]Impact of Dining Environment and Ambience on Guest Perception
The atmosphere and the food setting have a very strong impact on the perceptions of guests regarding the entire experience (Chang and Lin, 2022). Lighting, music, setting, comfort of seating and cleanliness are some of the factors that influence emotional reactions when dining (Geng et al., 2023). An environment that is friendly and attractive will increase the appetite, relaxation, and satisfaction, and an environment that is poorly designed or very noisy will decrease the perceived value (Nian et al., 2023). According to Ngah et al. (2022) physical setting of the restaurant also influences service and comfort of the guest in the restaurant, which contributes to the overall impression of quality. Moreover, Fong et al. (2022) state that positive moods can be triggered by the use of sensory stimuli, like the smell of the air and background music, which will result in longer stay and more purchases. Thus, (Shahira et al. 2023) state that ambience is a psychological and practical part of hospitality service, as it supports brand image and creates a desire to visit again due to satisfaction and pleasant experience created by ambience.
[bookmark: _Toc221976045]Relationship Between Customer Satisfaction, Loyalty, and Online Reviews in the Hospitality Sector
Both customer satisfaction and customer loyalty are intertwined, given the fact that the satisfied customers will always be coming back and referring others to the place (Fatma and Kumar, 2024). Internet reviews have become an essential part of the online world as a significant supplement to customer reviews and will influence the choice of future travellers as they make their reservations (Yu et al., 2023). Belias Dimitrios et al. (2023) state that good feedback is also a free advertisement that enhances reputation, as well as attracts new clients. Conversely, the negative feedback can be highly damaging to the brand image and can discourage prospective customers (Boukis, Harris and Koritos, 2024). Visitors usually make their reviews on the level of F&B services, service experiences, and general atmosphere (Jia et al., 2024). Hotels that are proactive in monitoring and reacting towards online feedback show readiness to work towards the satisfaction of their guests and constant enhancement (Vo et al., 2022). 
[bookmark: _Toc212896755][bookmark: _Toc220675245][bookmark: _Toc221976046]Theoretical Framework
Three important models underlie the theoretical basis of this study in the sense that they can all be used to describe the relationship between service quality and guest satisfaction in hospitality environment.
The SERVQUAL Model by Parasuraman, Zeithaml and Berry considers five dimensions of service quality as tangibles, reliability, responsiveness, assurance and empathy (Wąsowicz-Zaborek, 2023). The framework will assist in assessing the perceptions of the guests of the F&B services through contrasting their expectations prior to consumption and their perceived experiences. According to Park et al. (2022) the implementation of SERVQUAL can be used to evaluate the physical dimension of the dining experience in terms of food representation and cleanliness, and the human dimension in terms of staff responsiveness and politeness.
This knowledge is further elaborated in the Grornroos Service Quality Model that separates the technical quality (what the guest gets, such as food quality and portion size) and functional quality (how the service is provided, such as staff behaviour and communication) (Gherasim and Gherasim, 2023). This difference allows analysing the joint effect of operational processes and the interaction of services on the perceived quality in more detail. Finally, the Expectancy-Disconfirmation Theory (EDT) attempts to explicate guest satisfaction due to the comparison of expected and perceived service performance (Java et al., 2026). When the real experiences are better than expected, the satisfaction is high; otherwise, dissatisfaction prevails (Josimović et al., 2025). 
[bookmark: _Toc212896758][bookmark: _Toc220675247][bookmark: _Toc221976047]Conceptual Framework
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Figure 1: Conceptual Framework
Source: (Author)
[bookmark: _Toc212896759][bookmark: _Toc220675248][bookmark: _Toc221976048]Research Gaps
Despite the fact that the connection between service quality and guest satisfaction in hospitality industry has been researched extensively, there are still several gaps to fill (Abdulrab and Hezam, 2024). Much of the current study is based on general hotel services with minimum concern on the specific contribution of food and beverage operations in determining guest satisfaction. Also, past research tend to infer the results to the various types of hotels neglecting the fact that branded, city-center hotels have more specific issues with higher expectations of the guests (Mellinas and Leoni, 2024). The other evident gap is in the integrated assessment of food quality, service provision and dining experience as inseparable facets of satisfaction (Sari and Yulianto, 2024). Lastly, even though online reviews have emerged crucial in gauging the perceptions of guests, limited research incorporates online reviews in conventional service quality models (Singgalen, 2025). 
[bookmark: _Toc212896760][bookmark: _Toc220675249][bookmark: _Toc221976049]Chapter Summary
The chapter has conducted a literature review on the topic of food and beverage service quality as well as its effect on guest satisfaction along with the role of ambiance and online reviews in the hospitality industry. It also discussed of the most important theories that support assessment of service quality and the gaps in current literature. Overall, the review demonstrates that a specific study on the impact of incorporated aspects of F&B service on guest satisfaction and brand perception is required in the context of the contemporary hospitality industry.
[bookmark: _Toc220675250]
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[bookmark: _Toc212896762][bookmark: _Toc220675251][bookmark: _Toc221976051]Research Philosophy
The research philosophy is an interpretivist research philosophy, which is suitable in the investigation of perceptions, experiences and meanings related to the quality of food and beverage (F&B) service in a hospitality setting. Interpretivism acknowledges the fact that guest satisfaction and service quality are a socially constructed notion which is subject to individual expectations, interactions, and experiences (Saunders et al., 2019). Instead of pursuing objective measuring in isolation, such a philosophy helps to explore the encounter of F&B services by guests in a Novotel Cardiff hotel more profoundly. Le et al. (2022) explains that since the proposed study is devoted to the perceptions of the guests, online reviews, and qualitative insights of the industry, it is possible to use an interpretivist stance and the research can help to consider subtle interpretations of service provision, the dining experience, and the quality of food.
[bookmark: _Toc212896763][bookmark: _Toc220675252][bookmark: _Toc221976052]Research Approach
The research has adopted an inductive method of study. Inductive research involves the creation of insights and patterns out of the data as opposed to testing hypotheses previously set (Yuwono and Rachmawati, 2023). This method is appropriate because the study aims at testing the effects of various aspects of the F&B service quality on guest satisfaction, but not establishing the presence of a single relationship of cause and effect. Through analysis of available literature, industry reports as well as reviews left by the guests, common themes and ideas are raised and applied towards creating a bigger gist of quality of services offered by the hotel of Novotel Cardiff. 
[bookmark: _Toc212896764][bookmark: _Toc220675253][bookmark: _Toc221976053]Research Design
A qualitative case study design is used in the research whereby Novotel Cardiff has been chosen as the main case. The case study design is suitable because it allows a deeper study of a real-life organisational context that enables the research to correlate the theoretical with the actual hotel operations (Veal, 2017). This design assists in delving into the quality of F&B services in the operational and brand provisions of the Accor/Novotel group.
[bookmark: _Toc212896765][bookmark: _Toc220675254][bookmark: _Toc221976054]Data Collection
The present research uses the secondary qualitative data. The sources of data will consist of academic peer-reviewed journals, industry reports on the hotel sector, the documentation on the Accor brand, and the open access online reviews of the guests on websites like TripAdvisor and Booking.com. These are very informative sources on guest satisfaction, dimensions of service quality, and operational issues. Secondary data is also suitable because of time limitations, ethics, and the presence of abundant existing information concerning the services provided in branded hotels in terms of F&B services.
[bookmark: _Toc212896766][bookmark: _Toc220675255][bookmark: _Toc221976055]Data Analysis
The secondary data gathered shall be analysed through the thematic analysis strategy to establish the important trends and common themes associated with the quality of food and beverage service and how they influence guest satisfaction. Academic journals, industry reports, online guest review are some of the sources that will be systematically reviewed. The data will be grouped into themes such as food quality, service delivery, dining and perceptions of the guests to interpret the overall impact of these factors on guest satisfaction and loyalty.
[bookmark: _Toc220675256][bookmark: _Toc221976056]Ethical Considerations
The research was conducted in an ethical way. Harvard reference was used to give due credit to all secondary sources so as to avoid plagiarism. The reviews were analysed online anonymously, and there was no effort to determine who the reviewers were. No primary data collection was done, so the risks associated with participant consent and confidentiality were minor. The study complied with ethical principles of the use of secondary data at the university.
[bookmark: _Toc212896768][bookmark: _Toc220675257][bookmark: _Toc221976057]Limitations of the Methodology
Irrespective of its strengths, the methodology is limited. The use of secondary data limits the possibility of studying real-time guest perceptions or the views of the staff (Zarezadeh et al., 2022). There is also the possibility of biassed or extreme views on online reviews. Further, the study of one case does not provide a generalisability to other hotel situations. These restrictions are however countered by the depth of analysis and high conformity to the experience of placement.
[bookmark: _Toc221976058]Findings and Discussion
[bookmark: _Toc221976059]Introduction of Chapter
This chapter proposes the thematic analysis and discussion of the results based on the secondary qualitative data analysed in this research. As part of the research aim and objectives, the chapter discusses how the food and beverage (F&B) service quality factors, namely, food quality, service delivery, and dining environment, affect guest satisfaction at Novotel Cardiff. A thematic analysis methodology is employed to extract recurring patterns of academic and industry reports as well as online guest reviews and categorise them into major themes. These themes are then interpreted within the discussion section with reference to the theoretical framework, which is SERVQUAL, Grönroos Service Quality Model, and Expectancy-Disconfirmation Theory. This combined analysis will allow realising better knowledge of what F&B dimensions play the biggest role in forming perceptions and general satisfaction by the guests.
[bookmark: _Toc221976060]Findings
[bookmark: _Toc221976061]Theme 1: Food Quality and Presentation as a Core Satisfaction Driver
The quality of food became a key factor of guest satisfaction when it was analysed using the secondary sources and online review of guests about Novotel Cardiff. Visitors often related their entire experience of dining to the freshness, Positive taste, temperature, and food variety, especially when they were served breakfast (Tran et al., 2025). The reviews were commonly used to comment on good meals that were cooked, bright buffets, and regular replenishment of food as the sign of excellent quality (Zhang et al., 2024). Das, (2025) asserts that the presentation was also essential; dishes that were appealing to the eye and layouts on the buffet tables increased perceived value and the feeling of professionalism.
Nonetheless, variations in the temperature of food, lack of vegan or even vegetarian foods, and delays in replenishing buffet meals were also mentioned as the factors that negatively affected satisfaction (Varma, 2025). These results support the technical quality element of the Service Quality Model that is concerned with what the customer is getting. In the case where the quality of food was met or surpassed expectations, the level of satisfaction was high, which conforms to Expectancy-Disconfirmation Theory. The discussion indicates that consistency of food is of special importance in a branded hotel setting, where the guest would want to see the consistency of the food in line with the Accor standard. Diversity in menu and inclusivity in diet also seem to be more relevant, as the preferences of consumers are changing. Finally, food quality is not considered separately but is the core of the perception of other services (Talukder et al., 2025). Good work in this context defines a foundation of trust and good assessment, and weaknesses may have a massive effect on overall perception. Thus, the high level of culinary performance and the consistency of presentation are still a strategic goal of the satisfaction of the guests.
[bookmark: _Toc221976062]Theme 2: Service Delivery and Staff Interaction
The services and employees were found to have a similar influence on the guest satisfaction of Novotel Cardiff. The visitors often made remarks about the work ethic, attentiveness, and professionalism of restaurant employees (Mekoth et al., 2023). Friendly reception, timely services even during the busiest breakfast hours, and responsiveness to special requests were associated with positive experiences. Asmara et al. (2024) describe that the warm and polite communication helped to create a warm environment, which supported the ideas of attentiveness and hospitality. On the other hand, there were occasional complaints about slow service during rush time, lack of staff or even lack of attentive service. These experiences underscore the role of operational considerations in perceiving service quality. The results match well in line with SERVQUAL dimensions of responsiveness, assurance and empathy. Visitors point at the effectiveness of services in addition to the emotional coloring of relations. When employees showed personal interest and willing support, the level of satisfaction was quite high.
The functional quality aspect of the Grönroos model is quite applicable in this case as in this aspect, emphasis is placed on how the service is provided. Unsatisfactory staff interaction further decreased satisfaction even in cases where the quality of food met the expectations. It means that human interaction is an intermediary between service delivery and guest perception (Doan et al., 2023). Additionally, the perceived value and emotional engagement were improved by the personalised interaction through remembering preferences of the guest or meeting their dietary requirements. These factors assist in the strengthening of brand image and building of trust (Maghembe and Magasi, 2024). The analysis recommends that it is necessary to invest in the staff training, service culture development, and empowerment. Operational efficiency alone is not sufficient to the effectual service delivery but rather emotional intelligence and continuity when it comes to interpersonal communication.
[bookmark: _Toc221976063]Theme 3: Dining Environment and Ambiance
The physical dining area and the overall atmosphere were found to be important in influencing the perceptions of quality and satisfaction to the guests. Cleanliness, light, comfort of seating, layout design, and noise level were commonly mentioned in the reviews as factors that affect the F&B experience (Nanu et al., 2024). The perception of professionalism and value due to the clean and contemporary restaurant environment was nice and chilled. The good remarks mentioned light and friendly breakfast places and well-organised buffet services and comfortable seating as factors that promoted fun and extended stay. Cleanliness and orderliness were perceived by the guests as good operation standards (Yang et al., 2023). This is in line with the tangibles dimension of SERVQUAL in which physical evidence has an immediate impact on the perceived service quality.
Nonetheless, other reviews had noted that overcrowding in the busiest breakfast periods and high noise levels at times minimised comfort and satisfaction. The perceived easiness of the service was adversely impacted by a lack of seating or a crowded buffet (Lorentzen et al., 2022). Such results show that ambiance is a psychological and functional aspect. Although the emotional reactions are produced by decor and design, the convenience and comfort are affected by the spatial management and layout efficiency. According to the thematic analysis, the interaction between the ambiance and the quality of food and service delivery are in close contact. The food of even good quality will be perceived negatively in an uncomfortable or noisy environment. The mood and the level of satisfaction are also determined through subtle influences of sensory attributes like the light level, background music and even temperature. This is why it is necessary to control the atmosphere during dining to reinforce the positive impressions and facilitate the overall satisfaction of the guests.
[bookmark: _Toc221976064]Theme 4: Satisfaction Outcomes – Loyalty and Online Reviews
The last theme links the quality of the F&B service to the overall satisfaction results, such as the loyalty intentions and online reputation. Guest reviews were analysed, and positive dining experiences in most cases were converted into overall hotel rating and recommendations (Hu et al., 2022). Customers who reported satisfaction with the quality of breakfast and staff services often said that they will visit again or suggest Novotel Cardiff to other people. On the contrary, the displeasure with the F&B services sometimes had an impact on the overall hotel reviews despite other elements of the visit being satisfactory (Kim and Han, 2023). This proves the great value F&B operations contribute to the development of the overall guest perceptions. The results are in line with the Expectancy-Disconfirmation Theory in which satisfaction is realised when service performance hits or goes above expectations. 
Dang and Nguyen (2025) suggest that the influence of such experiences can be increased with the use of online platforms as reviews become a form of a public recommendation or rejection. F&B feedback positive reinforces the brand image and trust, whereas the negative opinions may work against potential guests. Thus, the quality of food and beverages does not only serve as a functional element, it is a strategic instrument of guest retention and online reputation (Pandey, 2023). Another revelation that comes out of the analysis is the strategic worth of F&B satisfaction in the competitive market of the city-center hotels over the long term. Emotional attachment leads to brand preference that is not price sensitive, this is because positive dining experiences are related to emotional attachment. Categories of guests with perceptions of high value on breakfast or restaurants services tend to consider the hotel as being able to provide a full experience as opposed to stay. Moreover, repeated positive feedback is likely to increase search results and booking rate with online platforms, which contributes to revenue increase indirectly (Bhandari et al., 2023). Therefore, F&B performance is relevant to the short-term satisfaction and the long-term sustainability in business and the positioning in the market.
[bookmark: _Toc221976065]Discussion
According to the findings, it is evident that the quality of food is the structural basis of guest satisfaction in F&B business operations. Visitors always rated their breakfast and eating experiences on physical features like freshness, temperature, tastes, variety, and the presentation. This is in line with the argument put forward in the literature that food quality is a major factor that determines overall hotel rating especially in branded hotels where the standards are supposed to be uniform. Based on the suggestions of Singgalen (2024), the current results show that culinary performance has a strong influence on the overall impression of the guests on the quality of services. In this regard, the importance of the technical quality aspect of the Grönroos Service Quality Model can be seen. Technical quality denotes what the guest gets, i.e. in F&B operations, the food standards and presentation is the result of what the guest gets. The guests felt that the hotel was professional and reliable, when the display of buffets were arranged, and the products were replenished within a short time (Geng et al., 2023). On the other hand, in cases when small inconsistencies were observed the weaknesses affected the general impressions in a negative way. 
The findings imply that the quality of food is a minimum condition, but not a distinguishing factor (Das, 2025). The guests are presumed to have some degree of food expertise in a four-star city -centre hotel. Consequently, low level of food quality does not produce high satisfaction, but bad quality produces fast dissatisfaction. This imbalance provides wider hospitality research which asserts that key product failures are rated more harshly than secondary service defects. In the case of Novotel Cardiff, it means that consistency of culinary and inclusivity of menus are not only operationally good, but such elements are considered strategic. The quality of food determines the credibility on which the rest of the service dimensions will be assessed.
Although the quality of the food became the structural component of satisfaction, service delivery has proven to be the relational component that creates the impressions that guests have with the restaurant in terms of intensifying or reducing them. It was demonstrated that behaviour of the staff, responsiveness, and the level of interpersonal warmth played a major role in the overall evaluations. The guests understood the interested treatment and tailored contact as signs of true hospitality, and thus, the current literature that highlights the emotional labour behind service industries (Chang and Lin, 2022). The dimensions of responsiveness, empathy and assurance used by SERVQUAL gives a descriptive interpretation here. The results affirm that guests would evaluate not only the efficiency of the operation but also the tone on which the service experiences occur emotionally. The degree of satisfaction was enhanced significantly when employees were proactive in giving helpful services and remaining calm even in peak breakfast times. It will help prove the point of Noorani (2024) who claims that the sense of attentiveness enhances trust and brand loyalty. 
Meanwhile, the analysis shows operation strains at peak times as the service consistency was sometimes reduced. This variability represents the overall problem that was reported in the urban hospitality setting in the context of which altering demand may prove to be a strain on the human resource. In the case of Novotel Cardiff, this has a great operational impact. The training of the staff ought to go beyond the efficiency of the procedures but also encompass the emotional intelligence, communication abilities, and service recovery practices. The standardisation does not only help the hotel to strive its competitive advantage in an urban centred environment, but the interpersonal interaction must be constant (Jia et al., 2024). The long-term efficiency measures alone might not be sufficient in producing stronger long-term satisfaction consequences as compared to investment in workforce stability and empowerment.
Another significant theme is the dining circumstances and atmosphere, which proves that the physical environments act as a kind of experience unifier between the service and product delivery. The literature of Chang and Lin, (2022) makes ambience both psychological and operational. This dual interpretation is supported by the obtained results. On the one hand, pre-planned buffet designs and present-day style produced the images of professionalism and emotional comfort. Conversely, the perceived smoothness of service was adversely affected by overcrowding and commotion during peak times, indicating that the ambience is tightly connected with the efficiency of operations. The analysis gives what comes out as interdependence of environment and both the quality of food and service. Meals of superior quality might be seen negatively in crowded or uncomfortable locations, and in controlled space flow, the satisfaction can also be boosted, despite the busyness of the place. This unified view builds upon previous studies in that ambiance is not to be seen as a separate aesthetic element but as a strategic element of service design.
In the case of the placement hotel, peak-time congestion is an important operational priority. Seating change, buffeting movement, and noise sound reduction can drive quantifiable satisfaction increase without incurring a huge budget cost (Yang et al., 2023). Delicate environmental improvements have been known to produce a substantial difference in the perceptions of guests in competitive markets in hospitality. F&B service quality is the last theme which is related to wider satisfaction outcomes, specifically, loyalty intentions and online reputation. The results commit to the fact that positive dining experiences often convert to overall ratings of hotel and indicate the desire to visit again (Lorentzen et al., 2022). This agrees with current studies, which have proved that there is a high degree of correlation between satisfaction and repeat patronage. The research places an emphasis on the role of online reviews that are amplifying. The modern hospitality setting is recorded, and the guest experiences are documented so that they are publicly available to potential clients. Good feedback on F&B-related issues has a greater influence on the brand credibility, and negative remarks can disproportionately influence the booking decision. This is indicative of Yu et al. (2023) claim that digital platforms serve as second parties that assess the quality of services.
It is also found that discontent of the F&B services sometimes contributed to the total rating of the hotel even when standards of accommodation were satisfactory (Hu et al., 2022). This translates to the fact that F&B operations are not peripheral but central to brand perception. Breakfast and restaurant experiences are differentiating factors in the hotel industry in urban centres where the nature of rooms can be uniform. As such, the quality of F&B is a direct factor of competitive positioning and sustainability of revenues. In the case of Novotel Cardiff, this emphasizes the strategic importance of addressing online feedback. Active participation is a show of responsibility and enhances customers confidence (Pandey, 2023). Over time, positive reviews being consistent could help boost search visibility and conversion and cement market position.
The combined results indicate the F&B service quality at Novotel Cardiff has a multi-dimensional framework of interaction whereby the technical quality, functional quality, and environmental factors are dynamically related. The quality of food builds trust; productivity in service provision defines emotion; atmosphere offers a combination of experience; online rates enhance the results. The research is based on quality secondary data (academic literature and Internet reviews). Although this method can be an insight into the perceptions of guests, it fails to represent the primary data on the part of management or employees in the hotel. As a result, the operational constraints that are internal might not be entirely reflected. Moreover, internet reviews can be biased since they can capture extreme satisfaction cases as opposed to average views (Bhandari et al., 2023). The interviews or surveys with the staff and guests could be implemented in the future study to obtain the results in a triangulation and offer more contextual insight. Additional exploration of the seasonal demand trends, workload allocation among the staff, and comparison to other city-centre hotels would also help in enhancing operational awareness.
Consequently, the discussion shows that F&B service quality at Novotel Cardiff is not an isolated variable of operation but a system which is strategically connected. Food quality, service delivery, and ambiance affect guest satisfaction, and consequently guest loyalty, and digital image. The deductive theories used are SERVQUAL, Grönroos and the Expectancy-Disconfirmation Theory which together can be used to explain how these dimensions affect perception. The results support the notion that within the contemporary hospitality setting, the F&B operations become a service and a business strategic branding tool. In the case of Novotel Cardiff, long-term focus on integrated services of the quality is of utmost importance, as it contributes to staying competitive, improving the loyalty of guests, and commercial sustainability.
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This study aimed at exploring the role of the quality of food and beverage (F&B) service, which can be defined as service delivery, food quality, as well as the overall dining experience in order to improve guest satisfaction in Novotel Cardiff. The study based on interpretivist philosophy, inductive approach, and qualitative case study design analysed the secondary data such as academic literature, industry reports, brand documentation and online guest reviews. The results taken altogether reveal that the quality of F&B services is a key and a strategic consideration in determining the degree of guest satisfaction, brand image, and loyalty in a competitive hospitality industry. One of the most important results of the study is that the quality of food is still a premise of guest satisfaction. In all the literature review and analysis, factors that included taste, freshness, menu mix, presentation, and the perceived value have continued to come out as dominant forces in creating positive or negative experiences at the dining table. Customers are used to linking the general quality of hotel to the quality of foods served. Food quality also presents the brand standards and expectations, in terms of a branded property that functions under the Accor group. Whenever meals are up to or above standard, this acts as an indication of trustworthiness and efficiencies to the guests. On the other hand, a lack of consistency on quality which may include poorly made food or fewer choices on the menu can greatly reduce the satisfaction levels despite the proper performance of other service aspects. Thus, the quality of food does not serve as an operation though, but a symbolic depiction of brand excellence.
Service delivery proved to become equally powerful. The results also indicate that efficiency, responsiveness, courtesy, and professionalism of the staff directly influence the emotional reactions of the guests in the dining process. Visitors are appreciative of quick services and straight forwardness and friendliness. Good guest relations among employees tend to balance out small deficiencies of operations, and conversely, bad attitude and slow service provision can undermine otherwise good food quality. This contributes to the frameworks of service quality that are addressed in the previous chapters that have stressed the human component as the core of hospitality experiences. With Novotel Cardiff, as reviews from guests revealed, accommodating and responsive staff was often something that enhanced the attitude towards the F&B offering. Nevertheless, a few irregularities in the service pace during busy times were observed to be relatively weak areas in which improvements can be made. This supports the value of training, motivation and empowering the staff to provide uniform quality of service.
The other important revelation is the holistic character of the dining. Guest satisfaction seldom is being measured through one factor rather it is an effect of the interplay between the tangible and intangible factors. Ambience, cleanliness, the decor, lighting, layout, and the general ambience are among other elements that aid in perceiving F&B services. The research discovered that guests perceive dining environment as identity and level of comfort of the hotel. Beautiful, well-kept environment helps in increasing relaxation and pleasure whereas dull or low serviced environment discourages the experience. Herein, F&B activities will not be standalone operations but rather part of the overall guest experience. In the case of Novotel Cardiff, the need to keep the dining environment modern and cozy is on par with the brand positioning and reinforces the overall impression on the guests.
The current travellers want services that consider their taste and eating habits. Such little actions, as the willingness to meet special needs or provide custom-made suggestions, may add a perception of perceived value and emotional attachment. Based on the analysis, customised experiences in the F&B industry are associated with their greater satisfaction and a probability of visiting the restaurant again and suggesting it to a friend. Such differentiation may bring a strategic benefit in competitive urban hotel markets. The thematic analysis also affirmed consistency as an imperative issue. One bad restaurant experience can spoil a good experience. The guests want to have consistent behaviour of breakfast, lunch, dinner, and room service. This observation reinforces the functional problem that hotel managers have maintaining the quality of the service during various times of the day, different number of employees, and varying demand levels. The consistency must be well coordinated, have a standard operating procedure and continuous monitoring of quality.
Within the managerial view, the study explains the FB dimensions that must be focused on improving the level of guest satisfaction. Although these are all inter-related, the results indicate that a high level of food quality and reinforcing the service delivery processes should be the major areas of concern. The investment in the staff training and communication skills development, as well as service efficiency, will most probably result in the significant boost of the guest perceptions. At the same time, to remain competitive menu innovation and quality control mechanisms are critical. The brightening of the environment and introducing the use of some personal touches can improve the dining experience and make the property stand out among the competitors in the local market. The study academically supports the existing theories of service quality by having been applied to a life scenario, a branded hotel. It proves that models between dimensions of service quality and guest satisfaction are rather applicable in the sphere of F&B activities. The results become part of the concept of how tangible and intangible elements in services interplay in influencing the perception of the guests.
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[bookmark: _Toc221976069]Strengthening Food Quality Consistency and Menu Innovation
To ensure the guest satisfaction is high, it is important that Novotel Cardiff focuses on the consistency of food preparation, presentation, and temperature during all service periods. This can be achieved through clear standard operating procedures (SOPs) and regular quality control check to make sure that the standards of the brands are met anytime (Appel et al., 2025). The best thing to do during rush times at breakfast is to check on the buffet proactively and in time to prevent the formation of negative perceptions. Moreover, new menu innovation should be periodically offered to keep up with the consumer tastes (Lin et al., 2023). The addition of vegetarian, vegan, and allergen sensitive food would enhance inclusiveness and value. Seasonal or locally supplied ingredients can also add to the freshness and brand positioning (Barreto and Mayya, 2023). 
[bookmark: _Toc221976070]Enhancing Service Delivery Through Staff Training and Empowerment
The perception of the guests largely depends on service delivery and, thus, a carefully planned and continuous staff training is the key to service excellence (Mandić et al., 2023). Novotel Cardiff is advised to introduce regular training that deal with communication skills, cultural awareness, emotional intelligence, and proactive guest engagement. Training should also be conducted concerning the management of peak-hour burden, making sure that friendliness and attentiveness do not interfere with the efficiency of service delivery. According to de Villiers et al. (2022) role-play games and service recovery drills can be used to make the employees react positively to complaints or other unfamiliar circumstances. It is also important to have empowerment. Minor problems that can be solved on the spot, like by offering meals or even minor acts of goodwill, should be left to frontline employees who will have minimal powers to solve these problems. This cuts on service recovery delays and increases trust among the guests. Performance bonuses and reward schemes can also be used to encourage employees and increase their loyalty to service quality (Liu et al., 2022). The hotel can also improve individual service quality and the satisfaction of the guests, as well as strengthen the functional service quality, by investing in professional development and empowerment strategies (Jaya et al., 2024).
[bookmark: _Toc221976071]Optimising Dining Environment and Operational Flow
To make the dining experience better, there will be aesthetic as well as operational changes. Restaurant layout and buffet positioning should be revisited by Novotel Cardiff to eliminate congestion during peak breakfast times. The crowd can be reduced with a clear design of traffic flow, which will enhance the comfort of the guest (Khan, 2024; Madani and Choudhry, 2025). Ensuring cleanliness is maintained by hygienic practices in full view will support the development of perceptions of professionalism. The light must be bright and warm to develop a warm morning atmosphere. 
[bookmark: _Toc221976072]Leveraging Online Reviews and Data-Driven Feedback
According to Glavelia et al. (2023), online reviews are strategic in the formation of brand reputation and in decision-making to make a booking. Novotel Cardiff should have a systematic system that will be used to track, classify and review guest feedback on review sites. Analysis of periodic reviews would be used to determine the common strengths and gaps in operations in the F&B services. Responsiveness and sensitivity to the positive and negative feedback, timely and in a professional manner, testify to responsibility and a desire to improve. Alyahia et al. (2024) highlight that positive feedback with signifying corrective measures can contribute to the increased transparency and trust of guests. In the view of Rady et al. (2024), the hotel can also rely on basic data analytics tools to ensure that they monitor the trends in satisfaction over a period and correlate the review tendencies with occupancy or even revenue results. 
[bookmark: _Toc221976073]Developing Integrated Customer Loyalty and Experience Strategies
To increase retention in the long term, Novotel Cardiff ought to incorporate F&B services into its expanded guest experience strategy. Perceived value can be enhanced by providing bundle packages, e.g. by upgrading premium breakfast to return guests and offering them discounts on their meals. The suitability with the Accor loyalty programme will also promote re-visitation and brand interaction. Emotional connection can be created by personalisation strategies such as the identification of returning guests and tailoring to unique dietary needs. According to Saxena et al. (2024), personalisation has become the key factor for enhancing the experiences of the guest and fostering loyalty in the hotel industry. The hotel can further boost loyalty, guest satisfaction and competitive edge by having F&B services become an integral part of the overall stay experience, not a separate facility (Rachman and Hapsari, 2024).
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