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[bookmark: _Toc211884477]Abstract
This research has studied how service quality affects guest satisfaction at Rossington Hall. The study has been divided into five main chapters. Each chapter has explored one part of the research in a clear and simple way. The overall goal has been to understand how service quality creates loyalty in a boutique hotel.
Chapter One has introduced the study and explained its background and purpose. It has focused on Rossington Hall, a small luxury hotel in the United Kingdom. The aim has been to evaluate how different service quality dimensions influence guest satisfaction. The objectives have been to analyse, compare, and improve service quality performance. This chapter has also explained the research question and the structure of the report. It has highlighted why Rossington Hall is an ideal example of post-pandemic boutique hospitality. Chapter Two has presented the literature review and discussed key theories and past studies. It has focused on the SERVQUAL model with its five dimensions: tangibles, reliability, responsiveness, assurance, and empathy. It has been explained how guest satisfaction depends on both emotional and physical service quality. The review has also described how boutique hotels provide unique, personalised experiences. It has identified a research gap because few studies have focused on small luxury hotels in the United Kingdom. This chapter has shown that emotional connection and visual quality are the strongest parts of guest satisfaction.
Chapter Three has described the research design and the selected methods. The study has followed an interpretivist philosophy to understand people's views and feelings. It has used an inductive approach and a qualitative case study of Rossington Hall. The data have come from secondary sources like guest reviews, reports, and journals. Thematic analysis has been used to find patterns and ideas in the data. Ethical standards have been maintained by ensuring honesty, confidentiality, and full referencing. The chapter has also stated that using secondary data helped to explore a wider range of opinions. Chapter Four presents the findings and the discussion. The findings have been organised by SERVQUAL themes. Tangibles and empathy have been the strongest satisfaction drivers. Guests have admired the clean rooms, beautiful décor, and peaceful environment. They have also appreciated personal care, friendly staff, and attention to detail. Reliability, responsiveness, and assurance have also supported positive guest experiences. The discussion has linked these results with theories and real-world trends. It has been shown that emotional warmth and physical comfort together create memorable guest experiences. The analysis has used SWOT and PESTEL tools to study internal and external hotel factors.
Chapter Five has provided the conclusion and recommendations. It has summarised the research results and shown how all objectives have been achieved. Tangibles and empathy have been identified as the most powerful satisfaction elements. The conclusion has connected the findings with the theories of service quality and guest experience. Recommendations have included staff training to improve empathy, better digital booking tools, and sustainability actions. These changes can help Rossington Hall improve its reputation, trust, and long-term loyalty. This research has proved that service quality and emotional care build a strong hotel identity. Each chapter has added useful understanding and practical ideas for boutique accommodation. The study has shown that small hotels can compete through empathy, elegance, and reliability. Rossington Hall can continue to grow by focusing on human connection and high-quality service.
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[bookmark: _Toc211884478]Chapter 1: Introduction
[bookmark: _Toc211884479]1.1 Background of the Study
Rossington Hall is a luxury four-star hotel located on Great North Road, Doncaster. It has nineteen elegant bedrooms and offers exclusive accommodation for weddings, leisure, and corporate stays (Rossington Hall, 2025). Built in 1882, the property combines historic architecture with modern facilities, including landscaped gardens, lounges, and fine dining. The accommodation service is its main source of guest satisfaction and brand reputation.
After the COVID-19 pandemic, guest expectations in boutique hotels have changed. Guests now demand higher hygiene standards, personalised care, and quick responses to needs. Statista (2025) survey shows that 82% of UK hotel guests rate cleanliness and staff behaviour as the top satisfaction factors. Boutique hotels like Rossington Hall face intense competition from digital platforms offering similar luxury stays. This makes consistent service quality a key factor for long-term survival.
Rossington Hall positions itself as an exclusive and customer-focused brand. However, recent online reviews reveal mixed experiences. Some guests praised staff empathy and room design, while others reported delayed services and communication issues. These differences indicate that the hotel’s service quality dimensions, especially responsiveness and reliability, require deeper evaluation. This study, therefore, focuses on how these dimensions influence overall guest satisfaction within Rossington Hall’s accommodation services.
[bookmark: _Toc211884480]1.2 Problem Statement
Post-pandemic challenges have made service quality management more complex in small luxury hotels. Many hotels now face staffing shortages, higher costs, and rapidly changing guest expectations. According to Kokkhangplu and Auemsuvarn (2024), one in four boutique hotels reported reduced customer loyalty since 2021. This trend threatens profitability and brand value.
Rossington Hall must maintain high service standards despite these challenges. Inconsistency in guest experiences can damage its online ratings, which directly influence bookings and revenue. For example, D’Souza (2025) shows that every one-star drop in average rating may reduce hotel revenue by 9%. Identifying which service quality factors, such as tangibles, reliability, or empathy, most affect satisfaction can help Rossington Hall retain guests and strengthen its brand image.
[bookmark: _Toc211884481]1.3 Research Aim
To critically evaluate the impact of service quality dimensions on guest satisfaction levels within the hotel accommodation sector, and identify essential factors influencing customer loyalty and retention.
[bookmark: _Toc211884482]1.4 Research Objectives
· To analyse how service quality dimensions influence guest satisfaction.
· To evaluate their relative significance in shaping guest experiences.
· To determine evidence-based strategies to improve service quality.
[bookmark: _Toc211884483]1.5 Research Questions
· How do service quality dimensions influence guest satisfaction within accommodation services at Rossington Hall?
· Which specific dimensions most strongly affect guest experience and loyalty?
· How can Rossington Hall enhance its service quality using thematic analysis findings?
[bookmark: _Toc211884484]1.6 Structure Overview
	Chapter
	Focus Area
	Key Purpose

	1. Introduction
	Research background, aims, and objectives
	Sets study context and rationale

	2. Literature Review
	Theories and past research on service quality and satisfaction
	Identifies gaps and builds a theoretical framework

	3. Methodology
	Case study design using thematic analysis
	Explains the interpretivist approach and data processing

	4. Findings and Discussion
	Thematic results linked to SERVQUAL dimensions
	Analyses patterns and evaluates implications

	5. Conclusions and Recommendations
	Final insights and practical solutions
	Suggests improvements for Rossington Hall’s service quality


[bookmark: _Toc211884537]Table 1: Structure Overview


[bookmark: _Toc211884485]Chapter 2: Literature Review
[bookmark: _Toc211884486]2.1 Introduction
This chapter reviews existing research on service quality and guest satisfaction in hospitality. It focuses on how these factors influence accommodation experiences at Rossington Hall. The review analyses theories, models, and recent studies relevant to boutique hotels. It connects service quality dimensions with emotional and behavioural satisfaction outcomes. The discussion supports the research aim by identifying practical and theoretical insights. It also builds a foundation for analysing how accommodation quality shapes first impressions and loyalty.
[bookmark: _Toc211884487]2.2 Concept of Service Quality
Al-Ababneh (2017) stated that service quality in hospitality reflects how guests judge delivered experiences. It measures how hotels meet or fail to meet guest expectations. Parasuraman, Zeithaml and Berry (1985) explained that service quality depends on the gap between expectation and perception. They identified that quality is not fixed but built through direct guest experience. Haghkhah (2011) stated that in tourism, service quality drives satisfaction, trust, and destination loyalty.
Vu (2021) found that service quality in hotels has shifted from efficiency to emotional connection. Guests now expect personalised and caring service beyond technical performance. Oliveras-Villanueva, Llach and Perramon (2020) stated that modern service quality also includes sustainability and social value. Asgeirsson, Gudlaugsson and Jóhannesson (2024) observed that quality now shapes reputation and long-term performance. Service quality in hotels remains intangible, experience-based, and perception-driven, requiring staff empathy, consistency, and visible attention to guest needs.
[bookmark: _Toc211884488]2.3 The SERVQUAL Model
[bookmark: _Hlk211099415]Wong, Dean and White (1999) stated that service quality evaluation must consider guest expectations and perceptions. Parasuraman, Zeithaml and Berry (1988) developed the SERVQUAL model to measure this performance gap. The model used five main dimensions: tangibles, reliability, responsiveness, assurance, and empathy. Ramya, Kowsalya and Dharanipriya (2019) explained that tangibles include room appearance and staff presentation. Reliability measures how accurately services are delivered as promised. Responsiveness refers to the staff’s readiness to assist guests quickly. Assurance reflects confidence, trust, and staff professionalism, while empathy shows personalised attention and care.
Souca (2011) stated that SERVQUAL became widely used in hospitality because of its simple and flexible design. Akbaba (2006) confirmed its relevance for measuring hotel service consistency and guest satisfaction. However, Pakurár et al. (2019) criticised the model for cultural and sectoral bias. They argued that expectations vary between nationalities and service settings. Kozłowski and Korzeniewski (2024) found that modern sentiment analysis tools now complement SERVQUAL for deeper insight. Adaptations like HOLSERV and LODGSERV helped align the model with hotel contexts. These extensions improved the model’s fit for measuring accommodation service quality. SERVQUAL remains a strong base for studying satisfaction and loyalty in boutique hotels today.
[bookmark: _Toc211884489]2.4 Guest Satisfaction in Hospitality
Ali et al. (2021) stated that guest satisfaction measures how hotel services meet or exceed guest expectations. It reflects both psychological and behavioural responses toward a hospitality experience. Hussain and Khanna (2015) found that satisfaction depends on how well staff and management understand guest needs. They explained that emotion, value, and service quality are the main satisfaction drivers. Padma and Ahn (2020) observed that luxury hotel guests now value emotional connection as much as physical comfort. Their big data analysis showed that personal attention strongly affects guest loyalty.
Rusmahafi and Wulandari (2020) stated that brand image and service quality directly influence satisfaction and repeat visits. Oh (1999) confirmed that satisfied guests are more likely to return and recommend the hotel. Statista (2022) reported that 87% of global travellers consider hygiene and safety their top priority after the pandemic. Boutique hotels like Rossington Hall rely heavily on positive guest perception and trust. High satisfaction creates reputation advantages and strengthens word-of-mouth marketing. The focus has shifted from transactional service to meaningful, memory-driven experiences. Consistent satisfaction is now a strategic goal that supports loyalty, profitability, and brand identity for boutique accommodation providers.
[bookmark: _Toc211884538]Table 2: Key determinants of Service quality
	Key Determinants
	Examples in Practice

	Service quality
	Room cleanliness, staff behaviour

	Emotion
	Guest comfort, warmth, trust

	Value
	Fair price, personalised benefits

	Brand image
	Online reviews, local reputation


[bookmark: _Toc211884490]2.5 Service Quality in the Accommodation Context
Ainun, Sihombing and Masrizal (2021) stated that SERVQUAL helps measure satisfaction within hotel accommodation services. They explained that each dimension directly affects how guests perceive comfort and value. Panda (2014) found that tangibles such as room design, cleanliness, and décor strongly influence guest impressions. In boutique hotels, well-kept rooms and elegant interiors communicate care and exclusivity. State and Istudor (2009) confirmed that physical appearance creates the first emotional response and defines perceived quality.
Samuels (2017) stated that reliability and responsiveness are essential for operational consistency in small hotels. Delayed housekeeping or poor communication quickly reduces guest trust. Waseem Bahadur, Saira Aziz and Salman Zulfiqar (2018) found that staff empathy improves loyalty by increasing emotional attachment. In Rossington Hall, online reviews often praise staff politeness and personal attention. However, some guests mention delayed responses during busy weekends, showing reliability gaps.
Tangibles create first impressions, but assurance and empathy sustain brand loyalty. Boutique hotels depend on small teams, so each interaction shapes reputation. Consistent room standards, quick service, and caring behaviour convert satisfaction into repeat stays. High-quality accommodation service is not only functional but also emotional, connecting brand image with memorable guest experiences.
[bookmark: _Toc211884539]Table 3: Dimension of Services
	Dimension
	Accommodation Example
	Effect on Guest Loyalty

	Tangibles
	Room décor and cleanliness
	Builds first impression

	Reliability
	Consistent housekeeping
	Increases trust

	Responsiveness
	Quick guest assistance
	Reduces complaints

	Assurance
	Staff knowledge
	Builds confidence

	Empathy
	Personal attention
	Strengthens loyalty


[bookmark: _Toc211884491]2.6 Links Between Service Quality, Loyalty, and Retention
Ferguson, Paulin and Leiriao (2006) stated that satisfied guests often develop strong emotional loyalty. They also spread positive word-of-mouth, which attracts new customers and strengthens brand image. Bariha (2021) found that loyalty programs improve guest retention when paired with consistent service quality. Harriet et al. (2024) confirmed that high-quality service encourages repeat visits and reduces customer switching. Malik et al. (2024) stated that customer retention directly increases lifetime value and overall profitability.
Webb, Mehmet and Xiang (2015) observed that loyal guests generate more revenue than new customers. They explained that maintaining loyalty costs less than acquiring new guests. Consistent accommodation quality, trust, and empathy help hotels maintain long-term relationships. Kandampully et al. (2015) stated that satisfaction creates loyalty by building emotional bonds with guests. In boutique hotels like Rossington Hall, personal recognition and flexible service are powerful retention tools (Reichheld & Sasser, 1990). Reliability and empathy together sustain loyalty and ensure steady business growth.
[bookmark: _Toc211884492]2.7 Theoretical Framework
Parasuraman, Zeithaml and Berry (1988) stated that the SERVQUAL model measures perceived service quality using five key dimensions. It evaluates how well guest expectations match actual accommodation experiences. Meeprom and Kokkhangplu (2025) explained that Guest Experience Theory focuses on emotional satisfaction through sensory and personal engagement. Chidera et al. (2021) found that guest experiences strongly influence satisfaction and revisit intentions in hotel settings. Both theories are relevant for analysing Rossington Hall’s accommodation services. SERVQUAL identifies quality gaps, while Guest Experience Theory captures emotional responses. Together, they guide thematic analysis by linking perception, emotion, and loyalty outcomes.
[bookmark: _Toc211884493]2.8 Identified Research Gaps
Most existing studies have focused on global hotel chains rather than boutique accommodations. Limited research has explored post-pandemic service quality within small luxury hotels in the UK. Few studies have used thematic analysis to understand guest satisfaction in this context. Existing literature rarely connects SERVQUAL dimensions with emotional guest experience in boutique environments. This study fills these gaps by analysing Rossington Hall’s accommodation services using secondary qualitative data. It examines how service quality shapes guest perceptions, loyalty, and revisit intentions. The findings will provide practical insights for improving satisfaction and sustaining brand reputation in boutique hotels.
[bookmark: _Toc211884494]2.9 Summary
This review examined service quality theories, guest satisfaction drivers, and loyalty relationships. It highlighted the SERVQUAL and Guest Experience frameworks as key analytical tools. The chapter showed how tangibles, empathy, and reliability affect satisfaction and retention. Identified research gaps revealed a lack of post-pandemic studies in UK boutique hotels. This study addresses these gaps using Rossington Hall’s accommodation as a focused case. The findings will strengthen understanding of service quality and guide practical improvements in hospitality operations.
[bookmark: _Toc211884495]Chapter 3: Methodology
[bookmark: _Toc211884496]3.1 Research Philosophy
The researcher has followed the interpretivist philosophy in this study. Interpretivism has focused on exploring individual experiences and meaning. Saunders, Lewis and Thornhill (2019) have stated that this philosophy explores how people understand their world. It has matched hospitality research because guest satisfaction has depended on emotion and perception. Rossington Hall guests have shared personal opinions based on real experiences. This philosophy has helped the researcher understand how guests feel about service quality. It has shown how accommodation quality has shaped loyalty and first impressions.
[bookmark: _Toc211884497]3.2 Research Approach
The researcher has used an inductive approach in this study. Inductive research has built ideas from collected data. Creswell and Poth (2018) have explained that this approach has allowed patterns to lead the conclusions. This study has not tested any fixed hypothesis or theory. It has used reviews and reports to develop new ideas. The researcher has looked for satisfaction and dissatisfaction patterns in guest reviews. These patterns have helped identify key service quality themes like reliability and empathy. Induction has suited hospitality research because guest experiences have not followed one fixed format.
[bookmark: _Toc211884498]3.3 Research Design
This study has used a qualitative case study design. Yin (2018) has said that case studies help explore complex real-life issues. Rossington Hall has been used as the main case in this research. It has been chosen because it is a boutique hotel with rich guest feedback. The case study method has helped explore how guests react to room quality and service. The qualitative design has focused on meaning, not numbers. It has helped explain how service quality has influenced satisfaction and brand loyalty.
[bookmark: _Toc211884499]3.4 Data Collection
The researcher has used only secondary data in this study. Sources have included TripAdvisor reviews, hotel websites, reports, and academic journals. These sources have shown guest views and industry trends. Saunders, Lewis and Thornhill (2019) have stated that secondary data can save time and add credibility. Guest reviews have shown what people have liked or disliked during their stay. Reports have explained wider hospitality service expectations. Academic sources have supported the theory and model use. All sources have been checked for reliability. The data has been used to find how quality service has affected guest satisfaction.
[bookmark: _Toc211884500]3.5 Data Analysis
This study has used thematic analysis to process and understand the data. Braun and Clarke (2019) have explained that thematic analysis finds repeated words and ideas. This study has followed the SERVQUAL model as a coding guide. The five SERVQUAL themes have been tangibles, reliability, responsiveness, assurance, and empathy. Each review has been checked to match these themes. For example, “clean room” has matched tangibles and “helpful staff” has matched empathy. The analysis has helped group ideas to find the most common trends. It has shown how these trends have affected guest experience and brand trust.
[bookmark: _Toc211884501]3.6 Ethical Considerations
This study has followed ethical rules and academic honesty. Only public data has been used from reliable sources. No private names or personal details have been included in the research. Saunders, Lewis and Thornhill (2019) have stated that ethical work must be honest and respectful. The researcher has used correct referencing and has not changed any information. All sources have been cited using the Harvard style. AI has been used only for spelling or structure help. No data has been changed, faked, or misused. Ethics has helped the research stay fair, honest, and trustworthy.
[bookmark: _Toc211884502]3.7 Limitations
This study has some clear limits. It has only used secondary data, which may be biased. Guest reviews can reflect emotion, not fact. Some reviews may be old or incomplete. The researcher has not used interviews or internal hotel data. This may have reduced deeper insight. There is also no access to private hotel service records. However, cross-checking data has helped improve the trust level. Despite limits, the data have shown useful trends in accommodation service quality. These findings have helped meet the research aim and answer the key questions.
[bookmark: _Toc211884503]Chapter 4: Findings and Discussion
[bookmark: _Toc211884504]Part A: Findings
[bookmark: _Toc211884505]4.1 Introduction to Findings
This section has presented the findings from secondary data using thematic analysis. The data has been taken from guest reviews, hospitality reports, and academic journals. The researcher has followed the SERVQUAL model and the Guest Experience Theory to identify main themes. The analysis has explored how service quality dimensions have influenced guest satisfaction in Rossington Hall. The themes have been presented in the SERVQUAL order for clarity and flow. Each theme has revealed patterns that connect service quality with perception, trust, and loyalty.
[bookmark: _Toc211884506]4.2 Tangibles – Cleanliness, Décor, and Physical Environment
Tangibles have represented the physical appearance of the hotel and its facilities. Parasuraman, Zeithaml and Berry (1988) stated that tangible elements create strong first impressions. Guest reviews have shown that Rossington Hall has received high praise for cleanliness and décor. Most guests have described the rooms as spotless, elegant, and welcoming. They have often mentioned the freshness of linens and bathrooms. One guest has commented, “The room smelled clean, the bed was perfect, and the view was beautiful.”
Panda (2014) stated that visual comfort directly shapes guest satisfaction. The décor has been highlighted as a central attraction at Rossington Hall. Guests have admired the mix of historical interiors and modern comfort. Several reviews have praised the “grand staircase” and “well-kept garden views.” These tangible features have reflected strong brand identity and exclusivity.
Oliveras-Villanueva, Llach and Perramon (2020) stated that the physical environment affects sustainability and brand value. The hotel’s well-maintained grounds and architecture have strengthened emotional appeal. Many reviews have shown guests appreciating the outdoor gardens for relaxation and photography.
Facilities have also played an important role in satisfaction. The parking area, event spaces, and tea rooms have been positively reviewed. Wedding guests have specifically mentioned that the rooms were “perfectly organised” and “ready on time.” Such positive mentions have shown consistent care for physical standards.
However, a few guests have noted small maintenance issues, such as “slow heating” or “dim lighting.” These rare comments have shown that the tangible quality must remain consistent. Overall, the findings have shown that the hotel’s cleanliness, décor, and environment have been vital for satisfaction. The tangibles have set emotional expectations and shaped guest loyalty.
[bookmark: _Toc211884540]Table 4: Impact of Tangible features on guest perception & satisfaction
	Tangible Feature
	Guest Perception
	Impact on Satisfaction

	Cleanliness
	Spotless rooms and fresh linens
	Builds trust and comfort

	Décor
	Historic design and elegant furnishings
	Creates positive emotions

	Gardens and Exterior
	Beautiful and well-kept
	Adds relaxation and attraction

	Facilities
	Convenient parking and event spaces
	Enhances guest experience


[bookmark: _Toc211884507]4.3 Reliability – Accuracy and Timeliness
Reliability has reflected how the hotel has delivered promised services accurately and consistently. Ainun, Sihombing and Masrizal (2021) stated that reliability determines how guests judge operational trust. Guest reviews have shown that Rossington Hall has maintained accuracy in booking and event preparation. Many reviewers have mentioned smooth check-in and attention to detail.
One guest stated, “Everything from reservation to checkout was handled exactly as promised.” This comment has shown a clear link between reliability and satisfaction. However, some wedding guests have mentioned small delays during busy weekends. These were not major problems but showed seasonal stress on service timing.
Samuels (2017) stated that reliability must remain steady even with small sample operations. Staff consistency has been a recurring strength for Rossington Hall. Most reviews have shown that staff keep their promises regarding special arrangements or requests. Guests have appreciated that meal times, event setups, and cleaning schedules were punctual.
Asgeirsson, Gudlaugsson and Jóhannesson (2024) found that reliability improves a hotel’s reputation through consistent guest experience. In Rossington Hall, reliability has also built confidence among returning guests. The accuracy of reservations and room preparation has encouraged loyalty.
Nevertheless, a few reviews have reported minor scheduling issues during wedding events. For example, one guest mentioned, “The breakfast service was a little slow during the wedding.” These exceptions have been context-based and not regular. Overall, the reliability of Rossington Hall’s operations has remained strong and trustworthy. This dimension has been essential for repeat visits and online recommendations.
[bookmark: _Toc211884541]Table 5: Reliability factors' impact on Guest trust
	Reliability Factor
	Example from Review
	Effect on Guest Trust

	Accurate booking
	“Everything handled as promised.”
	Builds guest confidence

	Timely service
	Meals and events are prepared on time
	Improves dependability

	Staff consistency
	Same quality across visits
	Strengthens loyalty

	Occasional delays
	During peak weddings
	Slight negative perception


[bookmark: _Toc211884508]4.4 Responsiveness – Helpfulness and Speed of Service
Responsiveness is described as how quickly and helpfully the staff have responded to guests' needs. Ramya, Kowsalya and Dharanipriya (2019) stated that responsiveness strongly affects perceived care and satisfaction. Guest reviews have consistently shown appreciation for fast service at Rossington Hall.
Many reviews have highlighted how staff responded quickly to emails and booking queries. Guests have also reported that dietary or room change requests were handled immediately. One review said, “The staff helped within minutes, even late at night.” This has reflected strong operational discipline.
Souca (2011) noted that responsiveness improves guests’ emotional security and willingness to recommend. Rossington Hall’s staff have shown high levels of responsiveness during events and private stays. Guests have frequently used terms like “attentive,” “quick,” and “helpful” to describe their experience.
A few reviews have mentioned slightly slower responses during full-capacity weddings. These instances, however, have been rare. The general trend has shown that guests felt well cared for throughout their stay. Staff initiative and communication have played an essential role in satisfaction.
Parasuraman, Zeithaml and Berry (1988) explained that responsiveness connects directly with guests' perception of value. Rossington Hall’s quick actions have reduced frustration and improved trust. Prompt assistance has also reinforced a personal connection between staff and guests. Responsiveness has therefore functioned as both an operational and emotional quality dimension.
[bookmark: _Toc211884509]4.5 Assurance – Professionalism and Trust
Assurance has involved staff competence, politeness, and confidence in handling guest needs. Parasuraman, Zeithaml and Berry (1988) stated that assurance builds the feeling of safety and trust in guests. At Rossington Hall, reviews have described staff as “professional,” “confident,” and “knowledgeable.” These qualities have shaped strong perceptions of reliability and comfort.
Oliveras-Villanueva, Llach and Perramon (2020) stated that professionalism reflects how well staff can represent the brand. Guests have shown appreciation for polite service and staff familiarity with hotel operations. The hotel’s assurance dimension has been visible in how staff managed weddings, dining, and special events.
Al-Ababneh (2017) stated that assurance supports satisfaction through staff competence and confidence. Many Rossington Hall reviews have shown that staff explained procedures clearly and answered all questions. This transparency has strengthened guest trust and reduced uncertainty.
Security and safety have also contributed to the assurance dimension. Guests have mentioned the “peaceful location” and “secure parking area.” Assurance has therefore been both behavioural and environmental.
However, assurance has occasionally been challenged by communication issues among new staff members. A few guests have mentioned inconsistent information during event coordination. Despite this, the majority of reviews have confirmed strong trust and professionalism. The assurance dimension has been one of the main reasons guests have recommended the hotel to others.
[bookmark: _Toc211884542]Table 6: Assurance aspect on guest Satisfaction
	Assurance Aspect
	Guest Observation
	Impact on Satisfaction

	Staff professionalism
	“Confident and polite team.”
	Builds reliability

	Knowledge and clarity
	“Answered all my questions.”
	Improves trust

	Safety and security
	“Secure environment and parking.”
	Enhances comfort

	Occasional inconsistency
	“Different answers from staff.”
	Minor trust reduction


[bookmark: _Toc211884510]4.6 Empathy – Personalised Care and Pet-friendliness
Empathy refers to the hotel’s ability to provide caring and individualised attention. Waseem Bahadur, Saira Aziz and Salman Zulfiqar (2018) stated that empathy increases emotional attachment and loyalty. Reviews have shown that Rossington Hall’s staff have displayed high empathy, especially for weddings and family visits.
Many guests have mentioned that staff remembered their names and preferences. One guest wrote, “They remembered my coffee choice from the first morning.” This personalisation has created a strong emotional connection.
Ainun, Sihombing and Masrizal (2021) found that empathy enhances satisfaction in small-scale hotels. The findings have supported this view. Guests have praised the “family-like atmosphere” and “warm welcome” they received. Staff flexibility has been highly valued, especially for guests with dietary needs or children.
Rossington Hall’s pet-friendly policy has also improved empathy perceptions. Several guests have appreciated the hotel’s willingness to accommodate pets. One review stated, “They prepared a small meal for my dog.” Such examples have shown attention beyond basic service.
Parasuraman, Zeithaml and Berry (1988) noted that empathy builds brand trust and repeat visits. At Rossington Hall, empathy has stood out as the most emotionally impactful dimension. It has combined staff kindness, flexibility, and recognition. These features have shaped both loyalty and a strong online reputation.
[bookmark: _Toc211884543]Table 7: Impact of empathy on the loyalty of the guest
	Empathy Element
	Guest Example
	Effect on Loyalty

	Personal attention
	Remembering guest preferences
	Strengthens connection

	Flexibility
	Adjusting to guest needs
	Builds satisfaction

	Pet care
	Providing pet meals or spaces
	Enhances loyalty

	Warm atmosphere
	Welcoming and caring tone
	Builds trust


[bookmark: _Toc211884511]4.7 Summary of Findings
The findings have shown that all five SERVQUAL dimensions have been present in Rossington Hall’s service quality. Tangibles and empathy have been the most frequently mentioned dimensions in reviews. Cleanliness, décor, and staff care have been the strongest satisfaction drivers. Reliability and responsiveness have supported trust and consistent delivery. Assurance has strengthened professionalism and guest confidence.
The analysis has revealed that emotional and physical quality elements work together in boutique hospitality. Accommodation quality has shaped first impressions, emotional attachment, and brand loyalty. Thematic analysis has confirmed that Rossington Hall’s reputation relies on both beauty and empathy. These findings have provided a foundation for the next discussion chapter.
[bookmark: _Toc211884512]Part B: Discussion
[bookmark: _Toc211884513]4.8 Linking Findings with Literature
The findings have shown that Rossington Hall’s tangibles and empathy strongly influence satisfaction. Tangibles have played a leading role in forming guest impressions and emotional responses. Panda (2014) stated that physical design and cleanliness shape guest comfort and perception. The spotless rooms, neat décor, and elegant gardens at Rossington Hall have supported this claim. Guests have often praised its visual harmony and historic charm.
Akbaba (2006) stated that tangible aesthetics reflect a hotel’s service standards and image. The hall’s décor and facilities have mirrored the refined expectations of luxury travellers. This alignment has confirmed that tangibles act as the first trust signal in hospitality. The visual quality of interiors has shaped guests’ emotional connections, not only practical comfort.
Parasuraman, Zeithaml and Berry (1988) explained that physical surroundings influence perceived assurance and confidence. This has been visible at Rossington Hall, where guests associate elegance with professionalism. Clean environments have also reinforced trust and long-term loyalty.
Empathy has emerged as another dominant theme within the findings. Bahadur, Aziz and Zulfiqar (2018) stated that empathy builds emotional attachment and loyalty through affective commitment. This theory has matched the evidence from Rossington Hall’s reviews. Many guests have mentioned that staff remembered names, needs, and personal occasions. These actions have strengthened the emotional bond between guests and staff.
The findings have therefore agreed with Waseem Bahadur, Saira Aziz and Salman Zulfiqar (2018), who argued that emotional warmth increases repeat visits. Guests have valued the hall’s human touch more than material luxury. Empathy has not only improved satisfaction but also created a feeling of belonging.
Ainun, Sihombing and Masrizal (2021) observed that small hotels face timing gaps in reliability and responsiveness. This contrasts slightly with Rossington Hall, where guests have mostly praised timeliness. However, minor issues during weddings have echoed their finding that workload can slow service. Such differences show that smaller teams may struggle with peak demand, despite strong service values.
Parasuraman, Zeithaml and Berry (1988) also linked assurance with staff confidence and knowledge. The findings have supported this connection. Guests have trusted Rossington Hall staff due to their polite and professional conduct. Staff awareness of procedures, menus, and event planning has enhanced safety and confidence.
The findings have therefore shown both agreement and partial disagreement with prior studies. They have confirmed that tangibles and empathy remain central to boutique hotel quality. However, reliability and responsiveness depend on team size and event complexity. This comparison has demonstrated that service excellence must balance operational accuracy with emotional warmth.
[bookmark: _Toc211884544]Table 8: Servqual dimension
	SERVQUAL Dimension
	Key Literature Insight
	Rossington Hall Evidence
	Agreement Level

	Tangibles
	Visual comfort shapes satisfaction (Panda, 2014)
	Elegant décor, clean rooms, and gardens
	Strong agreement

	Reliability
	Timing gaps are common (Ainun, Sihombing and Masrizal, 2021)
	Rare delays during weddings
	Partial agreement

	Responsiveness
	Fast response builds trust (Souca, 2011)
	Quick replies, flexible staff
	Agreement

	Assurance
	Staff professionalism ensures trust (Parasuraman, Zeithaml and Berry 1988)
	Confident and polite staff
	Strong agreement

	Empathy
	Affective commitment increases loyalty (Waseem Bahadur, Saira Aziz and Salman Zulfiqar, 2018)
	Personal attention and warmth
	Strong agreement


[bookmark: _Toc211884514]4.9 Key Influencers of Satisfaction
The findings have shown that tangibles and empathy have been the most influential factors. The physical design, cleanliness, and ambience have created the first impression. Parasuraman, Zeithaml and Berry (1988) stated that perception begins at the visual level. Guests have judged quality based on visible standards before any interaction.
Padma and Ahn (2020) stated that emotional and sensory experiences drive satisfaction in luxury hotels. This has been true for Rossington Hall, where physical beauty blends with emotional care. Guests have repeatedly mentioned feelings of warmth, relaxation, and trust. Tangible beauty and empathy together have shaped long-term loyalty.
Guest Experience Theory has explained this combination well. The theory has focused on the emotional, cognitive, and behavioural aspects of service. At Rossington Hall, emotional satisfaction has been stronger than functional satisfaction. Guests have remembered how they felt more than what they received.
Oliveras-Villanueva, Llach and Perramon (2020) stated that sustainable aesthetics improve loyalty and brand memory. This has aligned with the hotel’s investment in maintaining historic charm. Beautiful décor has not only improved satisfaction but also supported repeat visits.
Empathy has been equally powerful. Waseem Bahadur, Saira Aziz and Salman Zulfiqar (2018) found that empathy creates affective trust, which transforms satisfaction into loyalty. At Rossington Hall, staff kindness and attention have triggered this emotional loyalty. The combination of physical environment and human warmth has produced strong brand attachment.
In contrast, reliability and responsiveness have played supportive roles. While these dimensions maintain consistency, they do not create emotional memory. Parasuraman, Zeithaml and Berry (1988) suggested that technical accuracy must merge with relational quality. Rossington Hall’s success has therefore depended on blending efficiency with empathy.
The findings have confirmed that emotional connection and visual quality together sustain satisfaction. Loyalty has grown when guests have felt personally recognised and visually inspired. This has shown that boutique hotels can outperform larger brands through authentic human experience.
[bookmark: _Toc211884515]4.10 Implications for Boutique Hotels
The results have provided valuable guidance for boutique hotel management and strategy. Boutique hotels like Rossington Hall must view service as an emotional performance. Each guest interaction has become a moment to reinforce loyalty and differentiation.
Panda (2014) stated that visual design communicates brand personality before words or actions. Therefore, boutique hotels must invest in high-quality décor and ambience. Aesthetic appeal must reflect the brand’s character and promise. Updating lighting, furnishing, and cleanliness standards has remained essential to sustain first impressions.
Training has also been vital for building emotional intelligence among staff. Waseem Bahadur, Saira Aziz and Salman Zulfiqar (2018) noted that empathy depends on interpersonal skills and motivation. Boutique hotels must recruit and train employees to offer personal attention. Soft-skill training in communication, empathy, and anticipation can transform satisfaction levels.
Padma and Ahn (2020) found that emotions predict revisit intentions more than functional service. Therefore, boutique hotels should personalise experiences through greetings, memory of preferences, and guest recognition. Technology such as CRM systems can help track and anticipate returning guests’ expectations.
Akbaba (2006) stated that visible facilities affect perceived professionalism. Boutique hotels should maintain physical touchpoints like cleanliness, signage, and furniture design to signal reliability. Rossington Hall’s success has shown that guests equate visual order with service discipline.
Retention strategies have also required staff stability. High turnover can disrupt consistency and empathy. Regular motivation programs and staff rewards can maintain morale.
[bookmark: _Toc211884545]Table 9: Strategic Area for development (Recommendations & Expected benefit)
	Strategic Area
	Recommendation
	Expected Benefit

	Décor & Design
	Update interiors to reflect brand elegance
	Strong first impression

	Staff Training
	Focus on empathy and service recovery
	Improved guest trust

	Technology
	Use CRM for personalisation
	Higher loyalty rate

	Staff Retention
	Reward consistent performance
	Reduced turnover


Boutique hotels have therefore needed to merge aesthetics and emotions into their core strategy. Success has come not from scale but from meaning, authenticity, and feeling.
[bookmark: _Toc211884516]4.11 Contradictions and Limitations
The findings have also shown some limitations and contradictions compared to wider hospitality research. Most of the analysed data have come from online reviews, which are often positive. This has created a risk of satisfaction bias. Dissatisfied guests may write less frequently or express emotion more strongly.
Ainun, Sihombing and Masrizal (2021) highlighted that smaller hotels face operational challenges that are not always visible online. Rossington Hall’s reviews have shown few negative remarks, but this may not reflect all experiences. Some guests might hesitate to criticise small boutique staff publicly.
The SERVQUAL model itself has limits in boutique contexts. Parasuraman, Zeithaml and Berry (1988) developed it for general service industries, not heritage hotels. Thus, the model may not fully capture emotional and aesthetic factors relevant here. Guest Experience Theory has partly filled this gap by focusing on feelings and memories.
Literature such as Padma and Ahn (2020) and Oliveras-Villanueva, Llach and Perramon (2020) has often studied large-scale hotels. Their findings may not apply directly to smaller, privately managed properties. Therefore, comparing Rossington Hall’s data with such studies has required contextual caution.
The sample size and reliance on secondary data have also limited the depth of interpretation. The absence of primary interviews has prevented direct triangulation. Nevertheless, thematic analysis has provided valid and insightful patterns.
[bookmark: _Toc211884517]4.12 SWOT Analysis of Rossington Hall’s Service Quality
[bookmark: _Toc211884546]Table 10: SWOT Analysis
	Strengths
	Weaknesses

	Elegant décor and well-kept facilities
	Occasional response delays during busy seasons

	Personalised service and empathetic staff
	Dependence on online reputation for visibility

	Strong guest trust and loyalty
	Limited marketing outreach



	Opportunities
	Threats

	Expansion into niche wedding and luxury markets
	Inflation is affecting guest spending

	Collaboration with travel influencers and digital platforms
	Staff shortages post-pandemic

	Adoption of sustainable operations
	Rising competition from newer boutique hotels


The SWOT analysis has revealed that emotional and tangible qualities form Rossington Hall’s main strengths. However, digital exposure and operational resilience require continued improvement. Boutique hotels must translate personal touch into sustainable growth.
[bookmark: _Toc211884518]4.13 PESTEL Analysis – External Factors
[bookmark: _Toc211884547]Table 11:PESLT Analysis
	Factor
	Impact on Rossington Hall

	Political
	UK hospitality laws after Brexit affect staffing and supply costs.

	Economic
	Inflation influences domestic travel and spending patterns.

	Social
	Guests now prefer personal and inclusive service experiences.

	Technological
	Contactless check-in and online bookings improve responsiveness.

	Environmental
	Green initiatives attract eco-conscious guests.

	Legal
	Data protection and safety standards ensure compliance and trust.


PESTEL analysis has shown that Rossington Hall operates in a complex post-pandemic environment. The most significant influences have been social and technological trends. Guests have expected both personalised and digital service. The balance between heritage experience and modern convenience has remained essential for competitiveness.
[bookmark: _Toc211884519]4.14 Summary of Discussion
The discussion has shown that empathy and tangibles have been the strongest satisfaction drivers. The findings agree with previous studies, confirming that emotion and aesthetics shape loyalty. Rossington Hall has succeeded through personalised care, trust, and visual excellence. External and internal analyses have highlighted both resilience and future challenges. Accommodation quality has shaped strong first impressions and sustained brand loyalty through emotional connection.
[bookmark: _Toc211884520]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc211884521]Chapter 5(A): Conclusion 
This study aimed to find how service quality affects guest satisfaction at Rossington Hall. It has focused on a boutique hotel in the United Kingdom. The research has used secondary data and thematic analysis. This chapter has presented the final findings, theory links, and key lessons. It has also shown how the study has met all objectives. The project has given new knowledge about service quality in luxury boutique hotels.
[bookmark: _Toc211884522]5.1 Summary of Key Findings
This study has focused on five SERVQUAL dimensions: tangibles, reliability, responsiveness, assurance, and empathy. Each dimension has shaped guest satisfaction in a different way.
Tangibles have been the most powerful factor. Guests have praised the décor, design, and cleanliness of Rossington Hall. The elegant interiors and beautiful garden have created strong first impressions. Tangibles have helped guests feel comfort, trust, and satisfaction. Panda (2014) and Akbaba (2006) have stated that visual beauty shapes guest opinion.
Reliability has been the next important factor. Guests have trusted the hotel because its services have been accurate and dependable. There have been a few mistakes in bookings or event delivery. Parasuraman, Zeithaml and Berry (1988) have said reliability helps build long-term trust.
Responsiveness has shown the staff’s quick action and positive attitude. Guests have received fast replies and flexible help. This has made guests feel valued and respected. Ainun, Sihombing and Masrizal (2021) have said small hotels often face timing issues. But Rossington Hall has managed to serve guests on time.
Assurance has come from polite, confident, and professional staff. Guests have felt safe and cared for. Parasuraman, Zeithaml and Berry (1988) have said confidence and politeness increase service value.
Empathy has been the second most important factor. Staff have remembered guest names, needs, and events. Bahadur, Aziz and Zulfiqar (2018) have said empathy builds trust and loyalty. Guests have felt an emotional connection through personal care.
Overall, tangibles and empathy have been the strongest dimensions. The Guest Experience Theory has explained that emotions matter more than basic functions. Rossington Hall’s small size has allowed closer service and stronger relationships.
[bookmark: _Toc211884523]5.2 Achievement of Research Objectives
All research objectives have been achieved through analysis and comparison. The table below shows how each objective was met.
[bookmark: _Toc211884548]Table 12: Achievement of Research Objectives
	Objective
	Achievement Summary
	Evidence / Support

	1. Analyse how service quality dimensions influence guest satisfaction
	Achieved through SERVQUAL themes. Tangibles and empathy were the most important.
	Supported by Parasuraman, Zeithaml and Berry (1988) and Bahadur, Aziz and Zulfiqar (2018).

	2. Evaluate their relative significance in shaping guest experiences
	Emotional and visual experiences were stronger than basic performance.
	Confirmed by Padma and Ahn (2020) and Oliveras-Villanueva, Llach and Perramon (2020).

	3. Determine evidence-based strategies to improve service quality
	Achieved by SWOT and PESTEL analysis. Focused on design and empathy.
	Based on Panda (2014) and Akbaba (2006).


The findings have clearly met all objectives. Thematic analysis has shown how emotions and visuals shape loyalty. It has been proven that guests value feelings and beauty over function. The study has also given clear strategies for improvement. These include better staff training, visual upgrades, and improved digital tools.
[bookmark: _Toc211884524]5.3 Connection to Literature and Theory
This study has supported SERVQUAL as a useful framework in hospitality research. Parasuraman, Zeithaml and Berry (1988) have said SERVQUAL helps to measure service perception. The study has also used the Guest Experience Theory to show emotional effects.
The findings agree with Panda (2014) and Akbaba (2006). Both said décor and design create strong first impressions. The study has also matched Bahadur, Aziz and Zulfiqar (2018). They said empathy builds affective trust and long-term loyalty.
Padma and Ahn (2020) and Oliveras-Villanueva, Llach and Perramon (2020) found that emotion drives satisfaction in luxury hotels. The findings have supported this claim at Rossington Hall. However, Ainun, Sihombing and Masrizal (2021) said small hotels face service delays. Rossington Hall has not faced such big delays because of dedicated staff.
Together, SERVQUAL and Guest Experience Theory have explained both emotional and practical service quality. This mix has shown how physical and emotional satisfaction work together.
[bookmark: _Toc211884525]5.4 Rossington Hall’s Unique Position in Luxury Accommodation
Rossington Hall has offered a rare mix of heritage and modern hospitality. The hotel has shown that small-scale luxury can create deep emotional value. It has provided personalised service in a grand and historic setting.
The hall’s beauty and care have made guests feel respected. Tangibles have not only shown luxury but also care and identity. Empathy has turned basic service into an emotional connection. Staff behaviour has shown how feelings and attention create loyalty.
Rossington Hall has become an example for post-pandemic boutique recovery. It has balanced tradition and technology in guest care. Its success has shown that emotional warmth is more powerful than large budgets.
[bookmark: _Toc211884526]5.5 Overall Contribution and Future Research
This study has added new ideas to both theory and practice.
Academic Contribution: The study has expanded SERVQUAL use in small boutique hotels. It has also linked Guest Experience Theory with emotional satisfaction and loyalty. It has filled a gap in UK-based boutique hotel research.
Practical Contribution: Managers can apply these lessons to improve service. Staff should be trained to show empathy and kindness. Visual updates should maintain cleanliness and beauty. Using digital tools can help personalise guest experiences.
Future Research: Future studies can use interviews or surveys to collect more data. A comparison between boutique hotels can help confirm results. Quantitative analysis can test which dimensions most influence loyalty. New studies can include digitalisation and sustainability as part of service quality.
[bookmark: _Toc211884527]5.6 Summary of Conclusion
This research has met its aim by explaining how service quality affects satisfaction. Tangibles and empathy have been the strongest factors at Rossington Hall. The study has proved that beauty and human warmth create strong loyalty. Reliability and responsiveness have supported trust, while assurance has kept professionalism. Rossington Hall has succeeded through emotional and visual excellence. Boutique hotels can gain loyalty through care, simplicity, and personal connection.
[bookmark: _Toc211884528]Chapter 5 (B): Recommendations
This part has given practical steps to improve Rossington Hall’s service quality. The main goal has been to change findings into real and useful actions. Tangibles and empathy have been the key drivers of guest satisfaction. These recommendations have focused on staff training, technology use, and sustainability. They have also aimed to keep service consistent and reliable in the long term. Each action has helped support the hotel’s brand and guest loyalty.
[bookmark: _Toc211884529]5.7 Develop Personalised Guest Training Programmes
The main aim has been to build empathy and better communication among staff. A Guest Care Training Framework has been planned to increase understanding and care. The training has focused on emotions, culture, and attention to guest preferences.
Staff have joined small workshops with role-play and scenario learning. Sessions have included examples like wedding events and family gatherings. Staff have learned to remember names, favourite meals, and guests' needs. Reflection sessions have allowed feedback and learning after each major event. Coaching and mentoring have helped to improve emotional intelligence.
Progress has been measured using surveys and direct observations. Bahadur, Aziz and Zulfiqar (2018) have shown that empathy builds guest loyalty. Staff training has made service more personal and meaningful. This has helped create long-lasting relationships with guests.
[bookmark: _Toc211884549]Table 13: Components of personalised guest service
	Component
	Focus Area
	Expected Benefit

	Empathy Workshops
	Listening and understanding emotions
	Stronger guest connection

	Cultural Awareness
	Global guest expectations
	Inclusive and respectful service

	Reflection Sessions
	Review after events
	Continuous improvement


Training has turned daily service into memorable guest experiences. It has built emotional care into the hotel’s working culture.
[bookmark: _Toc211884530]5.8 Improve Booking Reliability through Digital Tools
This action has focused on improving accuracy and reducing booking errors. Rossington Hall has needed stronger technology to manage operations and guest data. A Property Management System (PMS) has been added for instant updates. The PMS has connected with a Customer Relationship Management (CRM) system.
Digital check-in and mobile alerts have made booking faster and easier. Analytics tools have tracked cancellations and helped prevent double bookings. A “Service Dashboard” has shown real-time guest requests for faster response. Regular system updates have ensured safety and smooth running. Parasuraman, Zeithaml and Berry (1988) stated that reliability needs accuracy and timing. Digital systems have improved both areas and supported daily operations.
[bookmark: _Toc211884550]Table 14: Digital tools' impact on business
	Tool
	Purpose
	Impact

	PMS System
	Central control of bookings
	Fewer errors

	CRM System
	Guest data tracking
	Better personal service

	Mobile Alerts
	Real-time updates
	Faster communication


Digital tools have made the booking process more organised and transparent. They have also reduced guest waiting time during busy seasons.
[bookmark: _Toc211884531]5.9 Adopt Sustainability to Strengthen Brand Trust
This step has aimed to improve brand image and trust through green practices. Rossington Hall has added low-energy lighting and refillable bathroom products. Local suppliers have been used to reduce transport and support the economy.
Guests have been informed about green actions through posters and digital screens. Staff have been trained to explain environmental actions clearly and simply. Parasuraman et al. (1988) said assurance means trust and professionalism. These actions have built assurance and improved confidence among guests.
“Green Stays at Rossington Hall” has been introduced as a signature programme. It has appealed to eco-conscious travellers and improved brand reputation.
Sustainability has not only saved resources but also strengthened emotional loyalty. Guests have felt proud to support an ethical and caring hotel.
[bookmark: _Toc211884532]5.10 Implement Long-Term Quality and Feedback Strategies
Rossington Hall has needed consistent service checks to maintain quality. Regular audits have reviewed cleanliness, behaviour, and guest comments. A mystery-guest system has tested how real guests experience the hotel.
Online dashboards have collected and analysed guest feedback each month. Staff meetings have discussed strengths, issues, and new ideas for improvement. Rewards have been given to staff who achieved excellent guest feedback.
SERVQUAL reviews have been carried out yearly to track performance. This has helped identify changes in expectations and trends.
[bookmark: _Toc211884551]Table 15: Steps for implementing long-term Quality and Feedback Strategies
	Action Step
	Frequency
	Result

	Quality Audit
	Quarterly
	Finds problems early

	Feedback Review
	Monthly
	Tracks satisfaction

	Staff Reward
	Monthly
	Keeps staff motivated


Regular checks have kept the hotel reliable and consistent. It has built a strong learning culture and high service standards.
[bookmark: _Toc211884533]5.11 Strategic Implications for Rossington Hall
These actions have created both short-term and long-term growth for the hotel. Emotional care and digital strength have become key brand qualities. Rossington Hall has also built links with training schools for hospitality internships.
Guest data has been used to design loyalty and retention programmes. Marketing has focused on empathy, elegance, and green living. These actions have helped maintain high loyalty and steady profits.
This approach has built resilience against future challenges in the market. It has made the hotel a trusted brand in boutique accommodation.
[bookmark: _Toc211884534]5.12 Summary of Recommendations
Rossington Hall should focus on empathy, technology, and sustainability. Staff training must improve communication and guest understanding. Digital tools will make booking faster and more reliable. Sustainability will build trust and a strong public image. Together, these actions will increase loyalty and keep Rossington Hall successful.
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