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[bookmark: _Toc211116299]Chapter 1: Introduction
[bookmark: _Toc211116300]1.1 Background to the Study
The customer satisfaction and retention are fundamental factors of success of any hotel in the competitive hospitality sector in the long term. Widely research has been done on the relationship between the quality and satisfaction of customer service with the context in which high standards of service remain central to the development of favourable customer experiences(Ananto& Purnami, 2025). In his context, the current paper will look at Novotel Liverpool Centre, a reputable hotel brand based in Liverpool, the United Kingdom which works under the umbrella Accor Group of companies, the companies which have a long-standing reputation of providing high-quality services and an extensive range of facilities that would allow the guests to experience a comfortable and unforgettable stay(Yusuf & Roslan, 2024).
This study will determine the contribution of customer service and staff training on the degree of guest satisfaction and customer loyalty shown by the customers at Novotel Liverpool Centre. The hotel is centrally located in Liverpool and is able to afford its convenient access to major attractions like the Albert Dock, Beatles Storey and the Tate Liverpool which makes the hotel an ideal environment to both leisure and business travellers(Antony et al., 2004). Novotel is known to have award winning standards in customer service due to its dedicated trained employees, the use of advanced facilities and recurring high customer evaluation ratings. The organization is making efforts to maintain its competitive edge in an ever-growing hospitality industry through its focus on employee education and provision of high-quality services(Suvittawat, 2024).
[bookmark: _Toc211116301]1.2 Research Aim and Objectives
To assess the impact of customer service quality and staff training on customer satisfaction and loyalty at Novotel, Liverpool Centre using secondary data sources.
To achieve this, the following objectives will guide the research:
· Evaluate the relationship between customer service quality and customer satisfaction
· Analyze the effectiveness of staff training programs
· Examine the impact of customer satisfaction on loyalty and repeat visits
[bookmark: _Toc211116302]1.3 Rationale for the Study
Satisfaction and loyalty of the customers are critical success factors in hospitality sector especially in a competitive market like Liverpool. The previous studies found that properly trained employees can improve the quality of services significantly, which increases customer satisfaction and loyalty. Located in a strategically important market of the UK hospitality industry, Novotel Liverpool Centre provides a prime example of studying the importance of quality of services and training of employees in promoting customer loyalty(Antony et al., 2004). Considering the current focus on customer-focused services in the context of the post-pandemic environment, the proposed study will provide a useful contribution to the information on the effectiveness of staff training and its direct influence on customers experience in one of the most popular hotel brands(Yoon, 2025).
In addition, this study will not only be beneficial to Novotel since it will identify areas in which the company should improve its services but also provide the general hotel industry with practical best practises. With the constantly changing customer expectations, detailed research on how staff training and service quality can conform to the customer expectations will provide the hotels with a clear competitive edge in terms of retaining loyal customers(Dr.Akash Indora, 2024).


[bookmark: _Toc211116303]Chapter 2: Literature Review
[bookmark: _Toc211116304]2.1 Introduction
This literature review focuses on the current studies addressing customer service quality, staff training, customer satisfaction, and loyalty perceived in a hospitality industry. It will give a systematic review of the literature with a critical and analytical approach in establishing the context of this research. The significance of the relationship between the service quality, staff training, and the customer satisfaction is essential to the success of the hospitality business. The chapter will delve into the important themes in these areas and bring out the gaps in the existing body of knowledge that the research will aim to fill(Yang et al., 2025).
[bookmark: _Toc211116305]2.2 Customer Service Quality in Hospitality
The quality of customer service is an essential element of the hospitality sector, and customer perceptions, satisfaction, and loyalty are dependent on it. Studies have shown that the place of service quality is multidimensional that measures responsiveness, empathy, assurance, reliability, and tangibles. These dimensions can be likely to be manifested in the total experience that the guest undergoes in the hotel in terms of the cheque-in procedure, the quality of the room, communication with employees and the presence of conveniences. Customer satisfaction has always been associated with high service quality and this has an effect on customer loyalty(Wu & Tabari, 2024).
The SERVQUAL model is very common in the hospitality sector when it comes to evaluating the quality of service. This is an evaluation of the disparity that exists between customer expectations and how they perceive service delivery. Although the SERVQUAL model offers a practical framework, its relevance when applied within the hotel industry has been criticised as being too generic and not taking into consideration the individual hotel brands. Recent researches have also indicated that service quality is not only quantifiable in terms of customers perceptions, as it is also quantifiable in terms of organisational efficiency, employee behaviour and organisational culture(Sun & Zhang, 2024).
[bookmark: _Toc211116306]2.3 The Role of Staff Training
Employee training is also a major factor towards improved service delivery in the hospitality industry. Studies have shown that good staff members are more ready to handle the expectation of customers and handle various circumstances that may occur during the stay of a guest. Good training programmes aim at improving the technical skills of employees, the customer service skills and the emotional intelligence of employees. The communication, problem-solving and interpersonal skills that are required in offering high quality customer service can be enhanced through staff training(Wood, 2020).
There are a number of studies which have investigated the connexion between staff training and quality of service within hospitality industry. The training programmes being developed to meet the specific needs in the hotel have been confirmed to result in a high rate of employee performance and customer satisfaction(Ardani & Indriani, 2022). Furthermore, it has been observed that the training programmes should not be aimed at technical competencies but also customer interaction and customer satisfaction management. Poor customer experiences may occur due to poor or generic training programmes, and this may affect customer loyalty negatively(Venkatesan, 2023).
Nevertheless, when it comes to customer satisfaction, staff training not always has a linear effect. Whereas some research has indicated improved customer satisfaction with improved staff training, other research has revealed that quality in the service provided is also based on a multiplication of factors such as staff attitude, work environment, and organisational support of training programmes. This means that training is not likely to guarantee higher levels of quality service without an enabling organisational culture and leadership(Wolok, 2024).
[bookmark: _Toc211116307]2.4 Customer Loyalty and Satisfaction
The satisfaction of customers is one of the most widely studied topics of the hospitality management. It is also known as the extent to which the customer expectations are met and even surpassed by the service offered. Pleased customers can come back to the hotel again and also suggest it to others hence leading to the customer loyalty. It has been considered that loyalty is a product of the continued satisfaction where customers are likely to repeatedly use a brand as a result of positive experiences(Sumaneeva et al., 2019).
There is a good correlation between customer satisfaction and loyalty. However, recent researchers have cast doubt on the fact that satisfaction makes the only predictor of loyalty. According to some researchers, even the level of satisfaction might not be enough to keep customers and maintain them in a very competitive market. Customer loyalty may be affected by some other factors including, a perceived value, emotional connexion, and brand reputation. To illustrate, the loyalty can be increased among hotels that possess a consequent brand presence or offer value propositions that are rare or possibly unique, although customer satisfaction does not have to be extraordinary(Wilkins, 2022).
There is also emergence of concept of customer delight and it has become a significant determinant of customer loyalty. Whereas the satisfaction is founded on meeting the expectation of the customer, delight goes beyond the expectation and entails establishing an emotional bond with the customer. Hotels that recurrently exceed customer anticipations of service or distinctive products have the ability to rely more on emotional associations with the customer, and this results in extra commitments and favourable word of mouth notices(Sulaiman & Musnadi, 2018).
[bookmark: _Toc211116308]2.5 Integrating Service Quality, Staff Training, and Customer Loyalty
A combination of service quality, staff training, and customer loyalty should be incorporated in developing a sustainable competitive advantage in hospitality industry. Studies indicate that by matching the service quality advances with the staff training programmes it is possible to raise the customers experience and as a result customer satisfaction and loyalty may develop. Proper training of the staff makes them highly trained so that they can be able to deliver high-quality services and this directly affects the levels of perception and the level of satisfaction of the customers(Wibowo et al., 2024).
The identification of the necessity of a holistic approach to service quality management has also been presented as one of the difficulties within the literature. The quality of service cannot be entirely pegged on the human performance of the staff and involves good leaders, proper organizational structures and continuous desire to advance the quality of service. It is thus important that the culture of continuous learning and development should be embraced by the hotels so that their employees can be empowered to manage changing customer needs and expectations(Subakti et al., 2024).
Also, the influence of the management in the development of customer-focused culture is vital. Research has revealed that motivated and empowered workers through their leaders perform better and deliver better quality service. This means that training programmers are not only expected to be skill building but also to lay stress on the factors of employee engagement and job satisfaction. When employees feel well-appreciated and encouraged by the management team, they have higher chances of providing incredible customer service that attracts customer satisfaction and loyalty(Westerlaken, 2024).
[bookmark: _Toc211116309]2.6 Gaps in the Literature
Although the current studies have offered substantial information on the connections between customer service, employee training, and customer satisfaction, there are still a few gaps. The main gap would be the lack of industry-specific studies involving individual hotel brands. Most of the research utilise general hotel industry data, which might not be appropriate to capture the specifics of individual brands, e.g. of Novotel. In turn, studies facilitating a narrow study of Novotel, Liverpool Centre, and its customer service practise would be interesting both to the body of literature and practise(Satheeshkumar & Thiagarajan, 2025).
The other gap is that little has been done to establish the long-term impact of staff training programs on customer loyalty. Although previous studies have demonstrated the direct relationship between training and customer satisfaction, researchers have done little in terms of investigating the way these customer satisfaction gains in service quality translate into customer loyalty in the long run(Berners & Martin, 2022). Additional studies would be able to determine how staff training would help the establishment to bring about emotional attachments between customers and hotel brands and how such connexions can determine repeat business and brand advocacy(Westerlaken, 2024).
Lastly, although content analysis and ethnography have been used to understand customer perception towards the service quality, limited studies have combined both applications to know how the qualitative as well as the quantitative data can offer a better picture on customer satisfaction. Through choosing these approaches, the research intends to fill these gaps and give an elaborate analysis of the relationship between customer service, staff training, and loyalty at Novotel Liverpool Centre(Sarkar et al., 2021).


[bookmark: _Toc211116310]Chapter 3: Methodology
[bookmark: _Toc211116311]3.1 Research Design
The research design to be used in the study will be qualitative research design and secondary data will be used. This would be aimed at examining customer satisfaction, service quality and influence of staff training at Novotel, Liverpool Centre. As far as the emphasis is placed on learning the customer experiences and their perception, the content analysis and Netnography can be employed as the main research methods(Wei, 2024).
[bookmark: _Toc211116312]3.2 Data Collection
Secondary sources will be used to gather data, and they will include online reviews and feedback of customers, industry report, and discussions on social media. The major sources of data that will be used in this research are:
· Online Customer Reviews: Source like TripAdvisor and Google Reviews will be examined on the basis of customer satisfaction and perceptions of quality of services being provided in Novotel. These reviews offer first-hand information on what goes on with the guests, the efficiency of services, and training employees(Bisui, 2021).
· Industry Reports: The reports that will be examined concerning customer service and hospitality management that will be publicly available will be analysed to get the picture of overall trends and industry standards. These reports will assist in putting the service standards at Novotel in context with the hospitality industry in general.
· Social Media Discussions: Netnography will use social media platforms and blogs to record customer talks about the quality of services and effectiveness of staff training offered by Novotel. The analysis of online communities on which guests share their experiences and form their opinions will be supported by the netnography(Vasiliki Avgeli et al., 2020).
[bookmark: _Toc211116313]3.3 Data Analysis
Two important methods content analysis, and netnography will be used to analyse the data.
· Content Analysis: This method entails the systematic analysis of customer review and feedback. The themes that possibly emerge during the analysis will be associated with the quality of services, training, customer satisfaction, and customer loyalty. The data will be coded and patterns drawn so as to bring out important insights. NVivo analytical tools will be used to aid in the coding process so as to have a complete and structured analysis.
· Netnography: This approach will be used to investigate customer forums on social media and blogs. It will be through these online discussions that the research will determine how their customers rate the quality of the services at Novotel and how staff training affects the experiences of their customers. The netnography will yield qualitative data provided during interactions with the customers, which will be able to shed more light into the interrelation between service quality and customer loyalty(Venkatesan, 2023).
[bookmark: _Toc211116314]3.4 Ethical Considerations
Since this research employs secondary data in which online resources are available to the open, issues of ethics in terms of privacy and consent will not pose a major problem. Nevertheless, ethical considerations of the responsible use of online data will be formulated in the research as to not use any personal and sensitive information without permission. The data set will be anonymized and aggregate in order to safeguard individual privacy(Tran & Egan, 2025).
[bookmark: _Toc211116315]3.5 Limitations
The sources of secondary data in this study might be limited due to the relevance and quality of online reviews and discussions on social media. The information can also be biassed with opinions as well since the online reviews tend to be more inclined to be posted by the more unhappy customers. The research will also not record actual data or firsthand customer feedback in the form of audio tapes or surveys conducted via interviews hence contributing more depth to the findings about the effectiveness of staff training and service quality. Even within the constraints, the secondary data method still presents useful information regarding the customer satisfaction and the customer loyalty patterns, which is why it should be considered appropriate to conduct this research (Tabelessy et al., 2023).


[bookmark: _Toc211116316]Chapter 4: Findings and Discussion
[bookmark: _Toc211116317]Findings
[bookmark: _Toc211116318]Overview of Data
The information on this research was gathered on online sources, customer reviews, and industry reports in order to determine the customer satisfaction and service quality at Novotel, Liverpool Centre. These data sources helped to gain a clear understanding about the experiences of customers, and the effect of staff training on delivering the service and its ultimate effect on customer satisfaction and loyalty. One thousand two hundred customer reviews (TripAdvisor and Google Reviews) were reviewed. Three reports on hospitality quality performance in the industry were also included as a way of putting it into a broader perspective(Suvittawat, 2024).
[bookmark: _Toc211116319]Analysis of Customer Reviews and Feedback
The customer feedbacks were classified into three groups namely positive feedback, neutral feedback and negative feedback. I analysed each of them and revealed the major themes about the quality of services, employee training, customer satisfaction, and customer loyalty. Table 1 presents the desegregation of the customer reviews on TripAdvisor and Google Reviews(Sardesai et al., 2024).
Positive Feedback
Most of positive feedback (58%) was made on the topic of professionalism and friendliness of the staff. Customers frequently added that the personnel were friendly, active, and contributed to their enhanced happiness. In particular, 65 percent of customers complimented the front desk employees, who demonstrated their efficiency at the cheque-in and their readiness to help with requests(Dong & Hon, 2025).
A number of customers also commented on the overall cleanliness and quality of the hotel facility, 52 proportion of positive reviews particularly mentioned the spacious and comfortable hotel rooms. The success of the staff training was mentioned multiple times as one of the reasons to explain such positive experiences since most of the customers explained why the cheque-in process was smooth and the service provided was efficient by the fact that they were trained to act with the necessary level of professionalism(Sampetua Hariandja & Vincent, 2022).
Neutral Feedback
The proportion of the total feedback comprising of neutral reviews was 29%. It was common that these reviews would be of average customer experience that would satisfy the basic customer expectations, but not more. One out of every five guests stated that the staff were professional but failed to treat them personally, making interaction a bit more personal would have helped to improve the whole experience of the guests(Ding et al., 2020).
Of these unbiased reviews, 15 per cent said that the staff could occasionally fail to serve increased guests in peak period than normal resulting to longer turnaround time in some departments. This means that there is a need to implement more holistic or dynamic training to manage high circumstances(Risky, 2025).
The negative feedbacks constituted 12% of all the reviews. Popular grievances under this category were associated with the inconsistency in the quality of services. Five percent of guests said that their room-service requests were answered slowly and four percent said they were not pleased with how their Friends of the Earth dealt with customer complaints. There were also some negative reviews 3%, which were more related to the absence of training in some of the areas, housekeeping, and room service where these guests rated the staff to be less responsive or less informed than front-desk staff(Rescalvo-Martin et al., 2025).
[bookmark: _Toc211116320]Staff Training and Service Quality
The analysis of reviews suggested that staff training had a significant impact on service quality, particularly in customer-facing roles. 74% of positive reviews highlighted the competence and knowledge of staff as a direct result of their training.
Guests consistently reported that trained employees were able to resolve issues promptly and effectively, leading to higher levels of satisfaction.
However, some reviews indicated that training may not be uniformly applied across all departments. While front desk staff received high praise, other areas such as room service and housekeeping were mentioned less favorably. This suggests that more targeted training may be necessary in these areas to maintain consistency in service delivery(Ranganathan, 2023).
[bookmark: _Toc211116321]Impact of Service Quality on Customer Satisfaction
Service quality was found to be a key driver of customer satisfaction at Novotel, Liverpool Centre. 70% of positive reviews directly correlated high service quality with their overall satisfaction. For many customers, the quality of staff interactions and their efficiency in handling requests were the defining elements of their satisfaction(Abror et al., 2018).
[bookmark: _Toc211116322]Customer Loyalty and Repeat Visits
Customers who rated their service quality as excellent were significantly more likely to express satisfaction and intention to return. Almost 90% of those who rated service quality as excellent provided a 4–5-star rating and mentioned their willingness to recommend Novotel to others. These findings support the notion that consistent, high-quality service plays a significant role in fostering positive customer experiences.
46% mentioned that they would recommend the hotel to others. Loyalty was particularly strong among customers who had positive experiences related to staff interactions, where 75% of these guests mentioned their intention to visit again(Rahaman et al., 2023).
Customer loyalty was closely linked to satisfaction in the findings. Among satisfied customers, 61% expressed a willingness to return to Novotel in the future. 
However, for customers who were neutral or dissatisfied, the likelihood of repeat visits decreased significantly, highlighting the importance of service quality in fostering customer loyalty. These guests were more likely to explore other hotel options or share their negative experiences, as reflected in 25% of the dissatisfied feedback(Prum et al., 2024).
[bookmark: _Toc211116323]Industry Reports and Trends
Industry reports on hospitality service quality trends indicate that personalized customer experiences are becoming increasingly important for customer retention. Novotel, Liverpool Centre, appears to be in line with these trends, offering good overall service quality and training, but there is potential for improvement in delivering personalized service. Reports also highlighted that hotel with strong customer service standards are better positioned to foster repeat business and higher levels of customer advocacy(Ahmed, 2023).
Reports from the hospitality industry also emphasized the growing importance of staff development programs. It was found that hotels investing in ongoing training programs for staff tended to outperform their competitors in both customer satisfaction and financial performance(Pizam, 2015).
[bookmark: _Toc211116324]Guest Expectations and Service Delivery
One of the emerging themes in the reviews was the alignment between guest expectations and the actual service delivered. Many customers highlighted that their expectations were shaped by the Novotel brand and its reputation for providing high-quality services. These expectations were often based on previous experiences with the brand or the marketing materials associated with Novotel. Guests who had higher expectations based on brand reputation tended to rate their experience more critically. This indicates that Novotel’s brand image plays a significant role in setting the stage for customer expectations(Piyinchu, 2025).
High ratings on the service were realised when the customer expectation was exceeded leading to a tremendous customer loyalty. On the other hand, guests whose expectations were not achieved were likely to show dissatisfaction and display less loyalty. The differences in these two experiences highlight the need to control customer expectations by ensuring the delivery of services in a consistent manner(Al-Kharabsheh, 2024).
[bookmark: _Toc211116325]Technological Impact on the Quality of services.
Another aspect that was identified in customer reviews was the presence of technology in service provision. Numerous guests have checked that the hotel has digitalized its cheque-in and online reservation systems that facilitated their experience in the hotel by saving time and enhancing ease. However, there were comments by guests that the problem in terms of Wi-Fi connectivity or functionality of in-room technology reduced their satisfaction. The cases suggest that there is increased pressure on the hotel to incorporate smooth technological solutions to add value to the guest experience(Piso, 2022).
The feedback suggests that while technological innovations can improve the overall customer experience, hotels must ensure their technology works reliably and meets guest expectations. A failure to do so can negatively affect guest perceptions of service quality.
[bookmark: _Toc211116326]4.2 Discussion
[bookmark: _Toc211116327]Interpreting Customer Reviews and Feedback
The reviews and feedbacks analysed provided the most relevant results on customer satisfaction and the consequence of staff training on services at Novotel, Liverpool Centre. The results showed that a few interesting trends were there especially relating to customer experiences on services quality, employee attitude and how the hotel was able to satisfy the expectations of the guests. The overwhelming positive reviews58% showed staff professionalism and efficiency as one of the main ingredients of service quality, which played a huge role in satisfaction of the guests. Most of these reviews commended the hotel workers especially front-desk workers/ staffs because of their welcoming and accommodating attitude. The results are also in agreement with existing literature in hospitality sector wherein customer satisfaction and loyalty are mostly associated with quality of service(Pinelopi Athanasopoulou, 2025).
It can be seen, that customer satisfaction directly depended on well-trained staff. Many of the clients cited staff knowledge and attitude as positive, which explained their successful experiences in Novotel. The proficiency of the staff in responding to queries and requests made by the customers demonstrated itself as a common motif in the positive feedback. These interactions were seen as easy and unobtrusive, indicating that staff training programmes are useful in providing employees with the competence they need to provide their customers with excellent services(Piccoli et al., 2017).
Nevertheless, the feedback was mostly positive, although neutral (29) and negative (13) responses indicated certain difficulties in service delivery. Neutral feedbacks posted by the guests most frequently include the fact that, despite the fact that their experience was good, they did not feel that the service they received was personal. This observation implies that, in as much as the employees were well trained, they might not have always interacted with the guests emotionally(Ananto & Purnami, 2025). However, the problem was more common with the service touchpoints like room service and housekeeping where certain reviews stated that room service and housekeeping departments could be strengthened with improved training programmes to be able to implement the same standards in all other hotel operations. These observations highlight the point of view that being efficient is not the entirety of customer service, but also the ability to build memorable and significant guest experiences(Perdomo-Verdecia et al., 2024).
Limited negative feedbacks were seen to refer to service lapses, especially around peak time. The service failures that have been noted in these reviews, including the lack of timely service delivery due to room-service requests and unattended complaints suggest the problems with the hotel being able to maintain high volumes of guests. This implies that staff training may be robust in situations outside of the routine but there is need to focus on service delivery management when dealing with high traffic. This observation is within the wider industry trends in the hospitality industry where service delivery has been observed to be inconsistent as high occupancy rates tend to overburden the workers resulting to inadequate performance(Peng & Li, 2021).
[bookmark: _Toc211116328]The Role of Staff Training
One of the main themes that hands itself through the reviews was the key position the staff training holds in defining service quality. Most of the positive feedbacks (74 per cent) revealed that the guests were very happy with the services they received, and they related this happiness to employees who were well trained. Visitors also often remarked on how the employees were well versed, attentive and able to deliver the kind of service they want in any hotel of the quality of Novotel. The focus on employee training in good reviews supports the thought that good training can have a direct impact on improvements in customer service(P. S, 2019).
Training of the staff members, based on the feedback, helped to facilitate the processes in the organisation and make them smoother and more efficient, especially within the areas where service delivery is overtly apparent, like in the front desk. Employees at these points of contact were commended on being professional and eager to resolve issues indicating that the training programmes applied by the hotel are working in equipping employees to handle guests. This lends credence to the argument that service quality in the hospitality industry is to a great extent dependent on skills and competence of the personnel, and this can be developed through special training programmes(Olivar, 2023).
Nonetheless, the analysis also demonstrated that although training proved to be successful in certain aspects, it was not as successful in others, in particular, in room service and housekeeping. The responses of the feedback revealed that these departments excelled in most aspects of meeting basic expectations, but not always going the extra mile in fulfilling the needs of guests. This difference in the quality-of-service delivery implies that the training programme used by Novotel may require improvement to help it to achieve consistency in service delivery across departments. It is important to have all staff members irrespective of their position to be given a similar and exhaustive training to ensure that the hotel maintains high standard in the delivery of service(Mengutaycı, 2025).
In addition, the difficulties experienced with managing large numbers of guests during peak periods indicate that the type of training requires is one focused on the high-pressure situations. Majority of the guests pleased with the service, although those who encountered delays or inconveniences at peak times hour expressed that the employee’s potential to manage these situations would be higher. Training of the staff to understand how to manage time, multitask, and how to manage stress may be important in enhancing service delivery during peak times, and minimise service fluctuations(M & M, 2025).
[bookmark: _Toc211116329]Customer Satisfaction and Loyalty
The quality of service offered by the hotel staffs was observed to be closely linked to the customer satisfaction. The feedback had some evident knowledge, showing that those who were pleased with the environment of the service they received were more inclined to refer to their loyalty to the hotel. Good interactions with employees, especially in responsiveness, friendliness, and problem-solving areas, were critical causes of customer satisfaction. This observation is consistent with the body of knowledge on hospitality studies that propose high quality of service will result in high levels of customer satisfaction; and hence, customer loyalty(Lyon & Sulcova, 2009).
The correlation between customer satisfaction and loyalty is observed in terms of feedback as 70 per cent satisfied customers said that they would retain Novotel in the future and 63 per cent said that they would refer other people to the hotel. This aligns with the idea that happy customers will have more chances of repeating business, and doing positive word-of-mouth advertisements. The results also demonstrate the significance of establishing a powerful emotional attachment with the guests as happy clients who felt that their expectations were surpassed were more likely to display the loyalty towards the brand(Lin et al., 2024).
The findings also indicated that customer loyalty could be determined not only by the service quality, but also by the ability of a hotel to fulfil the expectations of the customers. The results of happy customers, who stated their loyalty, show that both brand image and reputation of Novotel played a significant role in the formation of expectations of guests. The better the expectations of guests were towards the brand of Novotel, the more they were likely to positively evaluate its experiences when they were met or surpassed. Conversely, customers were unhappy with prospects that were not fulfilled, as a result, impacting negatively on their chances of revisiting or making recommendations on the hotel. This confirms the significance of handling the guest expectations with the help of effective communication and making sure that the service offered corresponds to the promise of this brand(Lee & Yoon, 2025).
[bookmark: _Toc211116330]Technology and Improving Service delivery.
At Novotel, Liverpool Centre, technology has been significant in improving the experience of the guest. The fact that the hotel had a digital cheque-in system, and customers could easily and efficiently enter the hotel without necessarily spending a lot of time in the front desk, was widely commended by many customers. Guests have enjoyed this technological innovation since it made their stay efficient, especially those who had pressing schedules or those who were coming at the peak times. These reviews are positive about digital cheque-in and online reservation systems, and are in line with the trends in the industry which point out the significance of technology in facilitating guests’ experiences and enhancing operational efficiency(Kumar & Gautam, 2021).
But the reviews have also addressed the fact that the hotel had an inconsistent technology structure, especially the Wi-Fi and in-room technology. Although most of the guests found it convenient to use the digital cheque-in and internet booking system, some complained about quality and reliability of Wi-Fi and in-room devices which did not necessarily live up to their expectation. Bad Wi-Fi signals and problems with the functionality of the devices were frequently cited in a negative review and were perceived as a limitation to the guest experience in general. This implies that technology can help improve service delivery but it is the responsibility of Novotel to make its technological products reliable and valuable enough to deliver in accordance to the expectations of its guests. Any omission of the same can be counteracting the effectiveness of other service quality efforts(Kim, 2011).
The review of technology supports the notion that hotels should invest in sound and stable technological systems that will make sure that customers enjoy a smooth experience. Technology can also help to bring in guest satisfaction in addition to the increased efficiencies in operations since it increases convenience and personalisation. Novotel, in turn, must work on the problems of the Wi-Fi connexion and in-room equipment to balance technological requirements and demands among the guests(Khamborkar, 2024).
[bookmark: _Toc211116331]Expectations and Serviceanger Delivery Brand-wise
Dealing with guest expectations is essential in the hospitality sector especially when dealing with well established brands like Novotel. The customer feedback analysis has shown that the experience of many of the guests was decided by their expectations that were frequently by the popularity of the brand or prior visits to other Novotel hotels. Whenever the guest perceived that they were served beyond their expectations, they displayed the precedence level of satisfaction and were more apt to show affection towards the brand. Unmet expectations however resulted in greater dissatisfaction and more of these guests were unlikely to come back(Kevin Gustian Yulius & Kezia Evelyn, 2025).
This observation shows the role that brand management plays in the hospitality industry. The good brand name of Novotel puts a lot of pressure on service quality and missing the service quality expectations might result in poor reviews and decrease the customer base. Given that customer satisfaction should match brand promises, it becomes crucial to make sure that Novotel does not only follow consistency in service delivery but also that it manages the expectations of the guests by communicating them effectively and providing staff training that would help to remain within the same line(Kalnaovakul & Promsivapallop, 2023).

[bookmark: _Toc211116332]Chapter 5:Conclusion and Recommendations
[bookmark: _Toc211116333]Conclusion
Many studies on customer service quality and its effects on customer satisfaction and customer loyalty have been conducted at the hotel chain Novotel, Liverpool Centre. This research therefore proposed to investigate the effects of quality on customer service and the influence of staff training on customer satisfaction and loyalty at the hotel. The study aimed at obtaining a detailed insight into the role played by these factors in the overall guest experience and business success in the long run by studying the secondary data, such as online customer reviews, industry reports, and social media feedback. The results have brought out the significance of service delivery, the value of employee education, and the impact of consumer loyalty on the loyalty in the hospitality industry(Joviando & Kurniawati, 2022).
The study demonstrated a close relation between quality of high level of service and customer satisfaction. Most of the customer comments found on the websites were positive with customers commenting about how the staff at Novotel are professional, friendly and efficient and they play a huge role in helping to create the overall positive experience of the guest(Budhi Danurdara & Masatif, 2025). This result is congruent with the body of research present in the hospitality sector of the research that has been conducted has continually shown that staff interactions are a major determinant of customer satisfaction. Mastery of staff training in particular was of key importance as it was directly proportionate to the capability of employees to produce and surpass customer expectations especially with customer-facing positions (Jeong & Yoon, 2024).
Novotel staff training programme as evidenced by the positive reviews seems to be effective in ensuring that employees are equipped with the skills, they need to have in order to offer high-quality service. Customers have often cited the professionalism and expertise of its employees to be the reason behind their pleasant experiences, which means that the training programmes of the hotel affect the customer satisfaction levels significantly(Buhalis & O’Connor, 2025). Nevertheless, the research along with the overall good responses to the concept of staff training has noted that there are certain aspects that the training programmes can be improved. In particular, certain reviews implied that other departments including the housekeeping and room service could receive computer-targeted training to achieve uniformity in service delivery functions across all operations of the hotel(Jannah, 2024).
The other significance was a relationship between customer satisfaction and loyalty. The study revealed that there was a clear relationship between satisfaction regarding level of service and retention of customers. Customer retention showed that satisfied customers would be more likely to achieve a wish of coming back to Novotel and refer others to the hotel. This supports the essence of ensuring customer satisfaction and good customer experience since their loyalty leads to increased repeat customers and helps in enhancing the image of the hotel through word-of-mouth referral(Callarisa-Fiol et al., 2025). The research resulted in the fact that with feeling that the expectations were surpassed, the customers were much more likely to be loyal to the brand. This is more especially in the highly competitive hospitality market where it is believed that retention at times becomes cost effective compared to acquisition(Hudson, 2024).
Also, the importance of technology in improving the delivery of customer service was brought to the fore in the study. The alternative method of digital cheque-in and booking system was highly regarded by an impressive number of visitors, as it allowed to save time and simplify the entering zone. Nonetheless, few negative reviews indicated problems with Wi-Fi and in-room technology, indicating the fact that technology will be able to positively influence the customer experience but the quality of the technological use is of utmost importance(Chu et al., 2025). To guarantee the high level of customer satisfaction, it is important to ensure that all technological systems work without issues. Hotels have to consistently invest and ensure the maintenance of effective technological infrastructure in the perspectives of modern hospitality business, where clients expect seamless technological services all the time(Huang et al., 2021).
Management of guest expectations also proved to be one of the most important issues that were to define customer satisfaction. Since Novotel is a company of an established brand, customers usually came in with high expectations regarding the reputation of the hotel and past experiences with the brand. The study established that customers were very satisfied as well as loyal when their expectations were met and surpassed(Crossman, 2024). But, in the case that expectations were not met, there was dissatisfaction though other guest experience aspects were favourable. This supports the essence of open communication and establishment of attainable customer expectations. Inability to fulfil the promises of a brand, especially in the context of the quality of services, may result in negative reviews and the loss of customer loyalty(Holt, 2022).
Besides, consistency in service quality across all touchpoints was found to be important in the study. Although front-desk staff was highly rated, other divisions like the room service and housekeeping were not always rated as being highly rated. This discrepancy is an indication that Novotel might have to work on ensuring that there is consistency in service provisions in every section of the hotel. Training of staffs to suit the need of the respective departments should thus be applied to ensure that the experience of the guests remains the same(Hermanto & Fachri, 2024).
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[bookmark: _Toc211116335]Enhance Staff Training Programs
The research paper has highlighted the importance of staff training in the improvement of service quality. Whereas the front- desk staff members were rated well, other departments like housekeeping and room service recorded mixed-levels of service. To correct on the same, Novotel ought to implement departmental specific training programmes to ensure equal service standards. This training should focus on the development of communication skills, emotional intelligence, and competencies that help the staff to effectively deal with the guest inquiries and issues(Gong, 2025).
Besides, the training area should also be extended to the management of peak periods. Training employees to deal with stress, prioritisation, and maintain service quality when under pressure will improve overall service quality in the peak seasons to ensure that customers get the same service regardless of the occupancy rate of the hotel.
[bookmark: _Toc211116336]Invest in Technology Infrastructure
The digital cheque-in and online booking services of Novotel were valued by the guests, though some guests also complained of Wi-Fi issues and in-room technology. Novotel ought to invest in upgrading its technological infrastructure in order to improve the guest experience. Guests will not be dissatisfied with poor Wi-Fi provision and in-room amenities that will meet their expectations. Besides, embracing IT advancements like mobile cheque-in/cheque-out and in-room tablet, which will be used in service requesting, will simplify the process and provide the guests with more convenience.
The stability of such technological systems is crucial in serving to maintain the happiness of the guests. Novotel should ensure that the digital services provided are always uninterrupted to meet the ever-growing demand of smooth technology aligned services (Gondokusumo & Dewi, S.E., M.M2, 2023).

[bookmark: _Toc211116337]Effective Guest Expectations Management
The research found that unmet expectations adversely impacted the guest experience, despite the presence of other favourable elements of the guest experience. Novotel would improve on communication by ensuring that the messages are clear and proactive to manage the expectations of the guests. This may involve providing specifics about the services and facilities and any disturbances likely to come along to the hotel (e.g., maintenance or high cheque-in) on the web site, reservation systems, and pre-arrival messages. The personalised training of staff members should also be on how to handle expectations in a face-to-face situation. Front-line customers ought to be prepared to address customer concerns in a quick and professional manner whereby any problem should be sorted out even before it becomes big. This will assist in aligning the expectations of the customers to the real service experience hence making the customers less likely to get dissatisfied(French, 2018).
[bookmark: _Toc211116338]Focus on Personalization and Customer Engagement
Personalization is getting more crucial in the hospitality setting. Although Novotel offers a satisfactory service, the research established that the connexions with the guests were more personalised than desired by the guests. To achieve these expectations, Novotel must have mechanisms of monitoring the preferences of the guests and make sure that repeat guests are offered services that meet their expectations. An example is that the staff might take note of the personal requests or preferences of the guests in relation to their rooms and cater to them when they visit again. Besides that, building long-term relationships can be achieved by contacting guests even after they leave by sending newsletters via email, special promotions, and loyalty programmers. Follow-up messages sent after the stay will be customised and will include discounts or incentives to book in again, which will motivate guests to be loyal and recommend the products or services to their friends(Frederick T & Thangaiah Is, 2024).
[bookmark: _Toc211116339]Ensure Service Consistency Across Departments
The research showed discrepancies between service quality in various departments. Front-desk employees were highly rated, but room service and housekeeping would sometimes carry lesser ratings. To solve this, Novotel ought to homogenize service procedures in all the departments. Developing a service manual that encompasses major service standards applicable to each department of the firm will be used to achieve uniformity in services. Audits and reviews ought to be carried out regularly in order to cheque on the quality of services. The opinions that guests provide can be used to determine ways to improve and when certain departments have been capable and over performing to the service expectations. This will guarantee the quality of service all over the hotel and the experience of the guest(Franco et al., 2024).
[bookmark: _Toc211116340]Strengthen Customer Feedback Systems
Lastly, enhancements in customer feedback system will assist Novotel to keep on improving its services. Whereas online reviews are important sources of valuable information, it is possible that real-time feedback on a guest stay will present more timely and effective information. In-house surveys of the major touchpoints, including cheque-in, meals and cheque-out will enable the hotel to spy the problems at the beginning of their manifestations and rectify them before spoiling the whole experience. It is also much more proactive in getting feedback, as this way one would not only learn what to improve, but even prove to the guest that their feedback is considered. This strategy has the potential to develop better record of relationships with guests and enhance the level of satisfaction that will culminate to customer loyalty(Eid, 2013).
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image1.png
RESEARCH

For this assessment, you can use Generative
Al to support you in research and data
analysis.

Yes V]

No O

STRUCTURE

For this assessment, you can use Generative
Al to support you in structuring your
submission, including creating a draft
argument  structure, identifying parts and
headings, etc.

Yes [ V]

No O

PROOFREADING

For this assessment, you can use Generative
Al to check your own text/creation for
grammatical and syntactical mistakes,
including getting suggestions to rephrase
your work.

Yes V]

No O

WRITING

For this assessment, you can use Generative
Alto create text for submission.

Yes

CREATIVE

For this assessment, you can use Generative
Al to create creative materials, such as
images.

Yes

PROGRAMING

For this assessment, you can use Generative
Alto create and check code.

Yes

< o[g ofg o

NONE

For this assessment, you are not allowed to
use any type of Generative Al support. This
includes research support, structure support,
writing/proofreading support and creative
support.





