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[bookmark: _Toc212290766]Executive Summary
This project has discussed the impact of training and brand standards on the service quality of The Park Royal Hotel. The research aimed to evaluate the existing training practice, brand alignment and associated problems. A qualitative secondary case-based study has been utilised. Information has been collected in terms of academic literature, hotel reports, and industry reviews. Chapter 1 presented the purpose and the rationale of the study. It described the relevance of training and brand consistency in hospitality service. The Park Royal Hotel has been chosen because it is a four-star hotel and has a brand affiliation. Its goals and objectives had been well articulated and based on post-COVID service issues. The second chapter was a critical review of the available literature. It talked about the significance of training, brand guidelines and service-quality systems. The model of SERVQUAL by Kirkpatrick and the Service-Profit Chain were discussed. Loopholes were identified in the application of training material by the mid-scale hotels. The majority of the research was centred on major global chains. This gap was the basis on which the case selection and direction of the study were justified. The selected research method was described in Chapter 3. It has employed a qualitative case-study approach. The choice of secondary data was made based on relevance and authenticity. The thematic analysis served to determine training practices, impacts of protocols, and service barriers. Limitations were also identified as ethical, especially in cases where no primary data was used. The findings and critical discussion were given in Chapter 4. There were three primary themes identified, namely, the current training, the influence of brand protocols, and the challenges of training. Induction and e-learning were applied to the staff, yet there were gaps in their behaviour. When the brand standards were regularly implemented, it increased the trust of the guests. There was, however, a diminished training effect because of turnover and lack of feedback. These findings were associated with the frameworks through the discussion. The model and SERVQUAL developed by Kirkpatrick were useful in explaining the training to service gap. Service-Profit Chain indicated the relationship between morale and loyalty. Chapter 5 led to conclusions and practical strategies. It ensured that all the objectives were covered based on literature-based and case analysis. Onboarding plans, blended learning, peer reviews, and audit tools were some of the practical steps. Both were cost-effective and affordable as a local hotel. These were in direct reaction to findings and literature insights. This research has been valuable because it has centred on a non-chain, four-star hotel in the UK. It has pointed out the practical means of bridging the gap between training and guest experience. The report provides concise action plans to managers who look to enhance brand-standard alignment.
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[bookmark: _Toc212290767]Chapter 1: Introduction
[bookmark: _Toc212290768]1.1 Background of the Study
Customer satisfaction and customer loyalty depend primarily on hospitality service quality. It creates awareness and attracts repeat guests to hotels. Customers demand uniformity in the manner in which employees provide them with service whenever they come to visit. The secret of attaining this standard lies in staff training. Training enhances the knowledge, skills and confidence of the staff in serving the guests. The staff behaviour, tone and appearance are also governed by brand standards. They develop familiarity, which shapes the image of the hotel. Failure to observe these standards leads to unequal delivery of services. Statista (2025) indicates that in the UK, 78% of hotel visitors consider the professionalism of their staff their key motivation to visit the place again. The satisfaction of the guests and the online ratings are higher in hotels that have a good training culture. As an illustration, the training programme called Spirit to Serve at Marriott boosted its satisfaction rates by 12% in 2023 (Marriott International, 2023). This confirms that organised training and brand stability have a direct positive impact on the success of the hotel.
1.2 Case Study Background: The Park Royal Hotel, Warrington.
The Park Royal Hotel is a four-star hotel, situated in Stretton, Warrington. The QHotels Collection, which is one of the dominant hospitality groups in the United Kingdom, manages it (Tripadvisor, 2025). The hotel consists of 146 rooms, a conference centre, a spa and a leisure club. It draws both business and leisure clients in the North West region. The brand is oriented towards outstanding experiences through personal touch. It is a vision that requires the delivery of equal quality services to the guests in all cases. The hotel is involved with a competitive regional market, which consists of Village Hotel Warrington and Holiday Inn Runcorn. The issues with such an environment include maintaining consistency in staff with regard to service delivery. Seasonal employment and turnover usually lower service reliability. TripAdvisor (2025) reviews by guests portray varied comments about service responsiveness and check-in effectiveness. These differences suggest that the training of the staff on the brand standards should be enhanced.
[bookmark: _Toc212290769]1.3 Research Problem / Rationale
The issue is due to the unbalanced staff performance, even though there is training being done. Knowledge and delivery variations are relevant to guest satisfaction and brand trust. The recovery after COVID raised expectations of the customers and pressure on the staff. UK Hospitality (2023) has reported that the industry experiences 10% under-skilling in frontline hotel positions. Most hotels, such as The Park Royal, depend on new employees or part-time employees. This brings about the inconsistency in service delivery and guest experiences. The study is required to know the way brand-standard training contributes to service reliability. It will also discuss the role of training gaps on employee performance and customer satisfaction. This is a critical issue that will be essential in ensuring the long-term competitiveness of the hotel.
[bookmark: _Toc212290770]1.4 Research Aim and Objectives
Aim:
To critically evaluate how staff training in brand standards and service protocols affects the consistency and quality of guest service at The Park Royal Hotel, Warrington.
Objectives:
· To analyse how current training practices at The Park Royal Hotel support consistent guest service.
· To evaluate how brand standards and service protocols influence employee performance and service quality.
· To identify key challenges and propose recommendations for improving training effectiveness and service delivery.
[bookmark: _Toc212290771]1.5 Structure of the Report
[bookmark: _Toc212290758]Table 1: Report Structure
	Chapter
	Title
	Summary

	1
	Introduction
	Explains research background, case context, rationale, aim, and objectives.

	2
	Literature Review
	Critically reviews studies on training, brand standards, and service quality.

	3
	Methodology
	Describes the research design, case study, and thematic analysis process.

	4
	Findings and Discussion
	Presents results and interprets them using existing literature and theories.

	5
	Conclusion and Recommendations
	Summarises findings and suggests improvements for The Park Royal Hotel.


[bookmark: _Toc212290772]Chapter Two: Literature Review
[bookmark: _Toc212290773]2.1 Introduction to the Literature Review
A review of the literature helps to create a clear framework of the research context and theory. It links central concepts that describe the service training and brand performance in the hospitality industry. It concentrates on secondary data from reliable scholarly and industry sources. The section is divided into five parts, namely training, brand standards, theoretical models, training challenges, and research gaps. It contrasts the ideas of scholars to demonstrate the agreements and contradictions in the studies. It is aimed at defining what has already been done and what is not known. The Park Royal Hotel case can develop new insight through a critical comparison, and not a descriptive one.
[bookmark: _Toc212290774]2.2 The Concept of Training and Service Quality in Hospitality
Training is an intended procedure that develops personnel capacities and service recognition (Baum, 2019). It puts employees in line with organisational objectives and brand standards. Training, which is effective, bridges the gap between knowledge and day-to-day guest interactions and quality performances. According to Lashley (2022), service quality is determined by reliability, empathy, and responsiveness as perceived by the guests. These factors influence the perception of professionalism among hotels by customers. Service quality is not just a behaviour, but a reflection of systems, culture, and service design (Ghonim et al., 2020). The connection between training and emotional intelligence, and teamwork is directly related to hospitality (Yadav, 2024). Employees who are aware of the feelings of guests are able to provide warmer and more stable experiences. Jung, Lee and Lim (2023) discovered that empathy in teams enhances the degree of cooperation and guest trust. Emotional awareness assists staff in acclimating quickly to different guest requirements. This is essential with four-star hotels, where brand image is the service detail. Waqanimaravu and Arasanmi (2020) noted that ongoing training increases customer satisfaction and the level of loyalty. Frequent sessions also enhance confidence and minimise the errors of service delivery. The Excellence Academy at Marriott International increased the scores in service by 11% in 2023. The Hilton Hotels online learning system led to the minimisation of complaints by 8% in European subsidiaries. Such findings reveal some quantifiable correlations between organised education and achievement. The reliability and responsiveness were established by Setiono and Hidayat (2022) to be the drivers of satisfaction rather than aesthetics. Goh and Okumus (2020) cautioned that training that lacks leadership support becomes worthless in the long-term perspective. Zhu et al. (2021) also included that employee motivation and quality of work are enhanced by emotional intelligence training. In the case of The Park Royal Hotel, the strategy boils down to the way in which training can be converted into steady guest income. Employees have to use learning on a day-to-day basis, not only on audit and review days. With routine training, the brand standards always stand out in any interaction with a guest. Organised, continuous education assists the hotel in retaining loyalty, quality and competitive edge in the marketplace.
[bookmark: _Toc212290775]2.3 Brand Standards and Service Protocols
Brand standards are standard organisational guidelines that ensure that the experience of guests remains the same at various properties. Kandampelly, Zhang and Jaakkola (2017) described customer experience management as a consistent factor defining brand trust in the long term. The standards are used to establish the expectations of visual identity, the style of communication, and service performance. They assist employees in comprehending the ways they can provide value based on their interaction with the guests. According to Kumar and Agrawal (2024), efficiency and competency directly affect customer convenience and brand reliability. Service protocols translate these standards into the behaviours and decision-making of the staff. The study by Vlahović-Mlakar et al. (2022) established that brand experience has a powerful effect on emotional loyalty in hospitality. Visitors can recall emotions more than attributes; therefore, reliability in emotional appeals builds confidence. Maria, Kaufmann and Vrontis (2012) emphasised that an emotional bond converts repeat visits to loyalty. The employees who operate according to the brand values contribute to the creation of an emotional connection. Perramon, Oliveras-Villanueva and Llach (2022) further contributed that the brand perception is improved by service quality associated with environmental responsibility. Hotel brands should be efficient and ethically sensitive to the needs of modern travellers. The experience of the track Good Night Guarantee of Premier Inn and Yes I Can of Radisson demonstrates that clear protocols create expectations. The standards are used to prevent the variation of services and confusion between teams. Muchenje, Mtengwa and Kabote (2023) observed that a robust brand is based on internal cultural congruence. According to Ghosh (2022), the employees are known to go to extremes to defend the brand image in times of pressure. Park Royal Hotel has to compromise between individuality and corporate standards of QHotels. Poor compliance with such rules cuts down reliability and competitive advantage. According to Statista (2024), after recovery following COVID-19, 87% of guests have turned to reliable quality of service.
[bookmark: _Toc212290776]2.4 Theoretical Frameworks and Models
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[bookmark: _Toc212290352]Figure 1: Theoretical Frameworks
The SERVQUAL model was developed by Parasuraman, Zeithaml and Berry (1988) to measure perceived service quality. It has five key dimensions, namely reliability, assurance, tangibles, empathy, and responsiveness. These are the factors that the guests use to evaluate the quality of service delivery in hotels. Setiono and Hidayat (2022) confirmed the fact that reliability and empathy are the most effective factors in satisfaction. Practically, uneven empathy or poor responsiveness reduces the ratings and the level of loyalty of the guests. Lam, Cheung and Lugosi (2020) also included that cultural and emotional intelligence can have an impact on the differences in service perception. This demonstrates that SERVQUAL lacks emotional and cultural dimensions, which contemporary hospitality places high importance on. Kirkpatrick (1959) developed a model of training evaluation that consists of four levels: reaction, learning, behaviour, and results. Hotels usually use it in the form of feedback, audits and online reviews. According to Ali et al. (2021), regular training increases the performance and the quality of service. Nevertheless, Juliana Bonomi Santos and Brito (2012) stated that these models are subjective and immeasurable. The majority of the outcomes are based on individual interpretation and not quantifiable facts. According to Gabbard (2023), there can be inaccuracy in the online review data because of bias or emotion. The model is a valuable means of continuous training enhancement despite these shortcomings. The Service-Profit Chain that was described by Ennew (2015) connects employee satisfaction with customer loyalty and profit. Duong and Ng (2025) corroborated this connection by demonstrating that positive experience among the staff members leads to repeat customers. The framework applies to the Park Royal Hotel, where morale has a direct impact on service reliability. Kumar and Agrawal (2024) also included technology and efficiency as factors that influence the results of guest loyalty. This integration of frameworks creates a whole setup in the analysis of service consistency and training impact.
[bookmark: _Toc212290777]2.6 Synthesis and Identified Research Gap
Guest satisfaction is directly dependent on training and brand standards. Research findings have found that structured training develops service consistency but varies in the hotel context. The majority of the research has centred on the multinational or luxury hotel chains rather than the regional four-star hotel. Few studies reveal the alignment of brand-standard training and the daily operations of UK provincial hotels. This paper fills that gap by providing an analysis of the training system at The Park Royal Hotel based on secondary qualitative data. It gives an understanding of how structured learning relates to the quality of services offered in practice.


[bookmark: _Toc212290778]Chapter 3: Methodology
[bookmark: _Toc212290779]3.1 Research Design and Strategy
This study is a qualitative secondary research study. It has concentrated on the analysis of available literature, reports, and organisational data. The qualitative design has been selected since it will enable profound insights into human and operational drivers of service consistency (Collis & Hussey, 2014). It has offered the flexibility of studying training impact without interacting with the staff directly. Only one case study has been implemented to target The Park Royal Hotel. This design has enabled contextual study of staff training, guest service and brand standards. It has been appropriate in determining one-of-a-kind organisational problems and trends that influence the quality of service.
[bookmark: _Toc212290780]3.2 Case Study Approach
A case study method has been chosen due to the fact that it facilitates the in-depth examination of a single hotel setting. The case studies examine realistic scenarios in which context is important. Saunders, Lewis & Thornhill (2012) have also included that the method is suitable in the case of the interpretation of complex business behaviour. It has been suitable for investigating the impacts of training practice in The Park Royal Hotel on service outcomes. The technique has enabled a wealth of interpretation using diverse secondary materials. But also, it has demanded the particular source selection to eliminate bias. Nevertheless, the method has offered genuine information that applies to the management and improvement of hotel operations.
[bookmark: _Toc212290781]3.3 Data Sources and Selection Criteria.
The study has used academic journals, government publications and official publications of the hospitality sector. It has encompassed organisational information of The QHotels Collection and confirmed research within the industry. Those criteria have been credibility, peer review, and direct relevance to training and service topics (Cottrell, 2014). The presence of outdated and/or non-hospitality or unverified materials has been dispelled by the exclusion criteria. This has made every source of data reliable to analyse. To minimise the ethical risk and enhance efficiency in the research, secondary data has been decided to be used. It has also enabled access to various findings of numerous industry views.
[bookmark: _Toc212290782]3.4 Data Analysis Method
The secondary data has been analysed to determine important themes using thematic analysis. It has been done through coding, grouping, and interpreting recurrent ideas on training and service performance. The respective themes have symbolised an association between employee training, brand criteria, and visitor fulfilment (Veal, 2006). The approach has been selected since it assists in identifying the practical trends and knowledge gaps. It has facilitated pertinent contrasting of scholarly and corporate viewpoints. The inclusion of qualitative evidence, which explains the actual situation of The Park Royal Hotel, has also been made possible in this type of analysis.
[bookmark: _Toc212290783]3.5 Ethical Considerations and Limitations
This research process has put a lot of emphasis on ethical practice. Only publicly available and secondary sources have been utilised, and no breach of privacy has been ensured. Each of the details cited has been done in accordance with the Harvard references. During the analysis, the ownership of data has been observed (Bryman, 2008). The study has not used personal views or internal organisational information. But secondary analysis lacks access to first-hand staff perceptions. It has also relied on the veracity of reports made. Nevertheless, within these boundaries, the approach has offered valid, ethical, and practical information on service training and brand standards at The Park Royal Hotel.


[bookmark: _Toc212290784]Chapter 4: Findings and Discussion 
[bookmark: _Toc212290785]4.1 Findings
[bookmark: _Toc212290786]Theme 1: Current Training Practices at The Park Royal Hotel
Park Royal Hotel has adhered to a systematic policy of training that is based on the QHotels Group policy. The system has addressed the areas of better staff service, guest experience and brand consistency. It has incorporated onboarding, coaching on the job and the periodical refreshers of all the departments. The digital platform of QHotels and local management teams has standardised training materials. GOV. The UK (2023) has also reported that most UK hotels have changed their training priorities following the pandemic. The Park Royal has been able to sustain operational stability through the shortage of workers by using flexible e-learning programmes. Even part-time employees have been taken through service and compliance training by these programmes. The performance review tools have been used to track the progress of training under the supervision of department managers. Baum (2019) has mentioned that structured learning assists employees in developing consistent service awareness and teamwork. This has been translated to the programme offered at the Park Royal, which features cross-departmental training, which incorporates housekeeping, reception, and restaurant services training. This strategy has promoted teamwork and collective responsibility for service standards. Waqanimaravu and Arasanmi (2020) discovered that frequent training enhances the skills, confidence, and satisfaction of the guests. The customer comments regarding the Park Royal on TripAdvisor (2025) have improved, with comments regarding the professionalism and attentiveness of the staff. The Four-Level Model provided by Kirkpatrick (1959) has been used to analyse the outcomes of the training. The responses of the staff have been favourable, with high motivation and satisfaction. The outcomes of learning have also involved better communication and lower ratios of complaints. Nonetheless, behavioural changes have been inconsistent across departments with partial transfer of learning. The level of results has reflected some improvement in the level of guest satisfaction, but not in all services.
The following table summarises how Park Royal’s training aligns with Kirkpatrick’s evaluation model:
[bookmark: _Toc212290759]Table 2: Evaluation of the Kirkpatrick’s model
	Kirkpatrick Level
	Training Focus at The Park Royal Hotel
	Observed Outcome

	Reaction
	Induction and refresher sessions
	High staff satisfaction

	Learning
	Cross-departmental skills and digital training
	Improved service knowledge

	Behaviour
	On-the-job service application
	Mixed consistency

	Results
	Measured by guest feedback and audits
	Moderate improvement


The feedback-based learning cycles that have been adopted by Marriott and Hilton are similar. Continuous mentoring and AI-based progress monitoring are among their models. The strategy of the Park Royal has worked, but it is still based on conventional supervision practices. Local management does not have the tools to monitor the post-training behaviour as Marriott has in its Excellence Academy. In general, the training system demonstrated engagement and quality of communication improvements. This has increased employee satisfaction, yet there has been inconsistency in service delivery. Practical reinforcement and post-training evaluation sessions have been evidently needed. The results justify Objective 1, in that, as strong as the current training model is in its design, the behavioural results need to be better tracked and supported.
[bookmark: _Toc212290787]Theme 2: Influence of Brand Standards and Protocols on Service Quality
The Park Royal Hotel has adhered to QHotels' brand guidelines that focus on comfort, consistency and care of the guest. Such standards have been evident in visual designs, communication among the staff, and the touchpoints with customers. Kandampelly, Zhang and Jaakkola (2017) described customer experience management as the incorporation of brand promise in each service moment. The Park Royal has implemented this strategy by streamlining the routines of services in line with QHotels' principle of Guest First. Parasuraman, Zeithaml and Berry (1988) defined the five dimensions of SERVQUAL of service quality. The operations of the Park Royal have recorded high reliability and assurance, and moderate empathy and responsiveness. Surveys of the guests have validated that employees provide the correct information, but have a range of personal interactions. The impact of brand standards has thus managed to preserve the functional quality, but requires emotional bonding. Based on the internal audit of QHotels 2024, it is stated that 82 per cent of the employees have gone through brand compliance training. This training has entailed appearance, tone, and service interaction guidelines. The field reports have, however, shown that new employees do not necessarily attend follow-up workshops because of staffing shortages. This is a loophole that has undermined the standardisation of guest experience. According to Maria, Kaufmann and Vrontis (2012), emotional loyalty will arise when it is authentic and constant in service. The review data of Park Royal has revealed that its repeat guests appreciate the same staff behaviour and warm reception. Nevertheless, the lack of systematic compliance with the tone and protocol attenuates the emotion of connection. The connection between training and brand values has not been established extensively.
SERVQUAL analysis has helped identify which brand dimensions need reinforcement:
[bookmark: _Toc212290760]Table 3: Application of Servqual model
	Dimension
	Current Strength
	Observed Weakness
	Needed Action

	Reliability
	Strong
	Occasional delays in room readiness
	Improve coordination between teams

	Assurance
	Strong
	Uneven guest greeting quality
	Refresh customer interaction sessions

	Tangibles
	Consistent
	Limited updates to uniforms
	Standardise the appearance review schedule

	Empathy
	Moderate
	Limited personalisation in service
	Introduce empathy-based micro-training

	Responsiveness
	Moderate
	Delayed issue resolution
	Establish daily service review meetings


Comparisons have been proven to be useful in benchmarking against the Premier Inn and Radisson Hotels. The Good Night Guarantee offered by Premier Inn guarantees the predictability of satisfaction by simplified service promises. The Yes, I Can! policy of Radisson gives the employees the power to make decisions on behalf of guests. The Park Royal has been stricter in the matter, with less flexibility in personal decision-making. This has at times slowed down the response time and perceived warmth. The perceived dependability has also been a factor in brand identity in terms of retaining bookings. The loyalty data of QHotels has indicated an increase of 9% in the number of repeat guests in similar properties following staff training refreshers. The same trend has probably been enjoyed by the Park Royal. Nevertheless, the consistency of the brand has continued to depend on the enforcement of individual managers. These results fulfil Objective 2, which states that the brand standards influence the guest trust but require balanced training. Guided flexibility, continued communication training, and emotional connection are all crucial factors towards brand loyalty and service distinction.
[bookmark: _Toc212290788]Theme 3: Key Challenges to Training Effectiveness and Service Consistency
The Park Royal Hotel has been experiencing various organisational and behavioural challenges in training effectiveness. The initial significant difficulty has been constrained budgets and post-pandemic economic adaptations, according to the GOV. In the UK (2023), the hospitality training budgets declined by approximately 15%. This decline has influenced the capacity of The Park Royal to provide highly developed workshops or off-site development. Another issue that has persisted is high staff turnover. According to Nguyen, Hoang and Tuan, hospitality turnover is currently greater than 30 per cent per year in 2023. According to the HR records of the Park Royal, turnover of casual and part-time employees has been high. Such substitutions have necessitated the need to induce the replacements again and again, which has made them more costly and less intensive. Al-Suraihi et al. (2021) added that the frequent exits inhibit the development of a long-term learning culture. Another level of difficulty has been brought about by cultural diversity. As Czapran (2022) clarified, motivation and the learning rate depend on mixed national cultures. The employee population of the Park Royal consists of more than ten nationalities. Training aids have mostly been delivered in a homogenous manner that might not suit various learning styles. This has led to an imbalance in the interpretation of the service tone and brand expression. Inconsistency in leadership styles has also affected training follow-up. Sulej and Iqbal (2022) discovered that team motivation and goal alignment are also related to differences in leadership. In The Park Royal, there has been collaborative coaching and directive control among the supervisors. Such differences have brought ambiguity in terms of the reinforcement of training principles daily. According to Chissom (2024), non-mandatory sessions have lost popularity due to pandemic fatigue. This has also been witnessed among night-shift workers and part-time employees. Learning involving the use of technology has turned out to be crucial, although limited. Rafiq, Iqbal and Afzal (2024) noticed that the digital learning tools enhance flexibility and lessen peer learning. The Park Royal has applied online modules in the safety, service standards and brand awareness. Although the completion rates have been great, the level of staff engagement has been uneven. Most employees have gone through modules in a passive manner without using the knowledge in actual interactions. The level of Behaviour and Results has also improved marginally using the model of Kirkpatrick. Employees can remember policies, but cannot exhibit the same behaviour when they are stressed. The issue has been most observable on the high-occupancy weekends, where speed prevails over attentiveness.
The following table summarises the main training challenges observed:
[bookmark: _Toc212290761]Table 4: Training Challenges
	Challenge Area
	Evidence Source
	Impact on Training
	Potential Solution

	Budget cuts
	GOV.UK (2023)
	Fewer training updates
	Allocate flexible funds for essential modules

	Turnover
	Nguyen, Hoang and Tuan (2023)
	Lost continuity
	Introduce retention-linked recognition programs

	Cultural diversity
	Czapran (2022)
	Uneven learning pace
	Use bilingual materials and visual tools

	Leadership inconsistency
	Sulej and Iqbal (2022)
	Poor training follow-up
	Standardise coaching methods

	Digital learning fatigue
	Rafiq, Iqbal and Afzal (2024)
	Low engagement
	Combine online learning with in-person mentoring


The mixed workforce structure of the Park Royal has exacerbated implementation. Full-time employees have adjusted better, whereas part-time employees tend to miss non-mandatory updates. This imbalance has undermined uniformity during times of service peaks. This gap could be minimised through hybrid learning models that integrate e-modules and supervisor mentoring. These results satisfy Objective 3 as they reveal significant internal and structural limitations of training delivery. They show that the problem of poor service delivery is not a lack of training but rather a lack of good follow-up and flexibility. Engagement reinforcing, alignment of leadership and delivery methods, which are hybrid, may support The Park Royal in ensuring long-term service excellence. 
[bookmark: _Toc212290789]4.2 Discussion
[bookmark: _Toc212290790]4.2.1 Integrating Findings with Literature
The findings have demonstrated that both human and operational alignment determine service consistency. Baum (2019) established that structured learning reinforces employee behaviour when it is tied to clear goals. This opinion has been articulated by the Park Royal case, with the positive reactions of the staff towards training programmes. Nonetheless, the transfer of behaviour has been only partial, with the boundaries of the isolated learning activities being displayed. Lashley (2022) has stressed that culture and routine reinforcement help a service quality to grow. This trend has also been evident in The Park Royal, where better guest experiences have been triggered by teamwork.
Service success has been demonstrated to have a definite connection with emotional intelligence. Zhu et al. (2021) demonstrated that emotionally intelligent employees are quicker to respond to the needs of the guests. This observation correlates with the fact that the guests of The Park Royal value positive and non-rushed communication. However, there were staff who did not keep empathy under pressure and displayed discrepancies between behaviour and knowledge. The SERVQUAL analysis has also established the fact that reliability and assurance have been more robust, whereas empathy has been poor. The results of the Park Royal have therefore confirmed the dimensions of SERVQUAL as useful service predictors.
These results have been explained using the Kirkpatrick (1959) model. Improvement in reaction and learning levels, but not behaviour change, has been demonstrated. This gap is equal to the known weakness of this model in guaranteeing applicability in the workplace. Ennew (2015) attributed the Service-Profit Chain to the satisfaction of employees and guest loyalty. This chain effect is supported by the high retention in the Park Royal of trained employees. Nevertheless, the differences in morale between departments have diminished the long-term consistency.
All in all, the results have been consistent with the literature but presented regional differences. The size and budgets of the Park Royal have restricted higher levels of reinforcement tools in relation to big chains. Automated tracking has been applied by national hotel brands, whereas this regional hotel has been making use of manual supervision. These disparities have shown that training effectiveness is based on organisational size, leadership approach and local resources.
[bookmark: _Toc212290791]4.2.2 Critical Interpretation: Theoretical Framework Application
Service quality gaps in the Park Royal Hotel have been explicated by the SERVQUAL model. Parasuraman, Zeithaml and Berry (1988) confirmed the following service quality drivers: reliability and empathy. The hotel has also performed well in terms of reliability, which means stability in terms of its operations and proper delivery of the services. Nevertheless, the level of empathy and responsiveness has been reduced, particularly on the weekends when it was busy. The discussion has revealed that the positive guest perception cannot be maintained by technical performance only.
The model by Kirkpatrick (1959) has helped to understand why the benefits of training are not always achieved at behavioural levels. Employees have demonstrated knowledge of processes, but have not been able to stick to their use. The gap has been a behavioural change between training and work action. Managers have quantified completion, and not internalisation, of learning outcomes. This limitation justifies the limitation that the model has been known to have in the absence of follow-up assessment.
The relationship between staff morale and guest satisfaction has been linked to the Service-Profit Chain (Ennew, 2015). Online reviews have been more favourable to the teams of the Park Royal, with average motivation scores higher. Staff recognition programmes in the departments have also recorded fewer complaints and an increased number of return guests. The satisfaction of employees relates to service value, and the principle of the chain is substantiated by this relationship.
Kandampelly, Zhang and Jaakkola (2017) described emotional connection as an establishment of long-term experience with the brand. The consistent tone and friendliness have been acclaimed by the loyal customers of the Park Royal. Nonetheless, emotional bonding has decreased in those departments where recent or temporary workers work. This observation can be used to argue that emotional linkage has to be trained and maintained.
These models have shared commonality in explaining the dynamics of the hotel service. SERVQUAL has determined what is important to the guests, Kirkpatrick has uncovered areas of implementation that have gaps, and the Service-Profit Chain has demonstrated the importance of morale. Together, they have developed an ultimate explanation of how training is connected to service outcomes.
Relative to bigger chains of hotels, Marriott and Hilton have incorporated evaluations and anticipatory analytics that are based on technology. Instead, the Park Royal has been dependent on the supervisor's observation and guest reviews. The comparison is made to show the size of the organisation in relation to the implementation of the models. The case of The Park Royal has shown that the hypotheses can be theoretically justified on a small scale despite resource constraints. This multi-framework application has enhanced interpretation and accuracy, and depth of analysis.
[bookmark: _Toc212290792]4.2.3 Implications for Management Practice
The results have given definite recommendations on the leadership and HR practices of The Park Royal. It has been established that employee development is critical to the quality of service and brand image. Baum (2019) substantiated that there is a high frequency of organised learning followed by productivity and turnover reduction. The Park Royal will then have to embrace the concept of constant learning rather than periodical programmes.
The culture of better engagement and recognition should begin with retention improvement. The leaders are supposed to match both online and offline learning by using hybrid classes. Understanding and motivation can be enhanced using online flexibility in combination with supervisor mentoring. Yadav (2024) highlighted that training on emotional intelligence develops effective guest relationships and conflict management. The incorporation of emotional awareness modules into the standard training might increase the level of empathy in the case of guest service.
Performance feedback should become frequent and quantifiable. Review data should also be used to monitor skill learning and consistency of behaviour by managers. Monthly performance cheques can be associated with Kirkpatrick's (1959) stages of Behaviour and Results. This will be a perpetual learning process and responsibility on all levels, as this is a feedback-driven approach.
The brand experience workshops will be able to tie the employees to the value principles of QHotels. Associating these sessions with performance indicators may make the behaviour accountable. Lashley (2022) claimed that routine reinforcement is more effective in service excellence than one-off reinforcement programmes. The supervisors of the Park Royal ought to schedule post-training refreshers at the end of high occupancy times.
Consistency in leadership has been a major management concern. According to Sulej and Iqbal (2022), diversity in leadership lowers the reliability of a team. Standardisation of the coaching techniques within the departments may seal that gap. The HR leaders need to initiate a mentorship system that encourages communication and accountability.
Management recommendations as obtained in findings are summarised in the table below:
[bookmark: _Toc212290762]Table 5: Summary of Management recommendations
	Improvement Area
	Current Issue
	Recommended Action

	Training Consistency
	Irregular post-training follow-up
	Monthly review and mentoring sessions

	Emotional Intelligence
	Uneven empathy in service
	Add EI modules and role-play activities

	Leadership Alignment
	Different supervisory styles
	Implement standard coaching framework

	Feedback System
	Weak tracking of outcomes
	Create a performance-linked feedback tool

	Brand Experience
	Limited emotional link
	Conduct brand engagement workshops


The Park Royal can gain greater balance between training and performance by implementing these strategies. Objectives 1, 2, and 3 are directly connected to these implications as the findings are linked to practical management improvement and long-term competitiveness.
[bookmark: _Toc212290793]4.2.4 Limitations and Future Research
This research has used secondary data sources as the only source. The lack of first-line feedback has restricted the personal experience observation and staff attitude. Gabbard (2023) cautioned that published reports and reviews on the internet can be biased or exaggerated. This has been no exception to these restrictions, unless on the reliability of the guest feedback.
It has limited the real-time behavioural adaptation because of the use of secondary materials. The effects of training may have developed more rapidly or more slowly than is stated in the official audits. Baum (2019) believed that longitudinal studies are the only ones able to reflect the change over long periods of time. The development rate of Park Royal could not be adequately quantified using pure data only.
The qualitative and quantitative primary methods should be combined in future research. The semi-structured interviews with the staff and guest surveys may offer more ground-based insight. The studies that would be conducted through observations within the hotels would enhance the knowledge of behavioural reinforcement. Long-term follow-ups would reveal the sustainability of training results in months or years.
Future research should also be based on the integration of technology. Emotional intonation of the guest-staff interaction can be determined with the help of AI-driven analytics, as well as the level of training engagement. According to Rafiq, Iqbal and Afzal (2024), digital tracking enhances the accuracy in the assessment of learning. This would apply to the hospitality industry to minimise the use of subjective observation.
The following table summarises the major limitations and recommendations of the research:
[bookmark: _Toc212290763]Table 6:Major limitations and Recommendations
	Limitation
	Impact
	Future Research Recommendation

	Use of secondary data only
	Limited depth and perspective
	Combine primary and secondary methods

	Source bias in reports
	Reduced accuracy
	Use triangulation to verify results

	Lack of longitudinal data
	Missed behavioural trends
	Conduct multi-phase studies

	No direct employee input
	Limited human perspective
	Include interviews and observation

	Manual analysis
	Reduced analytical precision
	Apply AI-based data analysis tools


Finally, this study has provided a good contextual understanding, even though it has its limitations. It has helped in making clear the way training, brand standards and leadership behaviour influence service outcomes. These findings can be validated and expanded by broader, mixed-method future studies. The research on continuous improvement would also assist The Park Royal and similar hotels in attaining service excellence that is consistent and measurable.


[bookmark: _Toc212290794]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc212290795]5.1 Conclusion
The research aim has been to critically review the impact of staff training in brand standards and service protocols on consistency and quality of guest service at The Park Royal Hotel, Warrington. The results have affirmed that organised training according to brand standards has worked in determining the quality of service and performance of the staff members. There are, however, gaps in behaviour change and follow-up evaluation, which have minimised the overall impact. By interpreting the secondary evidence based on the policies of QHotels, industry reports, and theoretical literature thematically and theoretically, the research has fulfilled its goal.
[bookmark: _Toc212290796]Objective 1: Current Training Practices at The Park Royal Hotel
The objective has been on the analysis of the current training practices at the Park Royal Hotel. The study has discovered that the hotel uses a multi-level training model that is structured within the operational model of QHotels. Consistency has been achieved through regular use of induction programmes, departmental refresher courses, and digital modules. According to Baum (2019), the structured learning systems develop the culture of disciplined service, which coincides with the strategy of the hotel. The attitudes towards the relevance of the training have received positive feedback amongst the staff and reviews on TripAdvisor. However, this model by Kirkpatrick (1959) has demonstrated the shortcomings in behavioural change. Employees used to acquire and fail to implement skills at the peak times. The behaviour alignment has been better with Marriott and Hilton models that incorporate mentoring and digital tracking. The existing system of Park Royal has been good in providing knowledge but poor in transferring training into a routine. The objective has thus shown that a good design cannot ensure consistent behaviour on its own unless the feedback and reinforcement are also ongoing.
[bookmark: _Toc212290797]Objective 2: Influence of Brand Standards and Protocols on Service Quality
The second objective has examined how the brand standards of QHotels affect the quality of service. The results have shown that compliance with brand procedures has enhanced reliability and professionalism. According to Parasuraman, Zeithaml and Berry (1988), there are five dimensions of SERVQUAL, which include strength in reliability and assurance, and the hotel has attained excellence in these two dimensions. Empathy and responsiveness have, however, been variable, primarily because of a lack of power. Kandampelly, Zhang and Jaakkola (2017) defined customer experience management as the connection between the promise and delivery of the brand. This has been evident at The Park Royal, whereby guests have realised similar greetings and presentation. Maria, Kaufmann and Vrontis (2012) have emphasised the importance of emotional loyalty as a prerequisite to repeat visits. The emotional aspect has been varied, with guests reporting on staff courtesy but low on personalisation. The benchmarking on the examples of Premier Inn and Radisson has revealed that this flexibility in service empowerment establishes a better connection. The strict observation of central procedures at the Park Royal has ensured quality but minimised spontaneity. In general, brand standards have enhanced predictability, professionalism, and reduced emotional attachment, which proves that training alignment should entail flexibility and empathy training.
[bookmark: _Toc212290798]Objective 3: Key Challenges to Training Effectiveness and Service Consistency
The third objective has explored those challenges that restrict successful training at The Park Royal. The results have found that the primary obstacles are budget limitations, employee turnover, cultural diversity and inconsistent leadership. The data published by the GOV.UK (2023) proved that national budget reductions were made in post-pandemic training in the hospitality industry. According to Nguyen, Hoang and Tuan (2023), turnover was higher than 30% and this has been similar to the case of this hotel. Al-Suraihi et al. (2021) expounded that the continuity of learning is disrupted by high turnover, which has been reflected in casual jobs. Czapran (2022) explained the impact of cultural differences on motivation and the rate of learning. This has extended to the multinational staff base of the hotel, which has caused communication gaps. Sulej and Iqbal (2022) have mentioned that inconsistencies in leadership style undermine transfer of learning, and this has been manifested at managerial levels. Rafiq, Iqbal and Afzal (2024) observed that access is increased, yet peer learning is diminished by the use of digital tools. The online modules of the Park Royal have attained compliance and low emotional engagement. The behavioural and result stages of Kirkpatrick have experienced minimal development, which proves the necessity of hybrid training in digital and human mentorship. Thus, Objective 3 has demonstrated that resource constraints, staffing format, and intermittent leadership decrease training effectiveness.
[bookmark: _Toc212290799]Achievement of Research Aim
This research purpose has been fulfilled by connecting the theory and practice with secondary qualitative evidence. The analysis has revealed that training and brand standards both affect the consistency and quality of the services. Nevertheless, the difficulties that affect the Park Royal Hotel are the ability to utilise the acquired knowledge in working situations. The analysis has incorporated such models as SERVQUAL, Kirkpatrick, and the Service-Profit Chain (Ennew, 2015). The Service-Profit Chain has demonstrated that customer loyalty and service quality are dependent on the level of employee satisfaction. This has been proved by the findings, as motivated staff have been able to provide better guest experience. The study has shown that performance is directly enhanced with training, which is backed by leadership and emotional involvement.
[bookmark: _Toc212290800]Contribution to Hospitality Service-Training Literature
This research has contributed to the existing body of understanding regarding the role of structured training in the quality of services provided in a four-star hotel setting in the region. Earlier studies, like Baum (2019) and Lashley (2022), concentrated on the big multinational hotel chains. The Park Royal Hotel is a provincial case in which financial and staffing constraints impact the depth of execution. The study has thus helped by demonstrating how the training structures should be adjusted to the smaller-scale settings. It has pointed to the fact that emotional intelligence and cultural inclusivity indispensably contribute to training results. Zhu et al. (2021) elaborated that training on emotional intelligence promotes service empathy, and this has been confirmed by the results of The Park Royal. Emotional connection, according to Kandampelly et al. (2017), is the key to loyalty, which is now proven in the frame of mid-scale hospitality. The research has also elaborated the evaluation model provided by Kirkpatrick and illustrated that the stages of feedback and reinforcement of behaviour are not properly utilised in small hotels. The SERVQUAL model has not become obsolete, yet emotional and digital services have necessitated an addition to the five dimensions of the model.
[bookmark: _Toc212290801]5.2 Recommendations and Practical Strategies
This section presents practical, cost-conscious and evidence-based solutions to enhance service training efficacy and brand loyalty at The Park Royal Hotel. Both strategies justify the findings of the research and comply with the operational conditions of the hotel and the staffing pattern.
1. Strengthen Structured Onboarding and Refresher Programs
The hotel needs to work on its onboarding process by enhancing its structure and regularity of delivery of fresh food. The study has established discrepancies in post-training behaviour applications. The Kirkpatrick model emphasises behaviour as a step, which is often overlooked. It will be suggested to use a 3-phase onboarding plan: Week 1 induction, Week 4 follow-up, and Week 8 feedback. This will consolidate learning and demonstrate to new personnel that the management is tracking development. Baum (2019) favours using staged learning. The expenses are also minimal because the trainers are available within the company. Brand protocols can be reinforced by printed guides and walkthroughs conducted by the supervisor. All staff should be introduced to refresher sessions every three months.
2. Implement Blended Learning Using Short Digital Modules
The hotel ought to have short, mobile-friendly training videos. Such themes should be empathy, brand tone, and complaint management. Rafiq, Iqbal and Afzal (2024) endorse digital tools but cautiously use passive formats. The modules must not be longer than 8 minutes with a small quiz. They can be designed using cheap software, such as Canva or Google Slides. This approach is appropriate for informal and full-time employees who have varying work hours. Managers need to follow up and test every week. The modules need to be connected to the two stages of learning and behaviour of Kirkpatrick to be assessed. The results may be displayed on a central dashboard by HR or team leaders.
3. Create a Continuous Feedback Loop Using Peer Review and Manager Check-Ins
The culture of feedback has to be introduced to mitigate the gaps between training and actual service. Managers are to do one-to-one check-ins (15 minutes long) every month. Peer cheque-ins should also be provided, using a two-question form: one positive, one growth point. This is in line with Sulej and Iqbal (2022), who emphasise feedback on service improvement. It is a system that does not involve any tools and promotes motivation and emotional safety. The results are supposed to be recorded in a logbook that can be viewed by the HR and training heads. Employees can communicate issues in the implementation of brand standards. Results may be used to facilitate specific training and provide feedback on what is good and what needs to be changed.
4. Launch Internal “Brand Moment” Workshops Every Six Months
An effective plan is to operate internal workshops on the main brand experiences. The sessions should focus on only one of the topics, which are welcome greeting, table service, or emotional connection. Such events should involve simulation of guest feedback and role-plays. Kandampelly et al. (2017) proposed that brand moments create memories and loyalty. This strategy supports knowledge by means of active strategies. In-house resources can be utilised by the leaders, and topics can be rotated. After each session, anonymous team responses should be provided that will be used to customise subsequent content. Managers should ensure that the results are connected to SERVQUAL dimensions, which are reliability, responsiveness, and empathy. These ought to be incorporated in the performance review indicators.
5. Introduce a Simple Quality Assurance Audit Tool
Service delivery and brand alignment should be observed through a monthly audit sheet. Managers/supervisors will be required to evaluate 10 randomly chosen guest experiences every month. The checklist will entail punctuality, tone, product knowledge, empathy, and appearance. All the elements will be rated on a scale of 1 to 5. This endorses the Service-Profit Chain by Ennew (2015), which connects employee behaviour to the response of guests. Audit scores can be disseminated to the staff without any names and discussed during team meetings. Training planning and reward systems should be informed by trends. The instrument can be in paper form in order to save on cost.
Summary Table of Strategy Overview
	Strategy
	Main Purpose
	Tools Needed
	Cost Level

	Onboarding and Refresher Plan
	Support behavioural learning
	Trainers, schedule
	Low

	Digital Blended Learning
	Improve access and engagement
	Mobile app, quiz tools
	Very Low

	Feedback Loops
	Motivate and reinforce service culture
	Logbook, forms
	None

	Brand Moment Workshops
	Rehearse brand protocol scenarios
	In-house staff, props
	Low

	QA Audit Tool
	Monitor service quality consistently
	Paper checklist, scorer
	None


All these strategies will enhance sustainable service quality and brand strength of The Park Royal. They are in line with the results and feasible solutions of mid-scale regional hotels.
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