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[bookmark: _Toc222320974]Abstract
Background and Context: With the extreme competitive environment in the hospitality sector, front-office service quality is the main factor in determining the satisfaction of guests and brand loyalty. This research undertaking explores a sub-topic of the crucial role of the quality of reception services in guest satisfaction at the Novotel City Centre Cardiff. Based on the experience of the professional placement, the study will touch upon the perceived operational deficiencies of front-desk efficiency and responsiveness. 
Literature Review: The rationale is to establish the extent to which particular service attributes contribute to the perceived value and the perceived reputation of this mid-to-upscale Accor premise online. The four main objectives will help to guide the study: the first one will be to find the factors of reception service that affect guest satisfaction; the second will be critical analysis of guest perceptions with the help of secondary online reviews, the third one will be to determine the degree to which these interactions influence overall satisfaction with a stay and the last one will be to propose the evidence-based recommendations about service improvements. Through these goals, the research study will fill the gap between the theoretical service quality models, and the operational challenges encountered in real-life scenarios.
Methods: The study employs a secondary qualitative design, based on the interpretive philosophy. Data were collected from over 75 academic and industry sources, including peer-reviewed journal articles, industry reports, and case studies, to provide a robust theoretical and empirical foundation. The method used to analyse was inductive thematic analysis, which enabled topics like "cheque-in efficiency" and staff empathy to be directly brought to the surface using the comments of the guests, as well as service recovery, resulting in an unbiased look into the performance of the hotel. 
Finding: The findings contribute to the existing literature by pointing out that efficiency cannot be considered as being one-dimensional in regard to speed. Correctness and information clarity and reliability of the procedures were also found to have a significant influence on guest satisfaction. Here, it helps to substantiate the operational mistakes during the reception negate trust back, even in the instance of a later correction.
Conclusion: The research also established that emotional labour is weak and requires organisational support. Surface acting may be caused by work overloads, emotional burnout and staffing shortages which may be interpreted by the guests as lack of sincerity. This has adverse effects on the level of satisfaction and high chances of negative online reviews. The results have indicated that organisations such as the Novotel City Centre Cardiff must consider emotional labour as part of the organisational responsibility and then offer the correct training, staffing and management facilities to ensure authenticity in dealing with the guests.
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[bookmark: _Toc222320975]Chapter 1: Introduction
[bookmark: _Toc222320976]Background to the Study
In hospitality business, guest satisfaction is one of the key success determinants and brand loyalty (Matviichuk and Smal, 2022). In this industry, service front desk or reception area is central in the creation of first impressions (Deng and Chen, 2023). The hotels are interacted with the reception services which are usually the first point of contact between the guests and the hotel, and it involves activities (Kovacevic et al., 2024). The professionalism, responsiveness, and hospitality level of the hotel is directly influenced by the quality of such interactions as perceived by the guests (Edeh et al., 2023).
Hospitality competitiveness is increasingly linked to service quality (Dashchuk, 2023), particularly in high-contact areas such as reception. The author stress that the effective, professional, and polite functioning of front desk operations leads to better perception of customers and helps to keep them coming back (Papademetriou et al., 2023). Also, Saragih (2024) emphasise the significance of service speed and respectful communication as contributors to positive experiences of the guests. However, service encounters significantly shape customer perceptions, particularly at first-contact points such as reception (Doan et al., 2023). 
[bookmark: _Toc222320977]Case Study Overview
The case study presented in this research is the Novotel City Centre Cardiff which is a mid- to up-scale hotel in the centre of Cardiff, Wales (Novotel Cardiff Centre, 2026). Novotel is a world-renowned brand within Accor group, which provides modern accommodation and business services to both leisure and business guests. The hotel offers various facilities such as meeting rooms, restaurants, gym, and so on, but remains firmly focused on the quality of customer service (Novotel Cardiff Centre, 2026a). Novotel City Centre Cardiff is the case study that the researcher selected due to his placement experience at the property. Throughout the placement, observations were conducted in the areas of reception operations, such as the issues pertaining to the efficiency of check-in, communication gaps, and guest complaints with regards to responsiveness (Elibol, 2024). The experiences can be correlated with the wider industry issues regarding the quality of front office services and their effects on the satisfaction of guests. The investigation of the review defines the dynamics from the perspective of identifying the heterogeneity and use deeper insights of the communication evolves when the previous interactions influence future services (Choi et al., 2025).
By considering the services on reception in this particular hotel, the study will be able to discuss a concrete operational problem and relate it to theoretical views on the quality of services. The research will be based on secondary research data, which will be found on publicly accessible Internet reviews, including TripAdvisor, Booking.com, and Google Reviews (Nowacki et al., 2023). These reviews will give the real experience and perception of the guests, and it is a morally valid and qualitative source of data that be used in thematic analysis. 
[bookmark: _Toc222320978]Research Aim, Objectives, and Questions
The key aim of the research is to establish the cause-effect relationship between the quality of reception services and guest satisfaction at Novotel City Centre Cardiff with the understanding of the secondary qualitative guest feedback. 
The objectives are as follows:
· To identify the factors of reception service that influence guest satisfaction at Novotel City Centre Cardiff.
· To examine guest perceptions of reception service quality through secondary online reviews.
· To determine the extent to which reception service quality affects overall guest satisfaction in the hotel.
· To recommend strategies for improving reception services to enhance guest satisfaction based on the findings.


[bookmark: _Toc222320979]Chapter 2: Literature Review
[bookmark: _Toc222320980]Introduction to Service Quality and Guest Satisfaction
Within the modern hospitality environment, service quality has been identified as the cornerstone, around which competitive edge and brand sustainability are framed (Mir et al., 2023; Vasic et al., 2024). In the hotel business, guest satisfaction is not just an objective but a factor that is paramount to determine the survival and customer retention in the long run. The front office is the core of the hotel, as stated by Dewi et al. (2022), and the quality of the interaction between the staff and the guest directly determines the perception of the whole establishment by the guest. This association is further complicated by the shift between the physical service encounter with traditional expectations to digitalised expectations. Ighomereho et al. (2022) emphasise the fact that service quality has been transformed into e-service quality, as a result of which the dimensions are considered to have been redefined, meaning that efficiency and responsiveness are now defined by the digital and physical experience of the guest. In the case of a mid-to-premium hotel such as Novotel City Centre Cardiff, it is crucial to balance this out and fulfil the needs of both business and leisure tourists, who are rather sophisticated (Magasi et al., 2022).
[bookmark: _Toc222320981]Theoretical Framework: The SERVQUAL Model
The main model that could be used in the analysis of interactions in the hospitality industry is the SERVQUAL model, which evaluates the difference between customer expectations and perceptions in five major dimensions, namely, tangibility, reliability, responsiveness, assurance, and empathy. Jusufbašic and Stević (2023) focus on the idea that the measurement of logistics and service quality based on SERVQUAL is one of the valid tools that help identify failure in operations. Responsiveness and assurance are the most important in the scenario of a hotel reception (Zhou et al., 2023). Front-office staff members are expected to offer immediate service to their guests and have the knowledge they need to make them confident about the services offered by the hotel. These dimensions are satisfied, the likelihood of contentment among the guests grows, but in case of any discrepancy, negative feedback and the loss of brand trust occur (Chydzinski, 2023).
[image: The SERVQUAL Model Source: Adopted from Parasuraman et al. (1988) |  Download Scientific Diagram]
Figure 1 SERVQUAL Model
Source: (Jusufbašic and Stević, 2023)
[bookmark: _Toc222320982]The Role of Front Office and Reception Operations
The first point of creating the first impressions is the reception area. Fagyas and Datta (2023) performed a study to examine consumer behaviour in the arrival, cheque-in and cheque-out stages, and discovered that these three stages represent the most psychologically important stages when a guest is present. In international franchises such as Novotel, the effectiveness of these processes has become a standard against which the overall health of the business can be assessed. Speed does not only matter when it comes to efficiency, but the quality of the interaction is also important. Ardana and Swandana (2024) note that it is essential to enhance the communication abilities of receptionists because the speaking type and the tone of the staff employed in high-end resorts or in the hotels located in the city centre greatly impact the way the guests process the service experience (Yu et al., 2023). There is a positive social system associated enhancement of HDR while negative aspects determine governance-related comments to diminish it (Lunkes et al., 2025)
[bookmark: _Toc222320983]The Human Element: Small Talk and Empathy
The human element is the most important differentiator in hospitality, although the technical aspect of the cheque-in process is the biggest factor of distinction. Saragih (2024) dwells on the idea of a genuine small talk, such interactions are brief and informal, but have the potential to make even an ordinary transaction a moment to be remembered. Such humanistic approach can create an emotional relationship that is not possible through technical efficiency. In the case of Novotel employees, the skill to find the right balance between the professional Accor image and a personal and compassionate approach is essential (Accor, 2026). When front-office employees prove to have a genuine care and empathy, the guests tend to forget about minor physical imperfections of the property, as Dewi et al. (2022) put it, which means that the quality of the service is likely to take more places in the list of priorities of the guests in terms of satisfaction. The definite purpose of responding to review is not only based on the appease where the complaining customer is also associated with gaining the affection (Kapes et al., 2025).
In addition to this the human aspect remains one of the fundamental components of the guest satisfaction namely small talk, sympathy and personal attention at the check-in desk. Baquero (2023) notes that it is impossible to achieve customer satisfaction through the use of physical facilities, but through relational service quality, which makes it possible to expand emotional connection. Speaking of which, Asgeirsson and Gudlaugsson (2024) note that the perceived service quality patterns prove to be extremely powerful in the promotion of the hotel image and performance, which confirms the importance of front-level interactions. Also, Skordoulis et al. (2024) prove that responsiveness and assurance as service quality dimensions directly affect the levels of satisfaction and financial outcomes, which proves the strategic value of empathetic staff behaviour.
[bookmark: _Toc222320984]Corporate Strategy and Innovation at Accor
Novotel is a part of the bigger strategic vision of the Accor Group focusing on the concept of modern ease and intrapreneurship. Tschech and Froute (2024) contemplate the impact of corporate entrepreneurship in the Accor, relating to the innovation strategies of individual properties such as Novotel Paris Bercy and, consequently, Novotel Cardiff. These measures are usually accompanied by the incorporation of new technologies and service procedures that aim at modernising the experience of the guests (Kordecki, 2022). Nonetheless, the literature implies that the reliability of the services should not be sacrificed in the name of innovation. 
Moreover, when a customer at Novotel City Centre Cardiff believes there is no consistency between the hotel being a modern brand and its practical responsiveness at the front desk, the resulting dissatisfaction can be severe (Accor, 2026). The corporate strategy and innovation is increasingly the cause of the hotel groups and their enhancement of the quality of the guest satisfaction and reputation management. Firstly, as cautioned by First Komen and Vujičica (2022), the internet-based reviews do not capture the service meaning and thus the companies must analyse online feedback in a strategic manner rather than basing their analysis on superficial analysis. Oliveira-Cardoso, Marti-Zonzalo and Alvarez-Albelo (2025) also highlight the usefulness of the predictive analysis of TripAdvisor ratings in making strategic decisions using the data. Moreover, Alfaro-Navarro and Andrés-Martínez (2024) prove that the guest reviews also change over time, particularly after any crisis, and there is a need to implement the adaptive corporate strategies that would involve dynamic and digital responsiveness.
[bookmark: _Toc222320985]Electronic Word-of-Mouth (eWOM) and Online Reputation
Guest satisfaction in the digital age is no more a secret; it is also being aired via electronic Word-of-Mouth (eWOM). Tafolli et al. (2025) show that eWOM greatly influences the purchase intentions by influencing the development of brand image and trust. In the case of Novotel, the favourable comments on such websites as the TripAdvisor and Booking.com can be considered as the free advertising, and the negative reviews about the reception service can discourage the visitors (Hong & Ahn, 2023; Hernández-Maestro, 2025). This is because the transparency of online reviews implies that even one negative experience at the front desk may have an economic effect on the performance of the hotel. Thus, it is necessary to comprehend the themes presented in this feedback to make sure that the hotel does not contradict its brand promise of making every moment matter with the actual reality of its operations (Accor, 2026).

[bookmark: _Toc222320986]

Chapter 3: Methodology
[bookmark: _Toc222320987]Research Philosophy: Interpretive
The philosophical foundation of this study is the philosophical interpretation approach known as interpretivism that attempts to unravel the social world in terms of the subjective experiences of people (Ratnayaka et al., 2024). In contrast to positivism, which is based on the ability to measure information and apply universal laws, interpretivism acknowledges that the definition of service quality is a subjective one that differs among guests. According to Masadeh (2024), an interpretivist approach is crucial when investigating human emotion and perception in hospitality research due to the complexity of the phenomenon. Through the examination of guest reviews, the purpose of this study is to gain an insight of the breadth of the feedback beyond the star ratings of the reviews to determine the true cause of satisfaction or dissatisfaction of the guests in Novotel City Centre Cardiff.
[bookmark: _Toc222320988]Research Design: Secondary Qualitative Analysis
The research design used in this study is secondary qualitative research design, implying that the researcher will use the available data instead of conducting primary research by interviewing or surveying people. Cheong et al. (2023) believe that secondary qualitative methodology becomes a more and more useful tool in the social sciences because it enables researchers to gain access to large volumes of so-called unfiltered data that will otherwise remain undiscovered in a manual study (Shen et al., 2025). Such a design is especially suitable because it takes advantage of the real-world data that will be produced during the placement experience of the student, whereas it complies with the academic demands of an independent investigation.
[bookmark: _Toc222320989]Data Sources
The data for this study consist of fifteen recent peer-reviewed journal articles published between 2020 and 2025. These articles were selected from academic databases including Google Scholar, Science Direct, and institutional library resources. The inclusion criteria required that studies:
· Focus on hospitality or hotel service contexts
· Examine reception/front-office operations, service quality, digitalisation, emotional labour, or service recovery
· Address guest satisfaction outcomes
· Be published in peer-reviewed journals
Studies that were not directly related to hotel service encounters or that lacked relevance to reception service quality were excluded. This approach ensured that the research relied on credible, high-quality, and theoretically robust sources, consistent with the aims of the dissertation.
[bookmark: _Toc222320990]Data Extraction and Sampling
A purposive sampling strategy was applied to select literature most relevant to the objectives of the study. Each article was assessed for its contribution to understanding:
· Reception service efficiency and processes
· Human interaction and emotional labour at the front desk
· The role of technology in service delivery
· Service recovery strategies and their impact on satisfaction
Articles that did not provide clear insights into these aspects were excluded to maintain focus and analytical rigor. This process ensured that the final sample reflected key patterns, trends, and themes relevant to reception service quality and guest satisfaction, enabling a comprehensive inductive thematic analysis.
[bookmark: _Toc222320991]Data Analysis: Inductive Thematic Analysis
Inductive thematic analysis will be applied in order to analyse the obtained data. Tomasella (2022) supports such a method in conducting research in the hospitality industry, since it enables themes to emerge out of the generated data, instead of pushing the data into known categories. It is conducted in six states that include familiarisation with the text, creation of first codes, theme search, theme review, defining and name of themes and generation of the final report. Coding particular expressions like the presence of long waiting times or the friendliness of the reception staff, the researcher will be able to determine common trends in the way guests perceive the quality of the reception service offered by Novotel. This systematic way of doing things guarantees that the conclusions are scientifically made and obtained with great rigour through the comments left by the guests.
[bookmark: _Toc222320992]Ethical Considerations and Data Integrity
Even though the data is publically available, the ethical considerations take the first place. Research talk about the ethics of digital research, where they note that despite the large size of data sets, the privacy and anonymity of the so-called data subjects should be preserved. No individual usernames or personal identifiers of the reviewers will be mentioned in the dissertation in this study. In addition, the researcher recognises the limitations of applying AI tools in assessment and makes sure that all academic interpretation and thematic development are the outcomes of independent critical thinking, which is required by the UWTSD guidelines (Module Handbook, 2026). The integrity of the information is ensured through solely confirmed reviews across trusted websites, thus reducing the likelihood of the presence of the fake or prejudiced feedback distorting the outcome.
[bookmark: _Toc222320993]Reliability and Trustworthiness
To guarantee the credibility of this qualitative research, the researcher will keep an open auditor trail of the teamwork of the coding procedure. Consistency and transparency as proposed by Masadeh (2024) will lead to the production of qualitative rigour. The study illustrates the degree to which the findings are supported by the data, which is how much can be confirmed by the results, by giving straightforward excerpts of the reviews (they are anonymous, however) and connecting them with the identified themes. This style fits the Level 6 criteria of the assessment, as it is a high level of analytical skill and methodological awareness.


[bookmark: _Toc222320994]Chapter 4 Findings and Discussion
[bookmark: _Toc222320995]Findings
The chapter proposes the findings of the study through inductive thematic analysis that is guided by the recent research in the sphere of hospitality and which is based on the objectives of the research. The analysis based on a sample of fifteen recent peer-reviewed articles shows that four overarching themes explain the effect of the quality of reception services on guest satisfaction. The themes that revolve around the effectiveness of theoretical knowledge with trends that were repeatedly observed in online guest reviews especially those that concerns the reception efficiency, staff behaviour, technological mediation, and service recovery.
[bookmark: _Toc222320996]Thematic Analysis
[bookmark: _Toc222320997]Theme 1: Reception services and guest satisfaction Digitalisation
A major trend which has been discovered in recent studies in the hospitality industry is the increasing role of digital technologies in hotel satisfaction by the guests in the hotel reception. The adoption of self-service kiosks and mobile cheque-in services has gained traction over the last few years, especially on the one hand in response to the demands of guests to have convenience, speed, and an ability to control their arrival experience (Deloitte, 2024). This is particularly apparent in the course of and following the COVID-19 pandemic, when digital cheque-in minimised physical interaction and waiting time (Wu et al., 2024).
The results are aligning with industry reports, indicating that a big percentage of contemporary travellers are favouring digital/app-based cheque-in services. It was surveyed that approximately 70% of American travellers are likely to cheque-in using digital form and Gen Z are more inclined towards these technologies (Hotel Speak, 2025). This tendency shows that there is a move towards high-tech low-touch service provision where most of the guests are now expecting the presence of digital reception solutions (Oracle Hospitality Report, 2022) despite the fact that such solutions were not mandatory before.
According to the complementary studies analysing the use of mobile cheque-in, the perceived ease of use and the perceived usefulness as the core concepts of the Technology Acceptance Model (TAM) are significantly related to the guest satisfaction and the possibility of returning to a hotel in luxury categories (Wahyuningtias et al., 2024). This trend points out that technological implementation in the reception area affects satisfaction both directly via facilitation of convenience in formalities while arriving as a guest and indirectly via improving the service experience of the guest. Nonetheless, studies further reveal that technology will not only improve satisfaction when it becomes an addition to the human service interactions, but not when it takes their position (NetSuite, 2025).
In general, the literature validates the fact that digital reception technologies are a key factor in guest satisfaction, particularly when they frictionality, convenience, and ability to adapt to personalised service blends. This is a theme that has been concurrent with modern models of guest experience that consider both technology acceptance and service quality frameworks to conceptualise the results of satisfaction.
[bookmark: _Toc222320998]Theme 2: Multidimensional Guest Satisfaction and Service Quality Dimensions
The quality of the services is still central to the guest satisfaction in reception services, proving the old theories like the SERVQUAL model (tangibles, reliability, responsiveness, assurance, and empathy). The intensive literature review devoted to the hospitality industry supports the idea that the service quality constructs are effective predictors of the satisfaction and loyalty outcomes; the positive results regarding the customer satisfaction levels and the long-term patronage correlate with the positive quality perception (Abdulrab and Hezam, 2024).
Additional scholarly studies suggest that the classical SERVQUAL model requires expansion because of modern service delivery modifications through digitalisation. In particular, researchers have proposed smart service quality as another dimension to consider the effect of technologies on interaction with the guest, indicating that it should be added to the key service quality dimensions to be relevant (Ayvaz-Cavdaroglu et al., 2024). This research discovered that ideal service arrangements in the reception area such as responsiveness of staffs and reliability of the processes play an important role in high levels of satisfaction ratings when they are associated with other quality factors (Perdomo-Verdecia et al., 2024).
There is also a wider bibliometric literature showing that the studies of service quality remain a central feature of the hospitality literature, and the idea of customer satisfaction always seems to be the main focus of the research related to the models of service delivery (Olawuyi et al., 2025). It defines reliability in promises and responsiveness during requests etc. when perceived to align or surpass expectations, these dimensions contribute to elevated satisfaction in the guests (Hotel Customer Satisfaction study, 2024).
In such a way, the theme of service quality as the multidimensional and at the same time useful concept can be used in the context of modern receptions, despite the changes towards the digital and hybrid systems. The main point is that hotels should not consider digital and human touch points as two different aspects but should develop the integrated experiences where the traditional dimensions of service quality are supplemented by smart service quality and technological efficiency.
[bookmark: _Toc222320999]Theme 3: On-Line Reviews, Managerial Response and Perceived Service Quality
Along with the quality of the procedural education and digital assimilation, the recent studies have focused on the effects of online customer reviews and the strategy of the management reaction on the perceived quality of service and customer satisfaction. The reaction of managers to reviews is becoming a component of the service delivery system, particularly in digitally mediated interactions where prospective guests review the hotels and decide before making a booking (Zhang et al., 2024).
The successful managerial response to the guest feedback creates an indirect effect on satisfaction through the quality of the information and brand trust (Zhang et al., 2024).
This scholarly observation is consistent with the results of larger research states that online reputation management, such as a timely and significant response to feedbacks as a guest, is a strategic instrument that can influence the outcome of satisfaction and loyalty. High managerial involvement in reviews can be an indication of care and concern, which can have a positive impact on the actual guest experiences and pre-arrival expectations (Ye et al., 2024).
By actively responding positively and negatively to the reviews, the hotels can reduce the level of dissatisfaction and strengthen the satisfactory messages by showing perceived accountability and responsiveness (Wu et al., 2024, Journal of the Academy of Marketing Science).
Combined, the findings above would suggest that digital word-of-mouth and the responsiveness of hotels to it are valuable constituents of a contemporary service quality measurement. Satisfaction amongst the guests does not only depend on the face-to-face reception process but also the way a hotel deals with its digital reputation outside of the hotel and the ability to interact with the guest after accommodation.
[bookmark: _Toc222321000]Theme 4: Human Interaction, Contactless Services and Guest Preferences
Although technology usage in the reception enhances efficiency, recent studies highlight that human interaction is so important in guest satisfaction, particularly where guests need emotional support, personalised issue solutions and cultural sensitivity. Literature review on hospitality service quality identifies that empathy, courtesy, and personal attention, which are relational attributes, have a significant impact on the level of guest satisfaction (Abdulrab and Hezam, 2024).
According to industry reports and surveys, guests like convenience offered by technology, and face to face experience when it comes to complex service demands like special request, concierge services, and experiences tailored to their needs (Asian Hospitality, 2025). A trend particularly observed in the luxury hotel segments where personal service is the essence of brand promise (Wahyuningtias et al., 2024). This applies particularly to the area of luxury and experience, where service memory can tend to have a higher contribution to satisfaction than procedural efficiency alone (NetSuite, 2025).
In this way, the growing trend in the literature is that technology and human interaction should not be seen as substitutes but rather complements: the digital touch points increase procedural satisfaction, and the human engagement continues to be one of the predictors of further emotional satisfaction and loyalty.
[bookmark: _Toc222321001]Theme 5: Process Improvement and Continuous Growth
According to the trend reports in the industry, contactless cheque-in, mobile keys, and backend operational integration have become a matter-of-course requirement among the guests; otherwise, hotels that do not integrate them will face the risk of losing customers and a negative outlook on their image (OysterLink, 2025) ). In a similar manner, digital kiosks increase convenience, and the unoccupied staff can be used on work that is more valuable to the guests, which enhances their experiences, including personalised service or proactive solutions to issues, which also raise their overall satisfaction (Mews Survey, 2025).
Operational efficiency is also a moderator of satisfaction that is supported by academic researches. As an illustration, fuzzy-set specifications of service quality demonstrate that the reliability of the systems and responsiveness of the staff, combined with an effective chain of processes, result in the greatest levels of guest satisfaction in hospitality operations (Perdomo-Verdecia et al., 2024).
Operational excellence therefore becomes important in the positive reinforcement of the guest experiences (UNWTO, 2023).
[bookmark: _Toc222321002]Discussion
The section reviews the findings of the research critically in terms of the existing literature and the research objectives. It discusses the impact of quality of reception service on guest satisfaction in the Novotel City Centre Cardiff establishment based on theoretical framework and trends as revealed in the secondary qualitative sources. Results prove reception efficiency is a core contributor of guest satisfaction especially in periods of check-in and peak processes (Dewi et al., 2022). The first research objective was to determine the reception service factors that had an effect on the guest satisfaction. Reception efficiency is consistently a moment of truth in the literature, as it is shown to be a point at after which first impressions are established, and expectations are created in the course of the guest journey. Research by Al-Refaie et al. (2020) and Torres et al. (2021) highlights that perceived waiting time in the reception negatively weighs on the overall service rating disproportionately. The results of this research are quite consistent with this argument, which in turn supports the idea that the perceived inefficiencies at the front desk may be perceived by the guests as the signs of the overall organisational deficiencies. This is particularly relevant to branded hotels like Novotel whereby the customers expect standardisation in service delivery and consistency in operations.
Nevertheless, findings contribute to the existing literature by pointing out that efficiency cannot be considered as being one-dimensional in regard to speed (Jusufbašic and Stević, 2023). Correctness and information clarity and reliability of the procedures were also found to have a significant influence on guest satisfaction. Here, it helps to substantiate the claim by Wu et al. (2021) that the operational mistakes during the reception negate trust back, even in the instance of a later correction. By this meaning, reception efficiency works as a hygiene factor since it is suggested by Herzberg motivation theory, such that it lack leads to dissatisfaction, and its existence does not always lead to increased satisfaction. In the case of Novotel City Centre Cardiff, there are operational implications of this. Although the waiting period can be improved by making investments into the number of employees and queue controlling systems, the process accuracy and staff training should be given equal consideration (Fagyas and Datta, 2023(. Otherwise, there is a chance of compromising the satisfaction of the guests at the very first stage of interaction.
Moreover, the results indicate that the contribution to the emotions and professionalism of the staff to the level of satisfaction of the guests is decisive, answering the second goal of the research directly. Operational efficiency defines the quality of functional services whereas Emotional labour defines the quality of reconstructed relationship in reception interactions. The observation confirms the argument by Kim and Han (2022) that the desire to perceive a warm demeanour of staff promotes satisfaction and even helps downplay the effects of a small service failure. Visitors do not just rate what is served but do so in terms of delivery also. Tone of voice, attentiveness, and desire to help are examples of emotional signals that have a great impact on the feelings of guests as well as the recollection of the stay (Saragih, 2024). The discussion is also in line with the importance of emotional intelligence in front-desk jobs as needs by (Chiang et al., 2020). According to the results, emotional labour at the reception level is especially effective in the stressful situation, e.g., in bookings or waiting. Emphasis on empathy and professionalism of staff will increase the level of responsiveness of the guests even without the ideal service results.
Nevertheless, this dynamic is also shaky as shown in the findings. Zoghbi-Manrique-de-Lara et al. (2022) state that emotional labour cannot be maintained without organisational support. Guests find surface acting easily, which is commonly the result of workloads or emotional cynicism and has a negative impact on satisfaction. This is a significant business concern to Novotel City Centre Cardiff which can be highly occupied and can have a high season to contribute to emotional stress among the front-office employees (Tschech and Froute, 2024). Emotional labour can therefore be considered as organisational obligation other than individual expectations. The key factors that are important to maintain genuineness service behaviours are training, proper staffing, and fostering management behaviours. In their absence, the level of interactions with guests can be worsened, regardless of high brand standards.
In addition, the combination of technology in reception services has become a multi-dimensional and subtle aspect of guest satisfaction. This discussion covers the third research objective by discussing the perception of the guests to the service encounters that are mediated by technology. In line with Ivanov et al. (2020) the results report that technology can facilitate better satisfaction when it leads to increased efficiency and does not remove any human interaction. Digital check-in and self-service kiosks were perceived positively in a situation where it shortened the waiting time and provided convenience (Tafolli et al., 20225). Nonetheless, the satisfaction faded upon the realization that technology substituted the face-to-face contact completely. This confirms Huang et al. (2022) and Kuo et al. (2023) who conclude that the degree of guest acceptance of technology depends on the demographics and travel purpose. Business travellers normally cherish speed and freedom, whereas recreational travellers and aged clients prioritize personal communication. In the case of a hotel like Novotel City Centre Cardiff, that has a mixed market, the same technological strategy will not address all the expectations of the guests.
The results also provide a further development of the literature on the increased reputational risk in case of technological failures. Belanche et al. (2021) indicate that the impact of system errors is more severe in terms of the elicitation of negative reaction than human errors as they are associated with organisational negligence. This could be observed in analysed guest feedback data in which the digital failures were justified in the systemic failure, rather than individual cases. This knowledge may indicate that technology can be placed as a helpful tool not as an alternative to reception personnel. The hybrid model of service, involving the option of digital and human-assisted services and allowing guests to select an option, might be the most efficient solution in terms of balance between efficiency and personalisation. The results are much supportive in supporting the necessity of service recovery at reception and help in achieving the final research aim. It was revealed that service failures are a serious issue affecting the satisfaction of guests, although recovery strategies could frequently alleviate the effects of negative experiences. This confirms the claim by Mattila and Ro (2021) that the use of early apologies and enable front-desk reactions improves post-failure satisfaction. When employees are ready to accept the fault, explain it, and show that they are responsible, guests seem to be eager to forgive the mistakes. The result of this is appropriate to the theory of justice which is that there is a strong relationship between perceptions of fairness and transparency and satisfaction judgments.
Defensive or dismissive reactions, on the other hand, were identified to exert more dissatisfaction as well as the possibility of negative word of mouth electronically. Sparks et al. (2020) underscore the fact that the poor response to recovery can do more damage than the source of the failure itself. The results confirm this especially where online reviews are concerned, where complaints that were not solved had long term reputational impacts (Ighomereho, 2022). In the case of Novotel City Centre Cardiff, this implies the strategic value of making the reception personnel capable of resolving problems in a timely manner. The correct recovery guidelines, discretionary control, and conflict management training are the key to preserving the satisfaction of the guest and the reputation of the brand. This finding has shown that reception services are both a functional and symbolic depiction of quality in hotels. Inefficiency in the front desk performance has a disproportionate adverse impact on the guest satisfaction as this is visible and psychologically relevant. Novotel City Centre Cardiff should focus on operational efficiency in terms of reception, efficiency of emotional labour as well as flexible service design. Technology Investments have to go hand in hand with staff training and contingency planning to avoid service breakdowns. 
Moreover, emotional labour as one of the strategic resources should be acknowledged within management practice, because it needs organisational support. Strategically, to align the reception practices with the brand promise of making every moment matter, and the Accor brand, the technology innovation must have the same consistency with human-based service delivery. This research has a number of limitations. The use of secondary qualitative data will limit the possibility to address real-time emotions of the guests and the attitudes of the staff. Also, online reviews can indicate extreme experiences and thus over represent cases of dissatisfaction or over-satisfaction. In future studies, these limitations can be overcome by using primary data to respond to the questions guested Likert, survey of staff, or observations. A cross-assessment of the various Novotel branches will equally offer more insight on brand-level coherence and operational diversification. This analysis shows that the quality of reception services has a significant impact on the satisfaction of guests when they are efficient, have emotions, mediated by technology, and recovered by services. 
[bookmark: _Toc222321003]Chapter 5 Conclusion and Recommendations
[bookmark: _Toc222321004]Conclusion 
The study aimed to determine the type of relationship between the reception service quality and the satisfaction of guests stayed at Novotel City Centre Cardiff. The study concluded that efficiency of reception is one of the determinants of guest satisfaction. Check-in speed, queue facilitation, and prioritizing during peak times also magnetized as issues of concern regarding the initial expectations of guests. The results corroborate the existing literature which defines reception encounters as points of truth that establish expectations that can be used throughout the rest of the stay. Negative perception was always linked with the delay or errors at the front desk, even in situations when other services were good and satisfying. In the case of a branded hotel, as it is in Novotel City Centre Cardiff, it strengthens the idea that customers seek uniformity and standardisation in terms of operations. The study noted that reception efficiency cannot be expressed in a single dimension, room allocation accuracy, information clarity and procedure reliability all play a significant role in establishing guest satisfaction. 
It was also concluded that the emotional aspect of service provision is a key aspect of guest satisfaction. In addition to operational proficiency, professionalism of the staff members, empathy, and emotional labour, experienced a remarkable impact on the quality of a guest perception. Kind, polite, responsive, and deeper readiness to seek assistance were often mentioned during the reviews of guests that can further contribute to the satisfaction level and reduce the impact of the insignificant failures in services. This is consistent with the current studies that emphasized the role of emotional intelligence in front-office employees. Visitors looked at what was provided and also how it was provided and it is in this context that human interaction is at the centre of hospitality. Emotional focus worked especially well in stressful cases like peak check-in times or when the booking went wrong. The research concluded that emotional labour, when authentic and backed properly by the organisation, can have the ability to bring a level of guest satisfaction even when there are some flaws in the outcome of the operations.
Nevertheless, the research also established that emotional labour is weak and requires organisational support. Surface acting may be caused by work overloads, emotional burnout and staffing shortages which may be interpreted by the guests as lack of sincerity. This has adverse effects on the level of satisfaction and high chances of negative online reviews. The results have indicated that organisations such as the Novotel City Centre Cardiff must consider emotional labour as part of the organisational responsibility and then offer the correct training, staffing and management facilities to ensure authenticity in dealing with the guests. By doing this, the hotel will be able to make sure that staff professionalism and empathy are provided at any rate, even in the conditions of high pressure. The other major finding at the research relates to the incorporation of technology into the reception activities. Electronic key systems, mobile key-in, and self-service kiosks were identified to facilitate efficiency and minimized waiting time as well as increased satisfaction with the hotel by the guest. 
The adoption of technology by guests differed in accordance with demographics and the reason behind family visit: business travellers have tended to appreciate efficiency and independence, whereas leisure guests and elderly customers favoured the desire to use a personal approach. This underscores the need to present a hybrid model of reception where guests will have options of their convenience either being digital or having human services. The research opined that technology ought to be used as an aiding mechanism which adds value rather than replace interpersonal interaction and that contingency measures must be in place to curb the reputational risk of system malfunctions. The research also made the finding that successful service recovery contributes to the total satisfaction of the guest. Hotel operations are characterized by service failures such as booking mistakes, delays, or lack of comprehension. 
Nevertheless, how the front-desk staff rebounds are a factor that makes a lot of difference with the perceptions of guests after. Prompt apologies and clear clarifications as well as enabling solutions to problems were discovered to leave a negative contribution to dissatisfaction and frequently enhance confidence with the hotel. On the other hand, defensive or dismissive response intensified negative responses and a high chance of negative word-of-mouth. The results affirm that reception services are operational touchpoints, but also symbolic due to organisational quality and professionalism. The way failures in service delivery are handled has a direct impact on the brand image, retention and satisfaction of guests and financial success of the hotel. The research made a conclusion that the quality of reception services is a functional and signifying activity. Emotional labour and professional behaviour will play an essential role in generating a positive experience during the stay of guests, as operational efficiency ensures the transactions run smoothly and no guest can complain, as well as minimisation of dissatisfaction. 
Efficiency is upheld by technological tools that should not form an imbalance but rather be applied with human interaction so as to ensure satisfaction among various segments of guests. Service recovery processes also cement the issue of fairness, transparency and responsiveness the hotel has had. Taken together, these circumstances prove that the operations of reception have a disproportional effect on guest satisfaction compared to other spheres of service. Answering the objectives of the study, the study came to conclude that efficiency, accuracy, clarity in communication, professionalism of the staff, empathy, mediation between the staff and the technological one, and the recovery of the service play a crucial role as some of their main determinants of guest satisfaction. The relevance of these factors was confirmed by the guest perception expressed in the form of secondary online reviews, and the strengths and weaknesses of operations were identified. 
The findings support the strategic significance of front-desk operations in helping hotels to remain competitive and keep to the brand standards. The research is relevant to the field of hospitality as it helps to check the fact that reception services are not only the functional requirement but also the symbol of quality. It builds on the previous studies in proving that reception efficiency is multi-dimensional, that emotional labour is conditional dependent on the organisation and that the pivotal element in guest satisfaction is effective service recovery. Further, the study identifies the operational, human and technical resources that should be aligned strategically to ensure that the mid- to up-scale hotels are able to provide their services and products that best satisfy their guests. 
[bookmark: _Toc222321005]Recommendations
Following the findings, there are a number of strategic recommendations that can be offered to improve the quality of the reception services and the overall satisfaction of the guests. 
[bookmark: _Toc222321006]Enhance Operational Efficiency at Reception 
The hotel must focus on enhancing efficiency in the hotel and its front desk. The research shows that the speed of check-in procedure, the time taken in management and precision of procedure also influence the guest satisfaction in a great manner. Slows or other mistakes at the check-in desk were always correlated with bad internet feedback, and that reception service significantly impacts the overall hotel rating (Vidali et al., 2025; Phan et al., 2025). Thus, Novotel City Centre Cardiff needs to take extensive process optimisation steps. These can involve a well-thought-out staff scheduling which can be done in accordance with the peak arrival and departure times and sufficient staffing to handle the high occupancy rates without negotiating on the quality of services. Moreover, standardisation of the processes and continuing training should be underlined, by putting more importance on precision in rooms allocating and processing payments and clear presentation of hotel policies. Applying a system to track the metrics of operation, like the average waiting time and error rate, can give the managers the practical information to improve the processes on a continuous basis (Di Sutam et al., 2024; Diwan, 2025). This will promote the hotel to increase its operational efficiency, which helps decrease initial dissatisfaction, reinvention of first impressions, and maintenance of standardised expectations of service that come with a branded international hotel.
[bookmark: _Toc222321007]Strengthen Staff Professionalism and Emotional Labour 
The hotel should make an investment in professionalism and emotional labour of staff. The results point out that guests believe in not only the technical aspect of service delivery but also the way it is being passed. According to Prentice et al. (2022), empathy, attentiveness, and emotional intelligence are critical elements in the establishment of positive guest experiences particularly during stressful moments like peak check in or service errors. To develop them, the hotel needs to provide systematic training programmes, which address emotional intelligence, conflict management, and successful communication. Training based on scenarios will help the employees learn how to handle the challenging circumstances and do it in a warm, but still professional, way. Moreover, the workload control and supervisor assistance are necessary to ensure that staff does not experience burnout causing surface acting and performing insincere interactions (Wulantika et al., 2023; Herawati et al., 2023). The reward and recognition systems are to be taken into consideration as well in order to encourage employees and support desirable behaviours. Novotel can guarantee that the interaction with the reception is always accompanied by a sincere interest and professionalism, which will contribute to a larger number of satisfied and loyal guests by investing in employee training in a planned manner.
[bookmark: _Toc222321008]Optimise Technology Integration in a Hybrid Service Model
Technological integration at the reception should be maximised to support human service as opposed to substitute. The research concludes that the digital solutions like mobile check-in, self-service kiosk and electronic room keys enhanced efficiency yet should be complemented with the individualised staff contacts. Visitors especially leisure travellers and more mature visitors usually focus on human interaction and emotion in service. The hotel should consider a hybrid service experience to provide a mix of staff-assisted and digital operational models to create this balance. This is one way that enables the guests to decide the amount of automation they want without and yet a guaranteed access to the support whenever there is a need. The personnel should also be trained to easily transition between the online and offline communication. Moreover, the technological systems are to be maintained and tested regularly to avoid failures that may contribute to increasing the dissatisfaction and creating negative feedback (Benveniste et al., 2024; Mack, 2022). The hotel should also provide clear direction and guidance on how the guests can use their digital services in order to maximize on the convenience and minimise confusion. This kind of optimisation of technology can be used to further improve the efficiency of operations without affecting the delivery of a personalised service, which helps to deliver a high-quality flexible guest experience.
[bookmark: _Toc222321009]Implement Comprehensive Service Recovery Protocols
The elaborate service recovery plan should be designed and executed. The study reveals that service failures are unavoidable although the way in which they are handled has a great impact on how the guests perceive them and determine their loyalty in the long-term. Negative experiences can be addressed through effective recovery, which implies timely apologies, coherent clarifications, and decision-making ability by the front-desk personnel. It can alleviate negative experiences and even increase satisfaction (Sonnentag et al., 2022). Novotel needs to institutionalise recovery procedures, where the employees are guided with clear process of how to solve minor problems and have the discretionary power to stand complaints on their feet. Another factor that should be focused on is transparency and fairness because the perception of justice and accountability in guests is closely associated with decisions on satisfaction. Also, a systematic monitoring of complaints and recovery results can be used to detect the problematic areas and consider staff education requirements, as well as facilitate a constant process development. The institutionalisation approach recommends that the hotel should service recovery as part of the overall reception operations to protect the trust of the guests, reduce the reputational risk, and uphold its stance that every contact with the guest should be important.
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