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Abstract
The project under research is the study of service innovation strategies and their role in the improvement of the guest experience in Hermitage Park Hotel, Coalville, especially how the independent hotels could compete effectively with the chain hotels operations through the innovation in the service delivery. In the study, the interplay between service innovation behaviour and general guest satisfaction is investigated whilst investigating competitive positioning of the independent hotels in the local hospitality market.
A thorough case study approach that triangle qualitative interviews, observational data, and analysis of guest feedback on online platforms allow this study to uncover substantial potential of independent hotels to use service innovation as a competitive asset. The study establishes varying differences between independent and chain hotel service delivery philosophies, whereby the former is more flexible and personalisation service delivery, whereas the latter is more exceptional in standardisation and adoption of technology.
The main results imply that the service innovation initiatives of Hermitage Park Hotel, though showing personal excellence in the customised dealings with the guests and local market expertise, are limited in the aspects of technology acceptance, professionalisation of staff training, and formalised service enhancement procedures. Analysis of guest satisfaction shows that guests especially appreciate personalised service experiences and local authenticity, which should come naturally to independent hotels trying to compete with standardised chain operations. Nonetheless, there are lags in digitized service provisions, efficient workflow procedures, and uniformity in the provision of the standards of service quality between various departments and service sessions.
The study establishes four key service innovation improvement zones, namely integrating technology to optimise operational efficiency, methodical staff training programmes that strike the balance between personalisation and consistency, creation of local experience products that cannot be replicated by the hotel chains, and absorbing guest feedback systems that allow constant upgrading of the services. Review of guest reviews and satisfaction indicators analysis carried out indicates that service innovation in independent hotels necessitates a balance between operational efficiency and personalised delivery of service.
It is suggested that they should develop technology-enabled personalisation systems, invent signature local experiences based on the Coalville location of the hotel, introduce structured service training programmes that allow individual creativity of staff members but guarantee service quality, and introduce systematic processes of guest feedback collection and analysis. The research arrives to the conclusion that independent hotels can compete with service innovation by emphasising on the flexibility, local expertise and personalised service delivery that are their natural strengths and strategic adoption of practices that have been shown to work in chain hotel operations. This study helps in the knowledge of how standalone hospitality businesses can optimise their competitive positioning by implementing refined service innovation strategies that are contingent to their operation capacity and market positioning.
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[bookmark: _Toc200569276]Chapter 1: Introduction
The modern hospitality business is carried out under a more competitive environment whereby service innovation forms a main distinguishing aspect among prosperous and flailing hotel businesses (Ottenbacher, 2007). Particularly, independent hotels are struggling with the competition with large chain operations, with economies of scale, standardised processes, and heavy investments in technology (Sainaghi and Baggio, 2020). Nevertheless, independent properties have exclusive opportunities in flexibility, personalisation, and local market insights that can be utilised with the help of strategic service innovation to improve the experiences of guests and their competitive standing (Sanchez-Franco and Aramendia-Muneta, 2023).
Hermitage Park Hotel, in Coalville, Leicestershire is a typical example of an independent hotel operation that is confronted by the twin pressing issues of remaining competitive and relevant, whilst retaining the features and attributes that make it special and different to the chain options available. The hotel is situated at Whitwick Road and caters to the business and leisure segments of the regional hospitality market and competes with other independent and chain hotels over the market share (Hermitage Park Hotel, 2025). The location of the hotel in the Leicestershire market gives it a chance to cater to a wide range of guest categories, including not only tourists visiting the local sights but also business travellers in need of comfortable lodgings in the area.
Over the period that the researcher was on placement at Hermitage Park Hotel, several keen observations indicated that there were both massive opportunities as well as operational challenges about service innovation and experience improvement as far as the guest is concerned. The hotel has shown some specific strengths in areas of personalised interactions with the guests and local market expertise but weaknesses in areas of technology usage, formalised service enhancement procedures and ability to compete with other larger chain hotels. It is upon these observations that this in-depth study is based on the topic of how independent hotels can successfully employ service innovation in improving guest experiences without rendering their operations unviable and obsolete.
This study is of importance in that it touches on the increase in relevance of service innovation in the operation of hospitality businesses especially those that are independent and are in need of establishing themselves in a saturated market (Kim and Mauborgne, 2005). The knowledge of the role of service innovation strategies in guest satisfaction and competitive positioning presents a valuable insight into the expertise of hospitality professionals dealing with the management of independent properties and adds to the academic understanding of service innovation practices applied in resources-limited settings. The study focuses on real-life issues that currently trouble the independent hotel business but creates wider implications pointing to how the hospitality sector should view service innovation and experience improvement about its guests.
The proposed research is an attempt to critically analyse the concept of service innovation strategy in the operations of Hermitage Park Hotel to compare the approach of independent hotels with that of chain hotels with a view of establishing areas of improvement in guest experience creation. The research aims and objectives can be identified as the analysis of the service delivery variances between independent and chain hotel operations, the analysis of the relationships between service innovation activities and the level of guest satisfaction, and the formulation of practical recommendations that can be applied by independent hotels to improve the market presence by implementing service innovation. By methodically examining these fields, the research aims at contributing practical knowledge that would benefit the competitive positioning of Hermitage Park Hotel in addition to imparting knowledge on independent hospitality business on the industry on the best approach to service innovation.
[bookmark: _Toc200569277]Chapter 2: Literature Review
[bookmark: _Toc200569278]Service Innovation in Hospitality Operations
Service innovation in hospitality operation involves the process of designing and introducing a new service offering, service delivery procedure, or a new service operation method that will enrich the experiences of the guests and generate competitive edges (Ottenbacher, 2007). The notion moves beyond the notion of technological innovation to encompass processes, staff training developments and systematic service delivery methods that distinguish hospitality operation amongst the competitors and that fulfil the expectations and desires of the guests, as their needs change.
In modern day hospitality, research has become quite emphatic about the significant role that service innovation plays in ensuring a competitive relevance in rather crowded market situations (Brotherton, 2012). The speed at which guest expectations are changing due to the impact of technology creation and exposure to service experiences in other industries, places constant pressure on hospitality operations to be innovative in-service delivery methods, operation efficiency and profitability. This is a strain especially upon the independent hotels which do not enjoy the resources and economies of scale that the large chain operations are able to utilize but are forced to seek the same guest segments and market share.
Service innovation and its connection with the competitive advantage have been widely reported in the hospitality literature and the studies incessantly support the evidence that innovative service strategies may lead to improved guest satisfaction, higher loyalty levels, and better financial results (Anderson et al., 1994). Yet, the implementation of service innovation must consider operational capabilities, market positioning and availability of resources especially about independent hotels that must work under strict budgetary constraints and limited staffing frameworks.
[bookmark: _Toc200569279]Guest Experience and Satisfaction Drivers
Guest experience refers to the overall interactions, impressions and perceptions that guests create during their association with hospitality operations, starting with the first points of contact to post-departure follow-up (Kotler et al., 2017). The Analysis of the multifaceted nature of guest experience allows hospitality professionals to define the touchpoints that are critical to the service element to introduce service innovation to generate significant changes in the satisfaction levels and enable operations to stand out against the competitors. Studies show the perceptions of guest experience to be a major determinant of satisfaction levels, intentions to re-visit the establishment, as well as word-of-mouth recommendations that are among the business performance drivers.
The SERVQUAL model by Parasuraman et al. (1988) offers some basic knowledge on the service quality dimensions that lead to guest satisfaction, which are reliability, assurance, tangibility, empathy, and responsiveness. These dimensions are still applicable to the modern-day hospitality operations but the proportions of their significance and even the methods of measuring them have shifted to represent the shifting guest anticipations and technological capacities. Digital savvy guests are also demanding more seamless convergence between digital and human delivery of services, experiences that are personalised based on guest preferences and effective prompt settlement of any problems or concerns that arise during their stay.
Service quality perceptions and overall corresponding satisfaction levels in the studies of customer satisfaction in the hospitality industry have exhibited high correlations, and a special focus on the significance of surpassing the expectations of the guests, instead of meeting them (Crossman, 2024). This observation implies that service innovation activities must be directed towards the generation of remarkable experience, which would set hospitality operations apart against the competitors and foster emotional links, which would lead to guest loyalty and word-of-mouth marketing.
[bookmark: _Toc200569280]Independent versus Chain Hotel Operations
Hospitality industry covers a wide range of operation models where independent hotels and chain operations are based on entirely dissimilar notions of service provision, operations management and competitive positioning (Papiryan, 2008). Independent hotels are generally more flexible in terms of service customisation, adaptation to local market demands, and personal approach to interaction with every guest, whereas chain operations enjoy such advantages as standardised processes and technology integration, and economies of scale that allow delivering similar service in a range of properties.
The studies focused on operational disparities between chain and independent hotels identify some unique benefits and problems linked to both paradigms (Segel et al., 2015). Standalone properties can be particularly strong at producing locally flavoured, one-of-a-kind experiences that incorporate regional traits and cultural features, whereas chain operations offer reliability of service quality and facilities that are prized by guests who want to have similar experiences in various destinations. It is these differences that provide the independent hotels with an opportunity to make differentiation via service innovation which plays to their natural advantages whilst seeking to overcome operational constraints via strategic enhancements.
Competitive relations between chain and independent hotels have been strengthening because of the expansions of online distribution systems and guest review systems that make the industry more transparent in terms of service quality and levels of guest satisfaction (Booking.com, 2025). The independent hotels find themselves in a position to not just compete on the traditional independent variables of location and pricing but on the service innovation and quality of guest experience that can be easily compared across property types and operating models.
[bookmark: _Toc200569281]Technology and Service Innovation
The aspect of technology integration is an essential aspect of modern service innovation in hospitality operations, which can result in operational efficiency, guest communication, and personalised service delivery methods (Das, 2024). The recent fast-growing development of hospitality technology solutions, property management systems, customer relationships management systems, and guest communication applications provides the hotels with the possibility to rationalise operations and impress guests with the more prompt and personalised service delivery.
Studies (Buhalis and Law, 2008) show how technology has been transformative in terms of its operation in the hospitality industry, citing examples such as online booking systems that have helped in the management of reservations more efficiently to mobile applications which have helped to facilitate a smooth communication with the guests and requests of services. Nonetheless, the implementation of technology in the independent hotels is somehow limited due to the factors of affordability, employee education needs, as well as the hassles of integrating the new technology with the current systems of operation. These limiting factors necessitate critical examination of technology investments to guarantee good returns on investment without interfering with the traditional service delivery methods.
The development of artificial intelligence and data analytics capabilities presents specific opportunities in terms of service innovation in hospitality operations, allowing to deliver predictive services and personalised recommendations, as well as to optimise operations based on an analysis of guest preferences (Leachman and Scheibenreif, 2023). Nevertheless, to be successful, technology implementation must be carefully balanced between automated effectiveness and the human interaction quality enough not to break the personal relation appreciated by hospitality guests.
[bookmark: _Toc200569282]Staff Training and Service Quality
Human resource management serves as a primary aspect of service innovation in hospitality operation, where the ability of the staff, training programmes, and service delivery skills directly affect the quality of experience and satisfaction levels of the guests (Muhammad et al., 2023). Hospitality services are labour intensive, and this makes them particularly reliant on the performance of their employees; hence systematic methods of recruitment, training and performance management must be undertaken to ensure that the services innovate as per the goals set, without affecting operations negatively.
Studies conducted by Harter et al. (2002) indicate that there are strong relationships amid staff satisfaction, engagement rates and consumer (in the service sector) satisfaction, implying that any service innovation initiative should aim at staff development/motivation as much as it should focus on improving services to the guests. This relationship is especially applicable in the independent hotels where individual employees can tend to affect the guest experiences more than the highly standardised chain operation.
Service-oriented organisational cultures that facilitate innovation and ongoing improvement must be developed through systematic staff training procedures, performance feedback, and recognition programmes that propose inventive problem-solving and active guest service (Boella and Goss-Turner, 2013). Such methods should strike the right balance between standardisation, which is necessary to maintain the quality of service, and flexibility, which is needed to create a personal contact with the guest, as well as to react to unusual situations or requests.
[bookmark: _Toc200569283]Performance Measurement and Continuous Improvement
The innovation of successful service needs the systematic methods of performance measurement allowing the hospitality operations to evaluate the implications of innovation programmes, and at the same time point out the areas of constant enhancement (Deming, 2000). The conventional measures of hospitality performance, such as occupancy rates, average daily rates and revenue per available room, although they are significant financial measures, might not reflect the entire implication of service innovation on guest satisfaction and competitive stance.
Modern performance measurement strategies include a growing number of guest satisfaction metrics, analysis of online reviews, and service quality measurements that allow gaining a broader insight into the success of service innovations (Grant, 2022). These methods allow hospitality operations to discover precise areas that service innovation generates quantifiable enhancements in guest experiences and segment areas that need more focus or development.
The incorporation of continuous improvement approaches in the operations of hospitality establishments aids in the continuous service innovation by systematically revealing improvement potential, applying improvement interventions, and evaluating the outcome that guides subsequent improvement activities (McLaughlin, 2009). This strategy is especially useful with small hotels that want to be competitive against bigger chain hotels by making small steps but leading to a considerable competitive edge in the long term.
[bookmark: _Toc200569284]Competitive Strategy and Market Positioning
The innovation in services as a part of hospitality operations must be linked with the overall competitive strategies and market positioning goals so that the synergies of innovation activities produce sustainable competitive advantages, not the short-term enhancements (Porter, 1985). The independent hotels especially have a challenging time trying to come up with a competitive strategy that will make them stand out of the chain hotels and meet the needs and expectations of the modern hospitality guest that keeps on changing.
Competitive advantage Porter, competitive advantage independent hotels are also well-guided by Porter competitive advantage framework to compete using service innovation, whereby the different options available are cost leadership, differentiation, and focus strategies that capitalize on the unique operation features and market positions (Porter, 1979). The independent hotels are usually most successful when they utilise differentiation and focus strategies which focus on unique service offering, personalised guest experience, and local market knowledge which cannot be easily imitated by a chain operation.
The rise of the alternative accommodation suppliers, such as Airbnb and other sharing economy operators, poses further threat of competition to the traditional hotel businesses, at the same time as it demonstrates the significance of service innovation as a factor of market relevancy (Sainaghi and Baggio, 2020). Independent hotels must exhibit Event Value propositions which warrant premium pricing over and above the other forms of accommodation and offer service experiences which match or surpass the expectations of the guest who has been exposed to a wider choice in hospitality experiences.
[bookmark: _Toc200569285]Local Market Dynamics and Regional Considerations
A key element in the success of service innovation in the operation of independent hotels is the ability to understand and utilise local market attributes, guest profile, and regional competitive relationships which shape demand profiles and service aspires (Tribe et al., 2005). The location of Hermitage Park Hotel in Coalville, Leicestershire, generates certain opportunities and challenges associated with local tourist flows, Corporate travel demands, and competitive situations in the local hospitality market.
The existence of regional tourism development in the Leicestershire region, comprising of tourist attractions like Conkers and the National Forest, as well as being close to the East Midlands Airport, generates guest mixes with different service expectation and stay pattern characteristics (Office for National Statistics, 2024a). The knowledge of these market dynamics can help the independent hotels to come up with service innovation strategies that match the real needs and preferences of guests as opposed to the generic hospitality trends which in most cases do not necessarily mirror the local market realities.
Competitive environment in the Coalville region encompasses independent and chain hotel activities, and this presents a chance to perform differentiation by introducing services that cannot be matched by the chain hotels due to lack of local knowledge and connections to the community (Northwest Leicestershire District Council, 2025). Nevertheless, the threat of substitute accommodation brands and online accommodation booking sites demands proper positioning and service innovation which establishes clear value propositions to potential guests comparative shopping accommodation options in the region.
[bookmark: _Toc200569286]Chapter 3: Methodology
[bookmark: _Toc200569287]Research Design and Philosophical Approach
This is qualitative case study research that aims at exploring service innovation strategies and their role on improving guest experience at Hermitage Park Hotel, Coalville. The use of the case study approach was determined as the most suitable methodology to investigate the complicated organisational phenomena in the context of the real world and thoroughly explore the practices of service innovation and the challenges of its implementation and such measures of its effectiveness in a single hospitality operation (Nohria, 2021). This research method provides the possibility to consider in depth the current practice and to consider the multiplicity of the factors based on which the success of the service innovation in the practice of independent hotels depends.
The research engages an interpretivist philosophical approach, valuing the fact that perceptions related to service quality are subjective and that there is a need to hear a multitude of voices in the hotel case (Bryman, 2016). It lies in the acknowledgement that the service innovation performance and the guest experiences owe their complex interactions between operational capabilities, staff performances, guest expectations and market competitive conditions that cannot be greatly comprehended through the mere quantitative evaluation measures.
A case study research approach allows analysing service innovation using a variety of data and perspectives, thus gaining in-depth insight into the nature of the present practices and their efficiency and helping to design practical recommendations based on the in-depth knowledge of the unique organisational setting (Collis and Hussey, 2014). This methodology will facilitate the development of practical insights capable of transforming the service innovation aptitude of Hermitage Park Hotel in addition to enlightening the wider body of knowledge with respect to what constitutes practical methods unattached hospitality business.
[bookmark: _Toc200569288]Data Collection Methods
The methods used in primary data collection varied to have a wide coverage of service innovation practices in the various facets of hotel operation and stakeholder views. Semi-structured interviews targeting key service personnel such as hotel manager, department supervisors, front line service delivery staff, and maintenance staff were carried out to obtain a variety of views regarding the present service innovation practices, hindrances to implementation, and the efficacy of current practices as perceived by them. The interview questions were in the areas of service delivery processes, innovations activities, training programmes, guest feedback management and service improvement suggestions.
The data that was used to populate this section was gathered during the placement period by systematic recording and observation of service delivery processes, the patterns of interaction with the guests, operations and innovation implementation procedures. This ethnographic approach helped to understand the real practices compared to the declared policies as well as to identify the informal practices of innovation, which might not be reflected in official documents or during interviews (Marshall and Rossman, 2016). The check-in procedures of the guests, service recovery scenarios, interdepartmental communication/coordination and employee reactions to guest requests/challenges that were not normal were observed.
Documentary analysis was used to analyse the current policies, procedures, training manuals and operational manuals in the hotel about service delivery and implementation of innovations. This secondary data gave the background to the interpretation of formal service innovation commitments and how they are embedded in operational practices at the same time as it indicated where records do not necessarily represent what is done or what the current innovation projects are (Silverman, 2011). It was analysed along with evaluating guest feedback records, staff training programmes, service standard documentation and performance measurement systems.
The analysis of guest feedback was based on publicly available online reviews on such websites as TripAdvisor, Booking.com, and KAYAK to evaluate the quality of the services through the eyes of the guests, the level of their satisfaction, and potential ways to improve (Costello et al., 2017). This netnographic method allowed examination of guest experience and service innovation performance through the lens of customer experience and gave an idea of the competitive position against other regional hospitality businesses running. Analysis of reviews was done on service quality indicators, drivers of satisfaction, complaint trends, and improvement recommendations.
[bookmark: _Toc200569289]Sampling Strategy
The sampling approach used was purposive sampling to make sure that the major stakeholder groups in the operations of the hotel and different segments of guests as reflected in online review sites were represented (Saunders et al., 2012). The participants among the staff were chosen based on their position in guest-related operations, participation in service innovation processes, and their time of employment in the organisation so that to cover the range of service delivery practices across various departments and levels of experience.
Interviewed parties consisted of front office operations, housekeeping, food and beverage services and management representatives to encapsulate a variety of opinions regarding the issues and prospects of service innovation within different operational sectors. The sampling method favoured those who had direct contact with guests coupled with those who were support staff but whose actions affected the quality of guest experiences behind the scenes by contributing to service delivery.
Systematic online review sampling in terms of time and variety of review sites and type of review (guest experience versus service quality) was used in guest feedback analysis to obtain a representative sample of guest experience and service quality perceptions (Veal, 2006). The sampling plan concentrated on the reviews over the last twelve months to accommodate the present performance of service delivery whilst maintaining the numbers that would allow spotting the patterns and trends in the guest satisfaction and effectiveness of service innovations.
[bookmark: _Toc200569290]Ethical Considerations
The study followed the ethical research standards of the University of Wales Trinity Saint David, whereby all the respondents were informed about the study in advance, and the study preserved the privacy of operational and competitive data (Robson, 2024). The subjects also got informed of the purpose of the research, the use of the data, and the right to stop the participation process at any point in the data collection process without any penalty or adverse effects.
The processes of data collection took into consideration the needs of the hotel operations and caused minimal inconvenience to the normal running of business and service delivery to the guests. The scheduling of interviews was done in consideration of staff availability and operational needs to ascertain that participation in interview did not conflict with guest service duties and do not affect the efficiency of operations during peak operations.
All the data included in the analysis of guest feedback was publicly available on online review websites, which means that neither private nor confidential data of guests was obtained or used during research. Aggregate patterns and themes were analysed, and the identity of the individual guests or any personal data that may identify a person and compromise privacy or confidentiality needs were avoided.
All the data collected was kept in a safe place and only the researcher plus the academic supervisors directly involved in the research project could access the data. The University guidelines and best practices in the hospitality industry on the retention and disposal of data were adhered to ensure that sensitive information in terms of operations and competition was not accessed or disclosed by unauthorised persons.
[bookmark: _Toc200569291]Research Limitations
The case study approach gives comprehensive accounts of service innovation practices in a single hotel operation that might hinders the generalisability of the results to other independent hotels that are exposed to disparate market situations, competitive circumstances, or operational backgrounds (Kaptchuk, 2003). Nonetheless, the descriptive analysis of activities and issues in Hermitage Park Hotel can offer some useful ideas to be considered in the operation of the others with the understanding that the contextual variations might demand the adjustments of certain suggestions.
The placement period itself allowed gaining considerable experience in the work of the hotel in various seasons and occupancy rates, however, a more long-term follow-up could answer more questions about the service innovation efficiency during a long period of time and under different market circumstances. The eight months long period of placement allowed Operational diversity, at the same time being within the bounds of realistic research limitations and the demands of the academic programme.
This was because some of the operational and financial data pertaining service innovation initiatives were commercially sensitive and competitive. This limitation necessitated the use of published information and employee opinions as opposed to thorough financial evaluation of costs and returns on investment of the innovation programmes, although adequate data was present to enable an evaluation of practical implementation issues and indicators of effectiveness.
The coverage of a single, independent hotel operation, although entailing valuable details on practices and challenges, might not be representative of the diversity of service innovation practices adopted by independent hotels of different types and placed in dissimilar market segments and competitive environments. Nevertheless, the study offers useful suggestions of service innovation deployment in mid-market independent hotel operations that can claim a sizeable portion of the hospitality sector.
[bookmark: _Toc200569292]Chapter 4: Findings and Discussion
[bookmark: _Toc200569293]Current Service Innovation Practices
Research into service innovation at Hermitage Park Hotel indicates that service improvement is mainly informal and innovation in service is more likely to arise out of the personal initiative of staff rather than through formal organisational initiatives. Interviews with staff suggest that service enhancements generally evolved on a trial-and-error basis in response to guest demands or operation issues, and as such represent the flexibility that comes with independent hotel operation but without the systematised implementation and assessment methods that bigger chain operation tends to employ.
The hotel has some specific strengths in personalised guest service delivery as front office staff have shown to have extensive knowledge of repeat guest preferences as well as local area knowledge which they can use to make personalised recommendations and adjustments to their guest service delivery. An observational data indicates a pattern of trying to personalise the interaction with the guest by remembering guest preferences, giving local restaurant recommendations, and catering to unusual requests that are not part of the standard service package. Such personalisation attempts are critical competitive assets in comparison to the standardised operations of chain hotels but are not accompanied by systematic documentation or training regimes that would allow to achieve consistency among all personnel and service interactions.
The use of technology is also not at par with the current requirements in the industry, as the hotel resorting to simple property management systems in carrying out the tasks of reservation and billing without incorporating customer relationship management features and guest preferences tracking systems. According to staff, information about guest preferences depends more on personal memory and word-of-mouth communication among team members than on any systematic record-keeping that might enable to provide continuously personalised service delivery across staff shifts and departments. By limiting the hotel in taking advantage of technology in service innovation it also poses the risks of inconsistency in service delivery as staff members are absent or when new staff members have not yet developed the knowledge of guests.
The innovation in the food and beverages services is ambivalently effective, though the hotel restaurant features locally sourced menu options, as well as seasonal specials that incorporate the regional cuisine favourites, it is limited in the menu versatility and preparation capacity during the peak service times. Kitchen staff report a readiness to address special dietary needs, as well as preferences in preparation where operationally possible, but there are no systematic methods of dietary accommodation and menu personalisation. The analysis of guest feedback shows that they appreciate the offering of local food and readiness of the staff to meet special requests but note the inconsistency of the service and the availability of the advertised menu items during peak hours.
Housekeeping and maintenance display signs of creative problem solving to overcome facility shortcomings and guest comfort related issues, with employees devising informal standards of dealing with routine problems and improving the appearance of rooms given the prevailing resource levels. But these innovations are not really documented and thus rely on the memory of individual staff members as opposed to being a part of systematic improvement efforts that could be consistently applied and successively updated according to the reactions of the guests and calculation of operational performance.
[bookmark: _Toc200569294]Guest Satisfaction and Experience Analysis
Evaluation of the reviews left by guests on online review sites shows the patterns of satisfaction that can be used to identify areas of strength and areas of opportunities in the service delivery model adopted by Hermitage Park Hotel. The consistent themes in the positive feedback are the friendliness of the staff, their eagerness to help with local information and suggestions and how well located the hotel is to access the regional attractions and business locations. The fact that guests often talk about personalised treatment by staff and the attempts to cater to individual needs and requests shows that the informal style of personalisation adopted in the hotel produces relevant positive experiences in a significant number of cases.
The score of guest satisfaction on large booking sites is 7.2 out of 10, which places the hotel in the ranges of acceptable performance but not the outstanding one among the competitors in the region (TripAdvisor, 2025). When broken down in detail, there is considerable variation in the satisfaction levels by service area with front office interaction generating uniformly positive comments whilst the standards of housekeeping and food service quality showing greater variability in terms of guest perceptions. This trend implies that service innovation initiatives are most successful in departments where employees can interact with guests directly and are limited in functional spaces that need methodical process advancements.
The most frequent guest complaints focus on technological inconveniences, such as unreliable Wi-Fi connection, ageing room entertainment system, and a lack of digital channels of communication to request a service or learn more about the area. About 35 percent of all negative reviews contain technology-related issues, which implies tremendous potentials of service innovation by undertaking strategic technology investments to meet the connectivity and communication requirements of the guests. Nevertheless, the guests always appreciate the attempts of the staff to cope with technology drawbacks with the help of the other methods of assistance, which means that the quality of the personal service partly rebalances the technology insufficiency.
The effectiveness of service recovery presents mixed outcomes, as the staff is highly motivated to resolve the issues raised by the guests but has no structured guidelines to ensure the regular resolution of the problem and subsequent communication to the guest. Guest review shows that they like that the staff is responsive to complaints and is ready to at least try to resolve the issue, but the results vary greatly and depend both on a particular staff member and a particular problem experienced. This inconsistency implies that there is a chance of service innovation by creating a series of codified service recovery procedures that provide the staff with the flexibility they need but guarantee a particular problem-solving method.
Repeat customer reviews offer specific clues on service innovation performance, whereby returning customers report on the enhancement on certain service aspects and certain unaddressed issues that continue to impact their intentions to refer other customers to the hotel. Long-term guests value staff awareness, and personalised treatment but are dissatisfied with the operational glitches that keep on occurring indicating a lack of systematic improvement procedures. This trend suggests that the informal methods of service innovation do yield significant outcomes in the context of relationship building, but such efforts must be complemented by methodical facilitation of operational enhancements to work around the limitations of service delivery.
[bookmark: _Toc200569295]Competitive Positioning Analysis
Relative to the operations of regional chain hotels, comparative analysis of the service approach of Hermitage Park Hotel demonstrates that there are specific positioning advantages and challenges that affect the competitive effectiveness and the possibility of the market share. The hotel being in Coalville enjoys the competitive advantages of being close to local attractions, and business centres but is itself competed with by not only independent but also chain properties that have the same location advantages but with possibly better facilities and standardisation of service.
The regional market rivals in the chain hotels industry continuously provide better technology incorporation, such as mobile check-ins and digital service request features and property-wide Wi-Fi service to meet the expectations of their guests, which are shaped by their experiences at other hotel and resort facilities. Nevertheless, chain operations tend to offer less personalised service experiences and have little local area knowledge as compared to the abilities of the staff at Hermitage Park Hotel, which presents differentiation opportunities based on greater local area expertise and personalised guest experiences.
The analysis of pricing shows that Hermitage Park Hotel is within the competitive ranges of the regional accommodation facilities and at the same time delivers the service value which is perceived by the guests in terms of the positive responses to the staff attention and local support. The hotel however is under pressure to explain the pricing when compared to chain options which have greater amenities and technology capacity, necessitating greater service innovativeness to enable them to stay in competitive positions without tremendous investment in infrastructure.
The positioning in the market with respect to the independent hotel segment also presents the opportunities and challenges about the guest expectations and differentiating themselves against the competition. The guests of independent hotels are likely to be in search of exclusive experience and personal service, which is impossible to find in larger hotel businesses, which means organic congruence with the service advantages of Hermitage Park Hotel. Nevertheless, the independent operations also face competition with the boutique hotels and bed-and-breakfast facilities that can have a better atmosphere or a specialised service strategy that can be disruptive to the conventional hotel service model.
Online presence and reputation management is an important competitive element in which Hermitage Park Hotel is especially vulnerable against chain operations that have devoted marketing personnel and procedural review administration strategies. Review analysis of guests illustrates possibilities of better online interaction and reaction tactics which might help to compete more effectively and show the desire to care about guests and improve the service constantly.
[bookmark: _Toc200569296]Technology and Innovation Gaps
The evaluation of technology use in Hermitage Park Hotel shows that there are serious discrepancies with modern standards of the industry and expectations of guests who acquire their experience in other hotel and resort facilities. The property management system does not offer advanced level of reservation and billing features with incorporation of customer relationship management features that may facilitate systematic guest preference monitoring and improvement of personalised service delivery.
Guest communication technology is confined to the aged telephone and face-to-face methods of communication without the digital equivalent in the form of mobile apps, messaging, and online service request platforms that modern guests are coming to expect. According to staff, guest technology demands commonly outweigh what is possible to deliver, resulting in service delivery issues that must be handled by clever workarounds and other forms of assistance to keep satisfaction levels intact.
There is unwanted variation in performance of Wi-Fi infrastructure in various portions of the property, and the connectivity is a big problem in specific room locations and in common places where guests rely on stable internet connection over Wi-Fi network to conduct business and leisure activities. The Technical infrastructure: The capacity of the hotel to accommodate the technology requirements of its guests is restricted in addition to curtailing chances of using technology-enabled service delivery models that would have made the hotel to stand out about its competitors.
The point-of-sale and payment processing systems are characterised using rudimentary features that are not integrated with contemporary payment alternatives as well as customer data capturing features that might be useful in personalisation of services and efficiency enhancement in operations. According to staff, payment processing restrictions sometimes cause guest inconvenience and loss of the ability to capture transaction data that can be used to support service improvement and marketing programs.
The technology facilities of the room are stuck in the past compared to the modern needs and requirements of the guests, as the entertainment systems, climate control panels, and lighting control use the technology standards that are outdated and are unfavourably compared to the guests staying in more modern rooms. Nevertheless, visitors always admit that they are assisted by the staff to overcome technology drawbacks, which implies that technology gaps may be partly overcome with the assistance of an improved personal service delivery strategy.
[bookmark: _Toc200569297]Staff Training and Development Analysis
An analysis of the training and development strategies used with the staff presents informal experience-based systems of learning that are good at building individual service capabilities but lack structured programmes to help create consistency in service delivery among all members of staff and during all periods of operations. The orientation of new employees is based on operational practices and safety needs without thorough training on service innovation practices and methods of improving guest experience.
Interviews with staff indicate a high level of commitment to service of the guests as well as readiness to adjust the approaches depending on the needs and preference of the guest, which is an element of positive service attitude contributing to innovation implementation in cases where there is systematic guidance and support. Nevertheless, employees say that they are not sure of the correct methods of service improvement and whose decision to make when handling special guest requests or service issues that are not covered by existing operation guidelines.
Cross-training options are hardly existent, and personnel is generally specialized on their departmental tasks without an overarching knowledge of how a hotel works that would enable them to contribute to synchronized service innovation and problem-solving strategies. This drawback impacts the capability of the hotel to present frictionless visitor encounters when personnel shortage or logistical concerns demand versatile service presentation models regarding various departments.
The systems of performance feedback and recognition are concentrated on operation conformity and job fulfilment with no methodical evaluation of service creativity contribution and guest satisfaction influence. Employees show an interest in better training and more guidance on expectations concerning service improvement, and it may be inferred that they are open to regular service innovation creation programmes, which would benefit personal skills, as well as contribute to operational uniformity.
There are also low levels of professional development, few opportunities to access industry training programmes or other forms of continuing education that might increase the ability of staff to be innovative in their approach to providing services and might provide staff with opportunities to advance their careers. This has a drawback on employee retention and motivation as well as limiting the hotel to build internal capacity and expertise on modern service innovation methods and hospitality industry best practice.
[bookmark: _Toc200569298]Operational Efficiency and Process Innovation
Evaluation of operational processes Identified opportunities for service innovation exist in relation to systematic efficiency enhancements of operational processes that may simultaneously improve guest experiences, decrease operational costs and workload pressures on staff. The processes of check-in and check-out are examples of activities that can be simplified by the application of technology or by improving the procedures that may result in lesser waiting time of the guests and more personal communication with the guest throughout the service delivery process.
There are signs of informal innovation in housekeeping operations with adaptive cleaning strategies and presentation additions based on responses to the individual guest preferences and room situational analyses. Yet, these innovations are not well documented, and they are based on the personal initiative of the staff instead of being a part of systematic improvement procedures that could be consistently transferred and constantly enhanced in accordance with the evaluation of the guests and operations.
The maintenance processes are still based on reactive methods that are triggered by guest complaints or equipment failure as opposed to preventive programmes that would limit service interruptions and increase guest comfort due to proactive facility management. Maintenance problems are reported by the staff as having occasional impact on guest satisfaction and recurrently causing operational problems which necessitate innovative problem-solving methods to limit impact on service.
The interdepartmental coordination has its strengths and weaknesses, whereby the staff expressed readiness to cooperate in delivering services to the guests but lacked formal communication guidelines to maintain regular sharing of information and coordinated service delivery methods. This shortcoming sometimes leads to the duplication of efforts or lost service opportunities, which can be resolved with the help of the improved system of coordination and communication procedures.
The processes of inventory control and procurement are based on the traditional methods and the systematic study of the usage patterns and trends in guest preferences that could be used in the purchasing decisions and service improvement efforts is not conducted. According to the staff, the supply constraints sometimes hamper the ability to deliver services as well as implementing innovations in the services that need a particular resource or material.
[bookmark: _Toc200569299]Revenue and Performance Impact
Evaluation of service innovation on financial performance in hotels indicates a mixed outcome, whereby personalised service strategy as part of guest satisfaction and repeat intentions, and technology constraints, as well as operational inefficiency, may limit revenue optimisation capacity. The value generation in the form of guest loyalty entrusted in personalised service might not be well measured by the historical hospitality performance measurement based on occupancy rates and average daily rates.
The analysis of online reviews indicates that service innovation activities are related to favourable guest perception, which shows the effect on booking choices and recommendation behaviour, but the direct effect on revenue is hard to measure without methodical monitoring of guest satisfaction in relation to financial performance metrics. Reputation advantages can be seen through positive words of guests about personalised service and staff help which in the long run may be manifested through market share and pricing flexibility.
The current approaches to service innovation have low operational cost implications as they are informal and usually staff initiative based, systematic service improvement programmes would however need to be invested in training, technology and procedure development which would need to be balanced with anticipated revenue uplift and/or competitive positioning improvements.
Competitive revenue impact analysis implies that greater service innovation would provide grounds to support premium pricing compared to more strictly operational competitors as well as diminish sensitivity to price-driven competition by chain operations with standardised service models. Nevertheless, to achieve these benefits, it is necessary to implement systematically service improvement programmes that would generate a quantifiable amount of value to guests without compromising operational efficacy and cost effectiveness.
The inability of performance measurement to evaluate service innovation performance and the Return on Investment effectively implies that there is potential improvement in the tracking systems that may enable data-driven decision making on service improvement priorities and resource placements. The measurement of current performance is mainly based on occupancy and revenue-based indicators with no systematic measurement of guest satisfaction and competitive positioning which would be used in planning of strategic service innovation.
[bookmark: _Toc200569300]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc200569301]Recommendations for Hermitage Park Hotel
Immediate Priority Actions
Hermitage Park Hotel needs to consider adopting an effective customer relationship management tool that allows them to systematically record information about guest preferences, previous service history, personalisation possibilities and to offer staff members easy access to information that can facilitate the continuous delivery of personalised services to the guests, regardless of department or service interaction point. The technology investment in this case would build on the current staff commitment to personalised service and overcoming the current constraints in preference tracking across staff members and preferences as well as information sharing between staff members and departments.
Creation of systematic staff training programmes is another short-term priority that may both improve the consistency of the services and maintain the individual initiative and creativity that now also make positive contributions to the guest experiences. The contents of the training programmes must focus on service excellence concepts, destination know-how advancement, use of technology and problem-solving methods that will assist the staff to meet a wide variety of guest needs in a manner that upholds operational efficiency and service levels.
The improved Wi-Fi infrastructure and guest technology capacities are issues that need to be handled urgently based on the guest expectations and competitive positioning gaps analysed based on guest feedback. An upgrade to a decent connectivity across the property and essential technology facilities that match modern guest demands would remove major guest dissatisfaction causes whilst providing a possibility of technology-based service delivery models.
Medium-Term Development Initiatives
Establishment of signature local experience offerings taking advantage of the fact that Hermitage Park Hotel is based in Coalville, and understands the local area attractions, might develop unique competitive advantages that cannot be readily duplicated by chain operations. Local business, attraction and service provider partnerships might facilitate end to end guest experience packages, which show local know-how, at the same time creating new revenue and differentiation opportunities.
Development of standardised service recovery guidelines would provide uniformity of problem-solving methods across the board, without limiting the flexibility of staff to deal with individual cases and guest preferences. Formal service recovery processes, along with employee authorization to take necessary steps to fix the situation, would increase guest satisfaction, as well as diminish the adverse effects of operational or service failure on guest experiences and online reputation.
An improvement in operational efficiency in terms of process analysis and refinement may provide guest with better experiences whilst decreasing operational costs and workload pressures on the staff. Methodical overview of check-in processes, housekeeping, maintenance strategies and interdepartmental coordination may single out certain areas of improvement that would positively impact both operational performance and guest satisfaction.
Long-Term Strategic Objectives
Incorporation of extensive performance measurement system to evaluate levels of guest satisfaction, competitive positioning and the effectiveness of service innovation would not only offer the fundamental input to strategic decision making but also allow continuous improvement strategies which ensure competitive relevance and operational excellence. Measurement of the service innovation contribution systematically, the correlation of guest satisfaction and financial performance, and the competitive positioning would be used to make long-term strategic planning and resource allocation decisions.
Introduction of a service innovation leadership role into the management hierarchy of the hotel would guarantee the continued focus on service improvement and offer specialized resources to the development and implementation of innovation programmes. Formal assignment of responsibility to plan and coordinate service innovation, staff development and reviewing and analysing guest feedback would establish an accountability to achieve continuous improvement and would provide systematic methods of service improvement as opposed to dependence on informal staff initiative.
[bookmark: _Toc200569302]Final Conclusions
Service innovation in the operations of independent hotels needs systematic methods which can exploit the innate benefits of flexibility and personalisation and overcome limitations in operations by using strategic technology integrated with broad based staff development and process enhancement efforts. The case of Hermitage Park Hotel shows the potential and the problems that independent hospitality business operations may have when they want to compete on an equal footing with their rivals by introducing innovative services but still do not want to lose the genuine character of guest experiences and business sustainability.
The ongoing shift by the hospitality industry to higher levels of technology expectations by guests and service sophistication presents challenges and opportunities to independent hotels in providing superior personalised service delivery coupled with strategic operational improvements as a means of differentiating themselves. By investing in systematic service innovation strategies, the hotels get in a good position to achieve sustainable competitive success and help in achieving guest satisfaction and service quality improvement in the industry.
The implementation of successful service innovation demands dedicated leadership, the planning system, and the engagement of all stakeholders to correlate the goals of innovation with the operational feasibility and positioning demands in the market. Independent hotels need to build organisational continuous improvement and adaptation capability that can respond to the changing guest expectations without losing the differentiating unique characteristics that do not fit the standardised operations of the chains.
The sophistication of the modern hospitality market requires equally sophisticated insights into the needs of guests, competitive trends, and demands of operational excellence that can be met by the independent hotels with the help of the strategic service innovation programmes balancing the personal service delivery and the systematic operational enhancement strategies. When such strategies are amalgamated effectively, the result is the generation of sustained competitive advantage by the hotel, and the sustenance of vitality and competitiveness of independent hospitality establishments in the wider tourism and hospitality sector.
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