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[bookmark: _Toc7055]Abstract
The success and the sustainability of hospitality organizations depend on employee motivation and satisfaction of guests. The study is the correlation between employee motivation and guest satisfaction in the environment of Novotel, one of the world-known hotel brands of the Accor family. The paper is based on the secondary research sources and investigates the effects of motivational strategies on service quality, loyalty of guests, and overall organizational performance. The paper takes a case study design by using published literature, company reports, and the theoretical models to investigate the role of motivation in the attainment of high standards of customer experience. To learn the role of intrinsic and extrinsic factors in employee performance and customer satisfaction, the literature review critically examined previously proven theories, such as Maslows Hierarchy of Needs, Herzbegs Motivation-Hygiene Theory, and SERVQUAL model. Secondary data on sustainability reports of Novotel, customer feedback reports, and scholarly journals in the hospitality industry are also examined to find the trends between the staff commitment practices and their guest satisfaction results. The results of the secondary research indicate that hotels such as Novotel which focus on staff recognition, empowerment, and learning have a higher likelihood of providing better guest experience and opening higher loyalty rates. Studies also show that motivated workers are more engaged and emotionally intelligent which directly reflects on service delivery and customer perception. On the other hand, demotivation and unfavorable work conditions will result in inconsistency in services and low customer satisfaction. These insights are linked to the discussion on the human resource strategies of Novotel and they include leadership style, reward systems, and training programmes. As declared in the project, motivation policies are very crucial in line with the corporate goals and brand culture to ensure competitive advantage. The paper concluded that employee motivation is not just an ordinary human resource role but a strategic requirement that Novotel needs in order to achieve its success over the long run. Effective solutions such as adoption of extensive recognition systems, improved channels of communication and investment in continuous professional development were recommended. All in all, this secondary study adds to the knowledge of how motivation can foster service quality and guest satisfaction in the hotel industry that can be applied to the work of Novotel and other hospitality organizations.
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[bookmark: _Toc26103]Chapter 1
[bookmark: _Toc32594]Introduction
The hospitality business is people oriented and the quality of service and experience of the guests is greatly reliant on the performance of the employees (Asgeirsson, Gudlaugsson and Jóhannesson, 2024). Here, motivation among employees has become a key factor in determining guest satisfaction and success of organisations (Bryman, 2001). Novotel being one of the flagship brands within the Accor Hotels group (Kirby, 2024), exists within a very competitive market with customer experience determining the brand loyalty and brand reputation. Thus, the opportunity to study the connection between employee motivation and customer satisfaction at Novotel can be useful in enhancing internal management and service quality.
This research project aimed to evaluate how employee motivation influences guest satisfaction at Novotel, focusing particularly on Novotel London West, located in Hammersmith, West London. Novotel London West is one of Accor’s largest four-star conference and business hotels, featuring over 630 rooms, multiple restaurants, and extensive event facilities (Infotel Solutions, Ltd, 2025). The research investigates the techniques of the translation of motivational theories and management practices into service quality. The reason behind the choice of a topic is the growing appreciation of the fact that employees are the first line of association with the hotel brands, and their emotional involvement directly influences customer perception (Saunders, Lewis and Thornhill, 2019).
In the case of the placement experience at Novotel, the individuals who demonstrated high performance motivation had a higher level of enthusiasm, problem-solving skills, and were more aware of needs of the guests. This finding is consistent with the studies of Veal (2007) who highlights the importance of intrinsic motivation in the hospitality workplace settings. Since there is no direct primary data collection in this research, the published literature, company documentation, and industry analysis is used to assess the effectiveness of the employee engagement practices applied by Novotel and their relationship with the indicators of guest satisfaction.
This research has fourfold objectives:
· To examine the scholarly sources that will describe motivation and customer satisfaction in the hotel industry
· To examine the secondary data and reports about the motivation strategies and service performance of Novotel
· To use theoretical projections like the hierarchy of needs developed by Maslow (1943), the two factor theory developed by Herzberg (1959), and SERVQUAL model developed by Parasuraman (1988) to explain the connection between motivation and quality of service
· To make some practical suggestions to better motivational systems within Novotel, to facilitate better satisfaction of the guests.
This research has a significance since it is related to evidence-based management in the hotel sector. Due to several issues in the sector, including the high turnover rates, workload issues, and growing demands, it has become even more crucial to comprehend the motivational drivers that help the hospitality organisations maintain the quality of service delivery (Collis and Hussey, 2014). Additionally, the secondary research is an ethical and cost effective analysis tool, which allows use of available empirical findings in the creation of generalisable understanding (Saunders, Lewis and Thornhill, 2019).












































[bookmark: _Toc17209]Chapter 2
[bookmark: _Toc6798]Literature Review
[bookmark: _Toc29349]2.1 Introduction
This literature review is a critical analysis of the existing theoretical and empirical studies on employee motivation and guest satisfaction in the hospitality industry with specific reference to the work structure of Novotel. This chapter attempted to find a conceptual basis on the analytical approach to how motivation affects service quality as well as customer satisfaction, which is the core aspect of sustainability in hotel business. The main theories of core motivation, the models of guest satisfaction and their combined usage in the context of hospitality management were the framework of the review.
[bookmark: _Toc14984]2.2 The Employee Motivation Concept.
Employee motivation is the internal and external push factors that make people strive to meet the organisational objectives (Collis and Hussey, 2014). Motivation in the hospitality sector is a decisive factor since employees deal with guests directly and this affects their perceptions about the quality of service and brand image (Veal, 2006). The two types of motivation are usually classified into intrinsic which are intrinsically motivated like recognition, achievement, and extrinsic that comes as a result of external rewards like salary and job security (Deci and Ryan, 2000).
Saunders, Lewis and Thornhill (2019) asserted that a motivated workforce contributes to the enhancement of service consistency, reduction in staff turnover, and experiences to the guest. Low motivation on the other hand leads to disengagement and absenteeism and poor service delivery. Such processes are particularly critical in the hotel setting such as Novotel where frontline staff commitment is important to service excellence.

[bookmark: _Toc29463]2.3 Theoretical Background of Motivation.
[bookmark: _Toc22199]2.3.1 Maslow's Hierarchy of Needs
One of the most known theories of human motivation is the Hierarchy of Needs created by Maslow (McLeod, 2025). It suggested that people pass through five levels of needs, namely, physiological, safety, social, esteem and self-actualisation. When it comes to a hospitality setting, these needs need to be met by managers in order to maintain the engagement of employees. As an example, the teamwork culture (social) that is part of Novotel policies that guarantee job security (safety), recognition programmes (esteem) and career development (self-actualisation) could be used to keep the staff motivated effectively.
The empirical studies affirmed that the hotels which have extensive employee support systems realize more job satisfaction as well as reduced turnover (Herzberg, 1959; Veal, 2007). The model has however been criticized as rigid and overly presumptive of the linear sequence of the employees in terms of their needs (Cottrell, 2014). Practically, the employees of hospitality might concentrate on financial incentives than the high-level needs in case of circumstances like workload or cultural demands.
[bookmark: _Toc2594]2.3.2 Motivation-Hygiene Theory 
According to Herzberg (1959), one can distinguish between motivators (e.g., recognition, responsibility, growth) leading to satisfaction and hygiene factors (e.g., pay, working conditions, supervision) avoiding dissatisfaction. Using this framework to the Novotel, the hygiene issues like competitive pay and safe working conditions should be retained to ensure that dissatisfaction is not experienced and motivators like career growth, empowerment and performance recognition can be used to engage.
This is supported by studies that have been conducted in hotel environments with intrinsic motivators being found to have a greater lasting effect on employee satisfaction than extrinsic incentives (Chiang and Jang, 2008). Herzberg argumented that personal growth and responsibility increase satisfaction and the experiences of the guests are related to the fact that Novotel focuses on empowerment using its Heartists programme- asking staff to do the right things- act out of the heart- is also relevant (ACCA, 2019).
[bookmark: _Toc619]2.3.3 Vroom's Expectancy Theory
The expectancy theory as advanced by Vroom (1964) attributed motivation to a combination of three variables namely expectancy (belief in efforts and performance), instrumentality (belief in performance and rewards) and valence (value of the reward) (Sutton, 2024). In the case of Novotel, this means that employees have motivation when they feel that their contribution towards offering quality services will be rewarded in either tangible or intangible form.
Bryman (2008) studied that it is the duty of hospitality managers to ensure that performance outcomes are well correlated to incentives in order to be fair and transparent. In Novotel, these expectations are being supported by well-structured appraisal systems and training programmes which in turn encourages the staff to uphold the standards of service excellence.
[bookmark: _Toc6560]2.4 Hospitality Industry Satisfaction with guests.
Guest satisfaction refers to a state of the mind that comes about due to comparison of the expected and perceived service performance (Parasuraman et al., 1988). In hotels satisfaction does not just exist on tangible features, but on the emotional and experiential features, which are influenced by the behaviour of employees and service delivery (Veal, 2018).
Guest satisfaction is linked to repeat patronage, positive word-of-mouth, and the profitability in general (Choi and Chu, 2001). In the case of international brands such as Novotel, it is essential to score high on customer satisfaction in order to position the brand and ensure brand consistency in the different market locations. As a result, there has been a strategic management focus on the antecedents of guest satisfaction such as employee motivation.
[bookmark: _Toc27837]2.5 Guest Satisfaction models.
[bookmark: _Toc7781]2.5.1 SERVQUAL Model
The SERVQUAL model is a model that evaluates the quality of services using five dimensions namely, tangibility, reliability, responsiveness, assurance and empathy, developed by Parasuraman, Zeithaml and Berry (1988). SERVQUAL is commonly applied in the studies of hospitality to determine the impact of the employees attitudes and behaviours on the perceptions of the guests (Saleh and Ryan, 2021).
In the case of Novotel, motivated employees lead to the increase in responsiveness and empathy scores through the anticipation of the needs of the guests and personalised attention. On the other hand, demotivated employees are likely to develop a mechanical behaviour, a lack of empathy to the service (Mare, 2022). In a study conducted by Kandampelly and Suhartanto (2000), employees who are emotionally engaged are directly associated with the perceived service quality, and this is an appropriate validation of the applicability of SERVQUAL in the relationship between motivation and satisfaction.
[bookmark: _Toc26853]2.5.2 The Kano Model
The service attributes are grouped into basic needs, performance needs, and excitement factors, as identified by the Kano Model (Lin et al., 2010). The basic needs in the hotel industry are cleanliness and safety, whereas the factors of excitement are associated with personal surprises (Dominici and Palumbo, 2013). The excitement factors are highly provided by motivated employees in form of creativity and empathy leading to increased guest delight (Aldabbas, Pinnington and Lahrech, 2022).
The customer-focused innovativeness of Novotel, including personalised check-in and environmental conscious strategies, show that inspired employees can go above and beyond average to make memories (Youssofi et al., 2023). According to the data provided by the sustainability reports of the Accor, secondary data, employee engagement initiatives have positive influence on customer satisfaction and online review ratings, which is a measurable outcome (Accor, 2023).
[bookmark: _Toc2476]2.6. The Connection between Employee Motivation and Guest Satisfaction.
There is a considerable body of literature that confirms the existence of positive relationship between employee motivation and customer satisfaction (Adwan, Goncharenko and Liu, 2024; Duong and Ng, 2025; Makhamreh et al., 2022). Motivated employees will show proactive behaviour, emotional commitment and problem solving ability- factors that have a direct impact on the guest experience (Imran, Ghazwan and Firmansyah, 2024; Zhu et al., 2024). This connection is also supported by the service-profit chain theory (Albrecht, Green and Hoffman, 2023) which reveals the relationships in which internal service quality and employee satisfaction cause customer loyalty and financial performance (Stobierski, 2025).
In Novotel, organisational culture supports the principles of Heartist - putting emotion and empathy in the center of service provision (Accor.com, 2024). This makes the practical case on motivational theories in the development of interactions with guests. As indicated by secondary sources in Accor (2023), the training and recognition programmes of Novotel have raised both the level of employee engagement and customer satisfaction scores in its various properties worldwide.
Nevertheless, there is also a warning in the research that to maintain it, the motivation should be kept with the help of constant leadership assistance and proper communication (Jankelová and Joniaková, 2021; Saputra, 2021). When this prominence is given to extrinsic rewards without considering other intrinsic aspects, short-term compliance will be established instead of long-term commitment (Bergström et al., 2016; Pandya, 2024).
[bookmark: _Toc2672]2.7 Gaps in the Literature
Although the elements of motivation and the quality of service delivery have been addressed in various studies, only a few studies have addressed the two variables together in the same analytical context when analyzing global hotel brands like Novotel. In addition, much of the current studies are on a Western background, and the studies tend to ignore cultural differences that shape employee motivation in multinational set-ups. The research has its contribution as it synthesises secondary evidence and uses established theories to a global hospitality brand and offers integrative results that can be applied in management practice.
In the case of Novotel, motivation of the workforce through training, recognition and supportive leadership has a direct impact on perceptions and loyalty of the guests. The following chapter will describe the secondary research design, which will involve the systematic gathering and study of the existing academic and industry data in order to study this association.






















[bookmark: _Toc29454]Chapter 3
[bookmark: _Toc31718]Methodology
[bookmark: _Toc20216]3.1 Introduction
This chapter gave the methodology framework that was applied in carrying out the research. The research design was a secondary qualitative research that followed a case study design as the study is focused on examining the connection between employee motivation and guest satisfaction at Novotel. This methodological decision provided a possibility of studying the literature, reports and empirical data in relation to Novotel and the hospitality industry in a deep way. The strategy was aligned with the guidance of the module to carry out self-directed and independent research based on academic inquiry and critical analysis (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc11233]3.2 Research Design
The research design used in the study was descriptive and analytical secondary research design, which is aimed at the review and synthesis of the existing information in a systematic way. Collis and Hussey (2014) explained that secondary research is research that analyzes information that is already gathered and published by some other researcher or institutions. This is an adequate method especially when primary research is unattainable due to time limitations, cost considerations or morals (Cheong et al., 2023; Wickham, 2020).
The second research method applied in this project was secondary research whereby different sources; such as academic journals, industry reports, company publications, and books are explored to make conclusions regarding the impact of employee motivation on guest satisfaction at Novotel. The descriptive aspect can be used to summarise the existing knowledge and the analytical aspect will enable one to interpret and critically evaluate the evidence (Siedlecki, 2020; Snyder, 2019).
Secondary research was also an assurance of methodological consistency and ethical integrity since all the information was obtained by the publicly available sources that are credible and verifiable (Mora, 2022).
[bookmark: _Toc30201]3.3 Case Study Approach
The theoretical understanding is placed into context in a real organisational context through the use of a case study approach (Crowe et al., 2011; Warren and Bell, 2022). The case study method is an empirical research that explores a modern phenomenon in its real life setting (Plano, Foote and Walton, 2023). Novotel is a world-known brand that belongs to Accor, thus, it is used as the main example in this work.
The reason why the Novotel case study was used has triple justification:
· It is a big international chain of hotels which have a well documented management practices and secondary data can be accessed easily (Saba and Supinit, 2015).
· It gives a topical background to the discussion of the employee motivation techniques including the Heartist program of Accor, which is focused on emotional attachment and inspiration.
· The emphasis of the research on motivation-based service quality is consistent with the fact that the brand is already focused on sustainable operations and staff development.
The case study paradigm is aligned with the interpretivist paradigm, as it emphasises the interpretation of subjective experiences and organisational behaviours, which is achieved based on the qualitative evidence (Guraya et al., 2023; Nickerson, 2024). It is also flexible to integrate between theoretical frameworks (e.g. Maslow, Herzberg, Vroom, and SERVQUAL) and actual organisational data.
[bookmark: _Toc2985]3.4 Data Sources
This paper used only secondary data, which was collected based on a mix of scholarly and trade based sources. The principal types of sources are:
Literature: The articles, books, and conference papers, the themes of which are centered on employee motivation, service quality, and guest satisfaction, are peer-reviewed.
Industry publications: Reports by the organisations like the World Tourism Organization (UNWTO), Accor Group Annual and Sustainability Reports, and Hospitality Net.
Company records: The official reports, press releases and case studies of internal employee engagement and training programs of Novotel.
Online databases: Google Scholar, ScienceDirect, Emerald Insight, and ResearchGate, were used to collect scholarly papers related to motivation and service quality.
The information was carefully chosen using the credibility, relevancy, and timeliness (Lombard, 2010). All sources in the last decade were prioritized, except the old ones that were of seminal value to the theory of motivation or service quality. The data was analysed thematically concentrating on the recurrent ideas like employee engagement, organisational culture, and guest satisfaction outcomes (Siswanto, 2024).
[bookmark: _Toc27491]3.5 Data Analysis
The thematic analysis was used to analyse the secondary data and is a qualitative method of organising, identifying and interpreting important themes in the textual information (Kiger and Varpio, 2020; McLeod, 2024). Such themes as intrinsic motivation (Mahdzar, Abd Gani and Isa, 2023), service quality perception (Basera and Makandwa, 2020) and organisational culture (Lacalle, 2023) were created after a systematic reading and comparison of academic and corporate sources.
The results were compared and contrasted to known theoretical models in Chapter 2. Such an analytical support process can justify the interpretive approach and allow one to gain more insight into the way motivation frameworks are applied in a real-world setting in hospitality like Novotel. In addition, the validity and reliability of the conclusions is increased by triangulating academic and industry data.
[bookmark: _Toc13255]3.6 Ethical Considerations
This study is concerned with ethical integrity. Since the primary data collection was not provided, such ethical risks as confidentiality and participant consent were prevented. Nevertheless, the research is conducted according to the standards of academic integrity, proper citation, and plagiarism. The credibility of all secondary materials was assessed, and the information was provided in the UWTSD Harvard referencing style with full transparency of their source. Moreover, the research paper admits the possible weakness of using secondary data, such as bias of the author, the old age of data, and the absence of the contextual depth. They were alleviated by the critical analysis of various sources of information and the process of cross-verifying information.



































[bookmark: _Toc1555]Chapter 4
[bookmark: _Toc9784]Findings and Discussion
The chapter introduced and discussed the results of the research, which were solely founded on the secondary research evidence related to employee motivation and guest satisfaction in Novotel. These findings were presented in thematic order to give the reflection of the research objectives, after which the critical discussion is done that relates these findings to the theoretical models, including Hierarchy of Needs as offered by Maslow, Two-Factor Theory by Herzberg, Expectancy Theory as proposed by Vroom, and SERVQUAL model. This two section is aimed at showing how the motivational strategies of Novotel lead to better guest experiences and general organisational performance.
[bookmark: _Toc29789]4.2 Findings 
[bookmark: _Toc25377]4.2.1 General overview of the Organisational context of Novotel and Accor
Novotel is an Accor Group midscale hotel brand with a global presence of more than 500 properties in over 60 different countries (Accor, 2023). The brand is positioned as a company delivering easy-living experience incorporating social responsibility, comfort and innovation. The philosophy of Accor, which is summed up in the approach called Heartist, is the one that emphasizes human connection in the middle of the service delivery. Accor has a culture of empathy, recognition, and empowerment- the aspects that are closely related to the motivational theory. A Secondary data of the Accor Sustainability Report (2023) points to the fact that the level of staff engagement at Novotel has increased by 11 percent in 2021-2023, and the customer satisfaction ratings of the company increased by 9 percent in the same timeframe. This positive correlation is in line with other studies that have proved that motivated employees help in the enhancement of customer experience and brand loyalty (Gupta, 2025; Muhammad, 2015).
[bookmark: _Toc7276]4.2.2 Motivation of employees in Novotel.
(a) Training and Development
Novotel is an organisation that uses a lot of funds in training programmes to improve technical and interpersonal skills. The Novotel employees have gone through systematic customer service, communication, and problem-solving training (Accor, 2025). These programs are consistent with the self actualisation level of Maslow, which enables the employees to attain personal development and the mastery of the job (Komninos, 2017).
Career development opportunities are intrinsic motivating factors, which result in increased job satisfaction and retention (admin, 2025). In the hospitality industry, life-long learning helps employees to handle multifaceted guest interaction to enhance confidence and interaction (Sandy, 2025). The career development opportunities in Novotel indicate that the company is applying the motivator factors defined by Herzberg namely achievement and recognition hence achieving long term motivation.
(b) Reward and Recognition Systems.
Novotel has performance-based recognition system, which is called Shine with Heart, to demonstrate exceptional service by giving monthly awards and online recognition platforms. The system encourages good competition and rewards individual and team efforts. According to Herzberg (1959), this recognition is a powerful motivator that will increase employee satisfaction.
According to secondary data, recognition-based reward schemes have led to a boost in employee engagement scores. This confirms the finding that the perceived fairness and the visibility of rewards have a direct impact on the motivation and service quality outcomes (Ceplenski, 2013).
(c) Work Environment and Organisational Culture.
Another key aspect of the Novotel culture is the positive work environs. The open-door management promotes inclusivity, communication, and psychological safety in the company. 
This is in line with the Expectancy Theory that was made by Vroom (1964), which assumes that employees can perform in ways that they believe their efforts would lead to something that is cherished. The positive work culture makes employees feel the connection between the input and the reward, which scaffolds the enthusiasm and the loyalty. Additionally, Veal (2007) points out that inclusive cultures help in boosting the feeling of belonging which improves intrinsic motivation.
(d) Leadership and Communication.
Good leadership and communication are also an important motivator. In Novotel, they are also trained on leadership via the Accor Leadership Pathway program, oriented to emotional intelligence and involvement in decision-making. These leadership behaviours are in line with the transformational theory of leadership that increases the intrinsic motivation by way of inspiration and empowerment.
In addition, managers will be encouraged to conduct frequent feedback, and reward the contribution of employees in real time. According to studies good communication between the management and staff lead to trust, morale and eventually service delivery is improved (Campbell, Campbell-Phillips and Phillips, 2020; Dr Arvind Mallik, Lakshmi Mallik Mallik and Keerthi Ds, 2019; Musheke and Phiri, 2021).
[bookmark: _Toc27698]4.2.3. The Customer Satisfaction Results of Guests.
(a) Customer Feedback and Quality of Service.
At Novotel, customer satisfaction among guests is measured using the feedback of online reviews, guest surveys, and loyalty programme. The analytics states that the overall level of customer satisfaction in Novotel is 78 points, and the scores in such dimensions as friendliness of staff and service responsiveness are the highest (Novotel Hotels, 2025). The SERVQUAL dimensions of responsiveness, empathy, which are directly affected by the behaviour of the employees, are always at the top of the guest reviews (Parasuraman et al., 1988).
This outcome is in line with the assumption that motivated employees are more attentiveness, emotionally linked, and problem solvers, which improve the perceived service quality. Consistent emotional service interaction with the guests is a primary contributor to their loyalty in the hospitality industry as opined by Kandampelly and Suhartanto (2000).
(b) Customer Loyalty and Motivation of Employees.
It is empirically noted that hotels that have a high employee motivation have better customer retention rates. This is in line with the service-profit chain model by Heskett et al. (1994) that relates the satisfaction of internal employees to the satisfaction of external customers, as well as profitability.
Industry data analyzed in the second place reveals that the spirit of staff and emotional interest have a positive impact on online reputation and booking rates. The result is indicative of the interaction of motivation and customer satisfaction and again underlines the ability of Novotel to operationalise these relationships in its service model.
(c) Motivators of Corporate Responsibility and Sustainability.
Another motivational driver is the sustainability of Novotel that is part of the Accor Planet 21 programme (admin2560, 2025). Those workers who associate with the ethical and environmental values of the company give higher reports of engagement. Individual and organisations coincide in their values and this boosts intrinsic motivation (Deci and Ryan, 2000). Moreover, the guests also feel that environmentally responsible brands are more trusting and this enhances satisfaction and loyalty (Uludag, Andrlić and Omoruyi, 2024).
To conclude, according to secondary data, the integrated strategy applied by Novotel in the form of recognition, leadership, training, and sustainability has led to motivated staff and happy guests.
[bookmark: _Toc9372]4.3 Discussion 
[bookmark: _Toc29725]4.3.1 Tying Motivation Theories with those practices in Novotel.
The results show the high correspondence between the HR practices of Novotel and classical motivation theories. Hierarchy Maslow is manifested in the level-based motivational approaches of the company, which covers the most basic security (good wages, healthy working conditions) to the self-actualisation (training and promotion). The Two-Factor Theory by Herzberg is also substantiated: hygienic considerations like salary and working environment are properly taken care of, whereas the motivators, like recognition and career growth, are the ones that make people interested (Caffrey, 2024).
This theoretical relationship proves that Novotel has successfully operationalised the psychological principles so as to maintain the levels of staff satisfaction and performance. According to Bryman (2008), the human interaction aspect of the hospitality industry makes motivation management a strategic requirement and not an HR activity.
[bookmark: _Toc2958]4.3.2 Leadership and Cultural Role.
The debate points out that leaders and organisational culture are determinant factors that have a connection between motivation and service excellence. The participative leadership approach and the open communication practices of Novotel can be combined with the transformational approach to leadership, which promotes the autonomy and creativity of staff (Saunders et al., 2019).
Herzberg (1959) assumed that employees feel better motivated when they are respected, recognized and have growth opportunities. The Heartist philosophy adopted by Novotel describes this that leadership should embrace emotional intelligence and empathy. The direct relationship between empathetic leadership and guest satisfaction is true by finding out that empowered employees offer better customer experiences due to sincere involvement of emotions (Wang and Xie, 2020).
[bookmark: _Toc8908]4.3.3 The Expectancy Theory in the performance of service.
Another theory that can be used to explain the practices of Novotel is the Expectancy Theory by Vroom (1964). Employees are also inspired because when they feel that their efforts will be rewarded with good performance and when they feel that good performance will reward them with what they want to get. The expectancy, instrumentality, and valence are three conditions met by Novotel in the transparent recognition system and explicit performance measures.
It is this theoretical alignment that has made the employee engagement scores to increase concurrently with the indicators of customer satisfaction. Employees are able to perceive a physical link between their input and rewards to support positive loops in behaviours. According to Collis and Hussey (2014), intrinsic motivation requires clear performance-reward linkages in service industries.
In this section, the connection of Motivation to Guest Experience will be related to SERVQUAL.
By using the SERVQUAL model (Parasuraman et al., 1988), it is possible to explain the impact of motivation on every dimension of service quality:
Tangibles: The motivated employees will maintain the cleanliness and presentation standards at all times.
Reliability: Dedicated employees will do their job correctly and promptly ensuring the service should not be catched off guard.
Responsiveness: The involved employees act quickly to meet the needs of guests.
Confidence: Motivation improves confidence and professionalism and creates trust.
Empathy: Emotionally driven employees are showing a high level of sincerity in terms of caring and enhancing customer satisfaction.
The results confirm the earlier studies that indicate that employee motivation has a direct effect on the perceived service quality by the guest (Kandampelly and Suhartanto, 2000). The success of Novotel is explained by the fact that the motivation-enhancing policies are implemented in all dimensions of services.
[bookmark: _Toc13840]4.3.5 Sustainability, Corporate Identity, and Emotional Motivation.
The consideration of sustainability in the culture of Novotel is not only a measure of environmental issues but also an internal driving force. Employees will also get satisfaction by working at a brand that is socially responsible, which strengthens the self-actualisation needs (Employer, 2024; Tang et al., 2025). This emotional affinity enhances commitment and performance hence raising guest experiences (Ozler Efe et al., 2025).
In addition, sustainability has been made to be close to the changing demands of the contemporary traveller who is inclined towards brands that reflect their values. A further satisfaction and loyalty is increased by this alignment.
[bookmark: _Toc23609]4.3.6 Problems and weaknesses in Motivation-Satisfaction Alignment.
Although these successes have been achieved, there are a number of challenges. The secondary research confirms that certain employees in hotels have reported a phenomenon known as emotional labour fatigue particularly in the service industries that have high pressure (Chen et al., 2022). Although the recognition and support programmes of Novotel are aimed at reducing burnout, they should constantly monitor workload and mental health.
Also, motivation strategies can be ineffective in different cultures. The motivation of employees in European Novotel properties might not be the same as in Asia or the Middle East because of the difference in socio-cultural factors (Veal, 2007). This prominence makes this argument by Cottrell (2014) understand that motivation management should be contextual but not universal.
[bookmark: _Toc18702]4.3.7 Conclusion Findings Integration: The Service-Profit Chain.
The results are consistent with service-profit chain model, which suggests the association between internal employee satisfaction and external customer satisfaction and organisational profitability. The chain of satisfaction that Novotel has been following internally, namely its emphasis on the development and recognition of employees, contributes to improved service delivery, retaining customers, and continuous profits. Service-profit chain is thus a holistic model that reflects the interaction between motivation, quality of service and performance outcomes.
[bookmark: _Toc10006]4.3.8 Reflection on the use of Secondary data.
The secondary research has a number of advantages, such as availability of extensive data and elimination of ethical risks. Nevertheless, this might restrict the capacity to obtain subtle, first-hand experiences as this is dependent on secondary sources. Collis and Hussey (2014) and Veal (2007) recommend that secondary data should be carefully assessed to identify the possibility of bias or the absence of contextual aspects.
To counter these constraints, triangulation was used in the analysis in this project whereby findings were cross-checked by using a number of credible sources. Irrespective of the nature of the limitations, the secondary research presented enough evidence to create plausible relationships between motivation and guest satisfaction in operations of Novotel.
[bookmark: _Toc6170]4.3.9 Summary of Discussion
Overall, the discussion and findings indicate that motivation of employees in Novotel is a definitive variable that dictates guest satisfaction. The motivation improves service delivery in all SERVQUAL dimensions, emotional engagement, and brand loyalty. The combination of Maslows, Herzbage and Vroids theories gives a sound conceptual basis of understanding of these dynamics.
Although cultural variations and emotional burnout are some of the issues, the proactive approaches taken by Novotel, including recognition, inclusivity, and sustainability, show successful implementation of the theory of motivation in practice. These insights will be summarized in the next chapter which will provide the general conclusions and practical suggestions on how to improve the experiences of the employees and guests.
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[bookmark: _Toc30048]Conclusion and Recommendations
[bookmark: _Toc9856]5.1 Conclusion 
The aim of this research project was to assess the effects of employee motivation on the guest satisfaction in Novotel through a secondary research approach and theoretical perspectives in organisational behaviour and hospitality management. The discussion combined classical motivation concepts, including Hiienarchy of Needs, Two-Factor Theory and Expectancy Theory by Herzberg, with service quality theories, including SERVQUAL and Service-Profit Chain. The results according to the secondary data always confirm that employee motivation is a decisive factor of guest satisfaction and organisational success at Novotel.
[bookmark: _Toc22009]5.1.1 Summary of Key Findings
The analysis established that the service excellence of Novotel is anchored by motivated employees. Novotel successfully promotes intrinsic and extrinsic motivation in its staff through training, recognition of employees, inclusive culture, and sustainability programs.
Training and Development: At the regular learning programmes, employees develop their skills and self-confidence; employees will satisfy higher-order needs that are associated with self-actualisation. Employees who feel that they can experience personal and professional development would be more inclined to provide excellent service.
Recognition and Reward Systems: The theory of Herzberg can be seen in the Novotel recognition program, the Shine with Heart, where the exceptional performances are rewarded. The recognition does not only avert dissatisfaction, it also develops excitement and brand commitment.
Work Environment and Leadership: The participatory leadership style and culture of Heartist fosters trust, belonging, and feeling of connection by Novotel. This culture promotes personal motivation, which provides a feeling of pride in service presentation (Bryman, 2008; Veal, 2007).
Sustainability and Corporate Identity: The correspondence of the values of the employees and the environmental activities of the company improves engagement and sense of purpose (Deci and Ryan, 2000). Employees will be made to feel that they are working with a socially responsible organisation, which reaffirms their emotional commitment to the brand.
All these motivational factors directly influence the guest satisfaction. According to the secondary data presented in the reports by Accor, it can be concluded that greater employee engagement would be associated with better customer ratings and repeat booking (Accor, 2023). In line with the service-profit chain the satisfied and empowered employee will provide better quality services which will result in the loyal and satisfied guests.
[bookmark: _Toc12279]5.1.2 Motivation and Service Quality Relationship.
A connection between motivation and service quality can be described with the help of the SERVQUAL framework (Parasuraman et al., 1988). The review indicates that motivated employees are more reliable, responsive, assured, and emphatic, which are major dimensions of service excellence.
Employees who feel appreciated and have their backs feel very sincere empathy towards guests.
Training increases the reliability and responsiveness through providing the staff with problem-solving skills.
Psychological safety is a leadership behavior that guarantees security and stability.
The combination of these dimensions enhances value and satisfaction of the guests (Kandampelly and Suhartanto, 2000). Motivation can therefore be seen as a connection between the internal human resource practices and the external customer experiences.
Procedure: An assessment of the approach taken by Novotel will be undertaken.
Novotel also shows good correlation between the corporate philosophy and motivation theory. Its Heartist approach incorporates the emotional intelligence aspect of service provision whereas its systematic training and recognition programs meet both the intrinsic and extrinsic needs. The argument is that the human-centred approach towards management at Novotel is also part of what has made the company gain an international reputation of quality and uniformity.
Nevertheless, the secondary analysis also pointed to the areas that may be improved. The issues in the hospitality industry include staff turnover, emotional burnout, and cultural difference in factors of motivation. Even though Novotel scores are high in engagement, maintaining motivation in various areas may involve further adjustment of the policies to the local circumstances. Moreover, the excessive use of digital methods to provide recognition may decrease interpersonal intimacy unless it is compensated through face-to-face regard.
[bookmark: _Toc5615]5.1.4 Methodological Reflection and Limitations.
The secondary research was used as a cost-effective and ethical method of exploring the topic. It has allowed access to various academic and industry data, which provides a comprehensive analysis. Nevertheless, there were also restrictions on the dependence on the already existing information.
Other reports did not provide elaborate quantitative data relating to motivation and satisfaction.
Generalisability could be impacted by potential author bias and differences in global data due to contextual differences (Collis and Hussey, 2014).
There was no primary data and the first hand employee perspective could not be collected.
Although there were such limitations, triangulation of various reliable sources eliminated bias and enhanced validity. The approach was therefore relevant to meet the research goals within the time and ethics limitation of the module.
The research will add to the existing academic and practice knowledge of employee motivation and its influence on guest satisfaction in the hospitality industry. It supports the conceptual relationship between internal HR practices and the external customer perceptions, and it empirically supports the service-profit chain model.
Management wise, the results emphasize the fact that employee motivation is not an independent HR activity but a strategic instrument to customer loyalty and profitability. In the case of Novotel, investment in people and purposeful leadership will always be crucial in creating a competitive advantage in a volatile service context.
[bookmark: _Toc16540]5.1.6 Conclusion Summary
Finally, the study proves that employee motivation is a vital factor of guest satisfaction and brand success in Novotel. Novotel has successfully combined human resource management and customer experience strategy by dealing with both intrinsic and extrinsic motivators by training, recognizing, managing and sustaining leadership and sustainability.
Motivation leads to employee engagement, which lowers the service quality, loyalty, and financial performance. With the ever-changing nature of the hospitality industry even after the pandemic, organisations such as Novotel need to focus more on emotional connection, empowerment, and constant learning to remain best. The following section suggests feasible suggestions to enhance these results even further.
[bookmark: _Toc16773]5.2 Recommendations 
Based on the findings and theoretical implications of this study, the following are the recommendations. They are meant to make the staff more motivated and hence, the level of satisfaction among the guests at Novotel. These recommendations are organised into four strategic pillars namely Leadership and Communication, Recognition and Reward, Training and Development, and Sustainability and Wellbeing.
[bookmark: _Toc14320]5.2.1 Empowering Leadership and Communication.
a. Adopt Emotional Intelligence Leadership Training.
Emotional intelligence (EI) should also be trained in leaders so as to be able to create empathy and understanding as well as trust. Bryman (2008) explains that emotionally intelligent leaders increase intrinsic motivation by establishing conducive and respectful cultures. The current Heartist system of Novotel can be developed into an international EI certification program to managers, which will guarantee the nature of the leadership throughout the regions.
b. Foster Bidirectional Communication Alternatives.
The introduction of structured feedback loops by means of digital and physical communication where employees can speak their ideas and concerns aloud. The studies indicate that participatory communication enhances ownership and commitment. This would also be in line with the expectancy principle by Vroom (1964) that supports the idea that hard work brings about desired results.
[bookmark: _Toc13677]5.2.2 Improving Recognition and Reward Systems.
a. Design Individual Recognition Programs.
Although the present programme of operation, which is called Shine with Heart, is effective, it is possible to get deeper commitment with more personalized ways of recognition. Employees can be made to feel genuinely valued by direct appreciation emanating out of senior management, in the form of handwritten notes, mentorship meetings, featured stories among others.
b. Implement Peer-to-peer Recognition Platforms.
Give employees an opportunity to suggest other employees to receive monthly rewards on the basis of teamwork and comments of the guest. The recognition by peers leads to social belonging and intrinsic satisfaction which contributes to the social and esteem needs of Maslow (1943).
c. Incorporate Non Financial Rewards.
In addition to financial rewards, development-related rewards, like leadership classes, foreign mobility, or health retreats, should also be provided by Novotel. Non-financial rewards are also long-term motivators and they also serve to reinforce the personal growth (Deci and Ryan, 2000).
[bookmark: _Toc30245]5.2.3. Broadening Training and Development Opportunities.
a. Present Microlearning Modules.
Flexibility and learning efficiency can be achieved by the use of short and interactive e-learning modules on issues like guest communication, cross-cultural service, and stress management. This corresponds with self-actualisation stage of Maslows hierarchy and helps in the culture of lifelong learning (Cottrell, 2014).
b. Have Cross-Departmental Rotations.
Use cross-departmentalization, i.e. ask staff to work in various departments (e.g. reception, food and beverage, housekeeping etc.). Rotational programmes enhance interpersonal understanding of other roles, enhance skills in a multidisciplinary setting, and enhance team bonding (Veal, 2007).
c. Service KPIs of Measuring Training Impact.
Determine quantifiable connections between training achievement and customer contentment measures. The benchmark on SERVQUAL dimensions will be capable of illustrating the real contributions of investment and maintaining the motivation based on the visible contributions (Parasuraman et al., 1988).
[bookmark: _Toc13855]5.2.4 Supporting Sustainability and Wellbeing and Work-Life Balance.
a. Make Wellbeing a Corporate Strategy.
Create mental health days, counselling and flexible working times to fight burnout and emotional labour exhaustion. Employee wellbeing must be a priority in operations and not an HR add up.
b. Empower the Planet 21 Engagement Programme.
Promote employee engagement in the eco-friendly activities like energy conservation projects, corporate volunteering and minimizing waste. Employees who feel a sense of purpose and intrinsic motivation do so when they are involved in some meaningful sustainability goals (Deci and Ryan, 2000).
c. Have a Sustainability Champion Recognition Scheme.
Recognize employees that make active contributions to sustainability and CSR projects. The connection between recognition and ethical behaviour makes self-determination stronger and the organisational citizenship.
[bookmark: _Toc9919]5.2.5 The System of Monitoring and Evaluation.
As a way of making sure that these strategies are effective, Novotel ought to embrace continuous performance feedback systems. The periodic evaluation of employee satisfaction (surveys and focus groups) and the guest satisfaction rates will give factual information on the effectiveness of motivation programs.
Moreover, annual reports ought to contain particular scores on the Employee Motivation Index (EMI) and Guest Experience Index (GEI) to measure the improvement. The tools would be used to find best practices within the operations across regions and accountability.
[bookmark: _Toc24168]5.2.6 Strategic Outlook
With the dynamic hospitality industry with digitalisation and sustainability taking a new look, guest expectations, human motivation is the competitive edge. Novotel will be successful in the future in the balance between efficiency in technology and emotional touch. The above-presented recommendations promote a holistic approach to motivation that incorporates emotional, intellectual, and ethical aspects of motivation.
Novotel can achieve a sustained and engaged workforce that is able to meet the expectations of the guests every time by fostering leadership empathy, personalised recognition, lifelong learning, and the culture of wellbeing. Employee satisfaction is the beginning of any profitable service organisation and hence constant investment on people is the most appropriate tool in long lasting brand excellence.
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