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[bookmark: _Toc200469430]Abstract
This study looks into how the quality of room service affects how happy guests are at a moderately priced hotel like the Holiday Inn Sunderland. In the hospitality industry, which is incredibly competitive and focused on the guest experience, it is important to understand how guests feel in order to improve service and company loyalty. There is secondary data used in the qualitative study from online guest reviews and subject content analysis. There are three main questions that form the basis of the investigation:    (1) What aspects of the quality of the hotel service have the most significant effect on how happy visitors are? (2) How do the opinions of guests fit with ideas about service quality and customer satisfaction? (3) What kind of strategy advice might the results give?
The study is based on the SERVQUAL model (Parasuraman et al., 1988), the Expectancy-Disconfirmation Theory (Oliver, 1980), and strategic management tools like SWOT, STEEPLED, and TOWS. The results show that empathy, assurance, and responsiveness have a bigger effect on visitor happiness than reliability and tangibles. In the years after the pandemic, tourists value emotional connection, personalized care, and signs of cleanliness. Theoretical models showed that service expectations and results affect how satisfied visitors are, how loyal they are to the brand, and how likely they are to switch brands.
The study found that some problems include the lack of digital services, a lack of variety in the menu, and clear communication. Clearer service rules, training for staff in emotional intelligence, a variety of menu items inspired by the area, and mobile apps for getting room service are all things that should be considered. With these answers, Holiday Inn Sunderland can deal with operational problems, pressures from outside sources, and changing guest expectations.
This study shows a link between the idea of service quality and how hotels and restaurants work. It gives professionals in the field tips on how to make customers happier by using service innovation and strategic alignment.
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[bookmark: _Toc200469431][bookmark: _Hlk199685694]Chapter 1: Introduction
[bookmark: _Toc200469432]1.1 Background and Industry Context
The hospitality industry is built upon the foundation of service quality and customer satisfaction. In an era where guests have limitless options and elevated expectations, delivering exceptional service has become not just a competitive advantage but a strategic imperative. Room service, in particular, is one of the most critical yet often overlooked aspects of hotel operations. It provides an opportunity for direct interaction with guests and can significantly influence their overall experience and loyalty (Ali et al., 2021). Room service acts as a symbolic touchpoint—it reflects the efficiency, attentiveness, and professionalism of the hotel’s internal operations. When executed well, it enhances satisfaction and drives repeat business (Priyo et al., 2019). When mishandled, it can damage reputation and reduce customer retention. As the hospitality sector in the UK regains momentum following the disruptions of the COVID-19 pandemic, room service innovation and personalisation have emerged as key differentiators (Pillai et al., 2021).
[bookmark: _Toc200469433]1.2 Case Study Overview: Holiday Inn Sunderland
Holiday Inn Sunderland, part of the InterContinental Hotels Group (IHG), serves both business and leisure travellers in the Northeast of England. As a global mid-range hotel chain, Holiday Inn must balance standardised brand expectations with customised local service delivery (IHG, 2024). This dual responsibility places pressure on service departments, particularly those handling room service, to ensure consistency, responsiveness, and adaptability. The chosen case study provides a real-world setting to explore how room service affects customer satisfaction and to evaluate strategies for operational improvement.
[bookmark: _Toc200469434]1.3 Research Aim and Objectives
The primary aim of this research is to investigate the relationship between room service quality and customer satisfaction at Holiday Inn Sunderland. To achieve this aim, the study sets out the following research objectives:
1. To conduct a literature review on the link between room service quality and customer satisfaction.
2. To identify internal and external factors influencing room service effectiveness.
3. To develop recommendations for improving service delivery based on findings.
[bookmark: _Toc200469435]1.4 Research Questions
The study is guided by three research questions:
· RQ1: What is the relationship between room service quality and customer satisfaction, according to existing literature?
· RQ2: What internal and external factors influence room service quality and satisfaction at Holiday Inn Sunderland?
· RQ3: What recommendations can be made to improve room service at the hotel?
[bookmark: _Toc200469436]1.5 Theoretical Framework and Analytical Tools
This research draws upon several established theoretical models to guide analysis:
· SERVQUAL Model (Parasuraman et al., 1988) – to evaluate service dimensions like responsiveness and empathy.
· Expectancy-Disconfirmation Theory (Oliver, 1980) – to assess the gap between guest expectations and perceived performance.
· SWOT Analysis – to understand internal strengths and weaknesses.
· STEEPLED Analysis – to assess external factors such as technology, economics, and legal compliance.
· TOWS Matrix – to generate actionable strategies based on SWOT insights.
These models ensure that findings are grounded in academic rigour and offer practical application for hotel management.
[bookmark: _Toc200469437]1.6 Justification and Relevance
Numerous studies have highlighted the positive correlation between service quality and guest satisfaction in the hospitality sector (AbuKhalifeh and Som, 2012; Singgalen, 2025). Yet, few have focused exclusively on room service in the context of secondary data analysis from publicly available sources. This study fills that gap by examining online guest reviews, industry reports, and academic literature to produce insights without engaging in primary data collection—ensuring full ethical compliance as approved in the project’s Ethics Form. Furthermore, the study holds strategic relevance for Holiday Inn Sunderland and the wider IHG network, providing evidence-based recommendations that could improve operational performance, increase customer loyalty, and strengthen the hotel’s market position.


[bookmark: _Toc200469438]Chapter 2: Literature Review
[bookmark: _Toc200469439]2.1 The Concept of Service Quality in Hospitality
Service quality is considered a vital differentiator in the hospitality industry, influencing both guest satisfaction and long-term profitability (Lu et al., 2015). According to Parasuraman, Zeithaml, and Berry (1988), service quality is defined as the discrepancy between customer expectations and their perceptions of the actual service received. The most widely cited model for measuring service quality is the SERVQUAL model, which comprises five dimensions: tangibles, reliability, responsiveness, assurance, and empathy (Saleh and Ryan, 1991).
Tangibles refer to the physical facilities and equipment used to deliver service; reliability concerns the ability to perform the promised service dependably and accurately; responsiveness denotes the willingness to help customers and provide prompt service; assurance involves the knowledge and courtesy of employees and their ability to inspire trust; and empathy includes the provision of caring and individualised attention (Parasuraman et al., 1988). Despite its widespread use, SERVQUAL has faced criticism for its applicability in diverse service contexts. Ladhari (2008) argued that the model's dimensional structure is not always stable across industries or cultures. Nonetheless, in the context of hospitality, several studies (e.g., AbuKhalifeh and Som, 2012) have validated SERVQUAL's relevance, particularly in operational departments such as housekeeping and food & beverage services. In modern hospitality, service quality is increasingly seen not only as a functional deliverable but as a holistic experience encompassing emotions, expectations, and value perceptions (Truong et al., 2020).
[bookmark: _Toc200469440]2.2 Room Service as a Subset of Service Quality
Room service, a specific component of the broader service ecosystem, plays a key role in shaping guests' perceptions of overall hotel quality. Defined as the delivery of food, beverages, or amenities to guest rooms, room service can significantly enhance or detract from the guest experience (Perez and Apritado, 2022). Although traditionally associated with luxury hotels, room service remains a critical touchpoint even in mid-market establishments like Holiday Inn, particularly for business travellers or guests valuing privacy and convenience.
Studies suggest that room service contributes to perceived convenience, safety, and customisation (Singgalen, 2024). Its importance has grown in the post-COVID hospitality era, where guests increasingly favour in-room experiences over communal dining. Research by Zade et al. (2024) noted a 30% rise in demand for contactless room service solutions since the pandemic. Yet, despite its strategic importance, room service has received limited scholarly attention, especially in secondary-data-focused research. Key service elements in room service include order accuracy, delivery speed, staff behaviour, and food quality (Ali et al., 2021). These elements directly correspond to SERVQUAL dimensions such as responsiveness, reliability, and tangibles. For example, slow service or incorrect orders can negatively impact guest satisfaction and influence online reviews.
[bookmark: _Toc200469441]2.3 Expectancy-Disconfirmation Theory and Customer Satisfaction
Another central framework for understanding satisfaction is the Expectancy-Disconfirmation Theory (EDT), proposed by Oliver (1980) (Pizam and Milman, 1993). This theory posits that customer satisfaction is determined by the gap between expected and perceived service performance. Positive disconfirmation occurs when performance exceeds expectations, while negative disconfirmation results when it falls short (Yüksel and Yüksel, 2001). In hospitality, guests arrive with a set of expectations based on prior experiences, marketing, and brand reputation. Their satisfaction hinges on how well the service, including room service, matches or surpasses these expectations (Liat et al., 2017). A late or cold meal may lead to negative disconfirmation, reducing satisfaction and potentially triggering a negative online review. Studies such as those by Zhou et al. (2014) have applied EDT to explore guest behaviour in upscale hotels, revealing that personalised services and quick responsiveness often lead to high satisfaction levels. The theory underscores the importance of setting realistic guest expectations while striving for service excellence.
[bookmark: _Toc200469442]2.4 Drivers and Outcomes of Customer Satisfaction
Customer satisfaction is a multi-dimensional construct influenced by various tangible and intangible elements. Functional drivers include service speed, staff competence, and cleanliness, while emotional drivers encompass feelings of being valued and understood (Chun Wang et al., 2016; Singgalen, 2024). A prominent level of customer satisfaction is strongly correlated with positive behavioural intentions such as repeat bookings, positive word-of-mouth, and increased spending (Sánchez-Rebull et al., 2018). In the digital age, satisfaction is also measured through online reviews, making platforms like TripAdvisor and Google Reviews vital secondary data sources for analysis (Xiang et al., 2017). Singgalen (2025) argued that satisfied customers are more likely to become loyal advocates, thereby reducing the cost of acquiring new guests. Thus, for a mid-range hotel like Holiday Inn Sunderland, investing in room service quality can yield substantial returns in the form of guest retention and brand reputation.
[bookmark: _Toc200469443]2.5 Internal and External Factors Affecting Service Quality
Understanding service quality also requires an examination of internal and external factors that influence delivery. Internally, key factors include staff training, motivation, leadership, and operational processes (Bouranta et al., 2009). Staff members who are well-trained and empowered are more likely to deliver consistent, high-quality service. Externally, the STEEPLED model identifies broader environmental factors: Social, Technological, Economic, Environmental, Political, Legal, Ethical, and Demographic (George, 2021). Each of these can influence guest expectations and service capacity. For instance, technological advancements have enabled mobile ordering systems, while social trends have driven demand for personalised, on-demand services (Buhalis et al., 2019). In the context of Holiday Inn Sunderland, Brexit-related labour shortages (Political), inflation (Economic), and rising sustainability expectations (Environmental) are particularly relevant. These elements frame the service landscape within which room service is delivered.
[bookmark: _Toc200469444]2.6 Critique of Existing Literature and Identification of Gaps
While a significant body of research exists on service quality and customer satisfaction, few studies offer a room-service-specific analysis using secondary data such as guest reviews. Most existing studies generalise service quality across all departments without dissecting specific functions like room service. Furthermore, the majority of academic research relies on primary data collection, which can be resource-intensive and limited by response bias.
There is also a lack of regional focus on UK mid-market hotels. Research tends to concentrate on luxury brands or global trends, with limited attention to local operational challenges faced by individual properties. By focusing on Holiday Inn Sunderland, this study addresses a contextual gap, applying established frameworks to a specific location.


[bookmark: _Toc200469445]Chapter 3: Research Methodology
[bookmark: _Toc200469446]3.1 Research Philosophy and Approach
This study adopts an interpretivist philosophy, which focuses on understanding and interpreting the meanings individuals attach to social phenomena. In the context of hospitality, guest satisfaction is a deeply personal experience influenced by expectations, interactions, and perceptions. An interpretivist approach allows for the examination of these subjective experiences, particularly through the analysis of guest-generated online reviews. According to Saunders, Lewis, and Thornhill (2019), interpretivism is suited for studies involving qualitative data where human behaviour is central to understanding outcomes. The research follows an inductive approach, allowing patterns and themes to emerge from the data rather than testing a predefined hypothesis. This choice supports the exploratory nature of the study, as it aims to derive meaning from qualitative data and align these findings with established service quality and satisfaction theories. Bryman (2016) and Detterman (2019) advocates inductive approaches when dealing with descriptive or thematic content, especially in tourism and hospitality research.
[bookmark: _Toc200469447]3.2 Research Design
A single-case study design was chosen for this research, focusing on the Holiday Inn Sunderland. This design is appropriate for in-depth exploration of a particular phenomenon within a real-life context. According to Yin (2003) and Goddard and Melville (2014), case study research is ideal when the researcher seeks to explore a contemporary issue within its natural setting. Holiday Inn Sunderland serves as a representative mid-range, international hotel brand that must cater to a range of customer expectations while adhering to standardised service protocols. By concentrating on a single hotel, the study can delve deeply into specific service delivery mechanisms and their outcomes. This design enables the integration of theoretical frameworks like SERVQUAL and Expectancy-Disconfirmation Theory to interpret actual guest experiences, providing a rich, contextualised understanding of the role room service plays in overall satisfaction.
[bookmark: _Toc200469448]3.3 Data Collection Methods
The study uses only secondary data, specifically online guest reviews from platforms like TripAdvisor and Google Reviews. These platforms were selected for their accessibility, popularity, and rich qualitative content. Reviews were filtered to include those referencing room service directly, including mentions of food delivery, staff interaction, timing, and guest satisfaction. This ensures that the data remains relevant to the research objectives.
A netnographic method, as outlined by Kozinets (2010), was employed to analyse online user-generated content (Kozinets et al., 2014). This method involves observing and interpreting online interactions within digital communities (Addeo et al., 2019). In hospitality research, netnography allows access to spontaneous, authentic guest feedback that is difficult to capture through structured surveys or interviews. Xiang et al. (2017) further support this approach, highlighting its effectiveness in understanding guest behaviour in digital environments.
To maintain relevance, only reviews posted within the last two to three years were considered. These reviews reflect current operational standards and guest expectations, especially important in the post-pandemic era where service preferences have shifted significantly. Additional secondary data from IHG reports, industry whitepapers, and academic journals provided broader context and supported the analytical frameworks used in this study.
[bookmark: _Toc200469449]3.4 Analytical Frameworks
The research analysis draws on a blend of theoretical and strategic models to interpret the qualitative data. SERVQUAL, developed by Parasuraman et al. (1988), assesses service quality across five dimensions: tangibles, reliability, responsiveness, assurance, and empathy (Saleh and Ryan, 1991). Guest reviews are analysed in light of these dimensions to determine the quality of room service delivery. Expectancy-Disconfirmation Theory, proposed by Oliver (1980), is used to evaluate whether guest satisfaction results from met, exceeded, or unmet expectations. This model supports an understanding of how perceptions influence satisfaction outcomes and helps classify reviews accordingly (Grimmelikhuijsen and Porumbescu, 2017). SWOT analysis is applied to identify the internal strengths and weaknesses of the hotel’s room service operations, as well as the external opportunities and threats as perceived from guest feedback. Complementing this, the STEEPLED framework explores the broader macro-environmental factors impacting service delivery, such as technological advancements, economic constraints, and shifting social behaviours. Lastly, the TOWS matrix combines insights from SWOT and STEEPLED to develop actionable recommendations for improving service quality and enhancing guest satisfaction.
[bookmark: _Toc200469450]3.5 Ethical Considerations
This study involves minimal ethical risk as it relies entirely on publicly available secondary data. All reviews were accessed from open platforms where users voluntarily share their opinions. No personal or sensitive information was collected, ensuring compliance with ethical research standards. The study was approved by the University of Wales Trinity Saint David on 12 May 2025, following an ethics review. It adheres to the principles outlined in the university’s ethical guidelines and complies with General Data Protection Regulation (GDPR) requirements. Anonymity and data protection were maintained by avoiding the use of identifiable guest information. The data was used exclusively for academic purposes, ensuring the integrity and ethical soundness of the research.
[bookmark: _Toc200469451]3.6 Limitations of the Methodology
Despite its strengths, the methodology adopted in this study has several limitations. The exclusive use of secondary data means the researcher could not interact with guests to clarify or probe their experiences further. This limits the depth of insight that could have been achieved through interviews or focus groups. Online reviews can also be biased, often representing extreme opinions rather than balanced feedback. Additionally, the single-case study design, while offering in-depth analysis, limits the generalisability of the findings to other hotel contexts or brands. Nonetheless, the chosen methodology remains effective for the study’s goals. It provides a robust and ethically sound framework for understanding how room service quality affects guest satisfaction within a specific operational context.


[bookmark: _Toc200469452]Chapter – 4: Findings and Discussion
[bookmark: _Toc200469453]4.1 Findings
[bookmark: _Toc200469454]4.1.1 Thematic Analysis Based on SERVQUAL Dimensions
4.1.1.1 Tangibles
Hospitality tangibles, such as tools, staff, and facilities, affect how guests feel about a place at first glance (Parasuraman et al., 1988). Guests have said that tangibles affect how happy they are with the room service at the Holiday Inn Sunderland. The staff's clothes, how the food was presented, and how clean the trays were all constantly praised. One tourist said that the breakfast was very well organized, with hot food in covered containers and the right cutlery. There was something special about the event. When people compare worth to price, Tsiotsou found in 2022 that tangible signals can improve the quality of service, especially in mid-range hotels.
Inconsistencies that can be seen and touched hurt guests, as shown by bad feedback. A lot of complaints were made about disposable cutlery, containers that were oily, and in-room dining items that were not branded. "The food was delivered in a brown paper bag with plastic forks, and it felt more like takeout than hotel service," said an unhappy guest. Based on these events, it looks like a global hotel company did not live up to expectations. Usually, tangibles were used to make the first impression. Marić et al. (2016) say that physical proof shows what the expected service will be like. The room service food looked good, came in clean packaging, and made guests feel special and satisfied.
4.1.1.2 Reliability
The most important thing that guests said about the service was how well and reliably it was delivered. Guests' opinions of how well the Holiday Inn Sunderland ran were greatly affected by how consistently and correctly its room service worked. Customers were happy with the fast shipping and accurate orders, as shown by the positive reviews. One person said, "They delivered precisely what I had requested, and it was served at a high temperature." "Perfect service—no delays, no faults."    Mandić et al. (2023) say that consistent experiences are needed to build trust in the hotel business.
In spite of this, many complaints were made about order delays, missing goods, and food that was too cold. "I placed an order for dinner at 7:30, and it was delivered at 8:45, and it was very cold," said one reviewer. Also, the second meal was forgotten about. The Oliver's (1980)  Confirmation of Expectation   Theory shows how important it is for expectations to be wrong. According to this idea, a person is satisfied when the service meets or exceeds their standards, and they are disappointed when the service fails. Guests also saw differences between trips, which made it less reliable. A repeat customer said, "The service was great the last time, but this time it was a disaster."  A long wait time and half of the order not being there. Inconsistency makes the need for long-term dependability to keep guests even stronger (Liat et al., 2017).
4.1.1.3 Responsiveness
Another important part of service quality is timeliness, which means being able to help customers quickly (Parasuraman et al., 1988). The study found that people had different opinions about the room service at the Holiday Inn Sunderland. Most of the reviews from guests said that the service was quick, especially when it came to getting more cutlery and drinks. "I asked for a bottle opener, and it was brought to me within five minutes," said one guest. I would describe it as "fantastic service." A study by Bouranta et al. (2009) says that guests feel worried when they get quick service answers. Still, many reviews were unhappy with how long it took for replies to be sent, especially during busy times or late at night. Another passenger was unhappy and said, "I made two phone calls to ask about my meal."    They said over and over that it was on its way, but it took more than an hour. Delays are a sign of problems with the way things are run, which could make the tourist experience worse. Fernandes and Fernandes (2018) say that sometimes, visitors think that slow service in hospitality means they are not getting enough care, which makes them very unhappy.
It's interesting that some writers saw a lack of follow-up. Like, "They promised that someone would arrive to resolve the matter; however, no one did."    This lack of responsiveness makes people unhappy and breaks down trust in service-based partnerships (AbuKhalifeh and Som, 2012). Guests' response was affected by how they were feeling. Delays or lack of attention during room service led to feelings of neglect and irritation. On the other hand, quick, caring answers showed professionalism and care.
4.1.1.4 Assurance
Assurance helps visitors feel less worried by promising that service providers are skilled, polite, and trustworthy (Parasuraman et al., 1988). When it comes to room service, which includes food, cleanliness, and security, assurance is particularly important. A lot of people gave praise for effective communication, helpful staff, and clean surroundings (Manhas and Tukamushaba, 2015; Pinho et al., 2024). Someone who went said, "The server greeted me with a warm smile, was wearing gloves, and had a name badge." In the years after the pandemic, these traits helped the hospitality business become more confident and safer. According to Zhou et al. (2014), visitors are becoming more concerned about cleanliness, so assurance has become more important. Holiday Inn Sunderland gave reassurances about company standards and training, especially when it said pleasant things about how consistent its staff was.
There were also terrible things that happened. Some visitors complained about not being able to understand the choices or being ignored. One review says, "I inquired about the presence of nuts in the dish, and the staff was unable to provide an answer." That is not acceptable. These problems show that they don't care about their guests, especially those with allergies or dietary needs, and they put people's safety at risk. These results support Mandić et al.'s (2023) claim that confidence makes people happier, more stable, and more trusting in high-contact service settings like room service.
4.1.1.5 Empathy
The most emotional aspect of the reviews was empathy, which means being able to think about and pay attention to each person. A lot of people liked small touches that showed they cared about their experience (Bahadur et al., 2018). "They remembered my name and that I liked my tea with extra sugar," one guest wrote. That care made me feel right at home. In other reviews, employees were praised for making extraordinary events feel welcome. "It was my anniversary, and they surprised me by adding a dessert with a handwritten note," said one customer. Empathy helps people connect on an emotional level and makes guests happier (Umasuthan et al., 2017).
Problems with logistics were often less important than a lack of understanding. People who felt "ignored" or not valued wrote worse reviews. I felt like a burden. One person who commented said that the staff seemed rushed and didn't talk to me much. Sukhu et al. (2019) discovered that being emotionally alone can be worse for their satisfaction than service that is slow or wrong. It takes empathy to work in room service, where people are often by themselves. Guests will remember an important interaction for a long time. Even service that is good can feel cold and commercial when it doesn't have it.


[bookmark: _Toc200469455]4.1.2 SWOT Analysis
A SWOT analysis was done to outline the internal and external factors that affect the quality of room service at the Holiday Inn Sunderland. This made it easier to look for themes in the comments left by guests. This tool looks at the hotel's Service Delivery Strengths, Weaknesses, Opportunities, and Threats based on SERVQUAL categories and customer feedback. Hospitality businesses use SWOT analysis to look at how well they're doing and find ways to make their processes run more smoothly (Evans, 2024). These new findings will help make a TOWS matrix that will give useful service methods in the Discussion chapter.
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Even though the service model has strong human capital and brand trust, the SWOT analysis shows that it has major operational and strategy problems. The Holiday Inn Sunderland stands out because of its excellent emotional service, cleanliness, and professional staff. According to Amerta and Madhavi (2023), these traits are in line with SERVQUAL's surety and empathy, which often leads to good confirmation and going beyond what visitors expect. Still, dietary limits and delivery delays show that there are problems with how quickly and reliably the service works. Oliver's (1980) Expectancy-Disconfirmation Theory says that these worries lead to negative disconfirmation and are made worse by the hotel's brand status, which makes visitors expect more (Grimmelikhuijsen and Porumbescu, 2017).
Through agreements, the hotel can use digital tools and add to its menu. Bardukova (2023) says that these innovative ideas could improve visitor behaviour and tastes, tangibles, and dependability. Still, the traditional model of room service is in danger because of a lack of workers and other cooking uses outside of hotels. The SWOT framework lays the groundwork for the TOWS-based suggestions in the next chapter by showing how to change strategies and make operations better.
[bookmark: _Toc200469456]4.1.3 STEEPLED Analysis
STEEPLED was used to find out how the outside environment affected the level of room service at the Holiday Inn Sunderland. This study looks at how Social, Technological, Economic, Environmental, Political, Legal, Ethical, and Demographic factors affect the world as a whole. Mandić et al. (2023) say that outside factors affect what customers expect and how well services are provided in the hospitality field. Research from universities, industry trends, and customer feedback all show that larger forces have an effect on providing excellent service. This theory shows those effects. The analysis is especially helpful for changing service models to fit changing customer tastes and global conditions, which is an important part of strategic planning.
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The STEEPLED study shows that pressures from the larger surroundings are changing how people at the Holiday Inn Sunderland think about and use room service. Now, social factors like hygiene and empathy have a big effect on service standards. This backs up Díaz-Santamaría et al.'s (2022) claim that emotional connection is the main thing that makes people happy. Lack of technological features, like not having an app-based ordering system, shows operating flaws (Marcus, 2025) because smart technology makes customers happier. Burlea-Schiopoiu et al. (2022) talk about the structural problems that make it hard to provide service and give a wide range of menu items because of economic issues like inflation and staffing shortages. Younger guests care most about sustainability and fair treatment of staff (Seyfi et al., 2024; Jones et al., 2016). The way room service is set up, staffed, and advertised is affected by political and legal problems, like rules about immigration and food safety. Bardukova (2023) says that demographic variety calls for service models that are open to everyone, use technology, and can be changed to fit unique needs. This means that changes in society, not the hotel's own operations, should affect its service approach. Finally, in the next chapter, this understanding is put into practice to make practical planning easier by using TOWS.
[bookmark: _Toc200469457]4.2.4 TOWS Analysis
A TOWS grid was created from SWOT and STEEPLED analyses to help figure out how to connect Holiday Inn Sunderland's internal strengths with environmental issues happening outside the hotel. The TOWS model, which was created by Weihrich in 1982, is different from SWOT because it focuses on using strengths proactively to take advantage of opportunities or lessen threats, while also handling internal weaknesses (Mishra et al., 2007). This method makes it easier to combine routine improvements with the larger needs for technology, cleanliness, sustainability, and tailoring service in room service. Based on research data and visitor feedback, the next table shows tactics for four quadrants.
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By linking operational knowledge and environmental research, the TOWS matrix makes room service at the Holiday Inn Sunderland better. Tech-based buying and wellness-focused upsells can make customers happier and boost business efficiency, according to SO methods (Díaz-Santamaría et al., 2022; Nadda et al., 2024) that say staff should be professional and have emotional intelligence. Asante (2024) says that the hotel can be a leader in sustainability and ethical sourcing because its name is well-known.
WO strategies make a link between outside opportunities and problems like limited food options and bad service. To make the food more varied and accommodate everyone's dietary needs, the restaurant works with local businesses to meet guests' needs for authenticity and environmental responsibility (Dhir et al., 2020).
WT and ST methods help reduce threats like a lack of workers, competing delivery services, and following the law. To keep the image and follow ethical and legal rules, companies need to train their staff, know about allergens, and be clear about prices (Dominguez et al., 2024; Velaoras, 2025). On the whole, the TOWS study gives the hotel a proactive way to improve guest satisfaction while meeting the complex needs of modern hospitality.
[bookmark: _Toc200469458]4.3 Discussion
[bookmark: _Toc200469459]4.3.1 Research Question 1: What aspects of room service quality most significantly influence guest satisfaction?
The SERVQUAL framework lists the main factors that affect customer happiness with service quality. Things that could be seen, touched, responded to, reassured, and shown concern were given a lot of weight in guest reviews. Tangibles include how clean the food trays are, how the staff looks, and how the food is presented. Guests repeatedly said how much they liked how well the features were kept up. Quickly, the quality went down because of bad packing or dirty tools. AbuKhalifeh and Som (2012) say that early views of a service provider are based on tangible clues, even though intangibles are more common in this setting.
Also, being able to provide the service exactly as stated and with reliability was especially important. A lot of guests complained that the menu wasn't consistent, that some items were missing, and that their orders were late. Because of these mistakes, people lost confidence and happiness. Oliver (1980) says that people are often unhappy after a service fails (Yüksel and Yüksel, 2001). Staff response shows how willing they are to help right away. This was well accepted by guests who made specific requests or had service problems. Guests were happier when they got updates and answers quickly. Ali et al. (2021) stress how important timeliness is for building relationships and getting services back on track.
The staff's skill and politeness are necessary for confidence. After the COVID-19 pandemic, guests put a lot of value on cleanliness, safety, and being polite. Cleaning hands, wearing veils, and wearing gloves were all used to build trust and make people feel better. Díaz-Santamaría et al. (2022) stress how important trust is during health crises because it impacts how safe people think services are. The thing that made the biggest difference was understanding. The reviews that stood out the most talked about birthday cards, caring communication, and special food preferences. Umasuthan et al. (2017) say that empathy builds emotional loyalty by making visitors feel valued and understood in ways that go beyond transactional participation. These five dimensions and visitor feedback show that emotional resonance and functional delivery are both important for room service happiness.
[bookmark: _Toc200469460]4.3.2 Research Question 2: How do guest perceptions of room service align with established service quality and satisfaction theories?
The EDT shows how visitors' opinions affect how satisfied or unhappy they are. The idea says that happiness comes from matching what one expected with the service one received, which could be positive disconfirmation (service goes beyond expectations), confirmation (service meets expectations), or negative disconfirmation.
When guests got gifts or faster delivery, they felt positive disconfirmation. Mattila and Enz (2002) say that these kinds of acts can make people feel strong emotions and joy, which can lead to long-term loyalty (Slåtten, 2011). Confirmation meant that the room service lived up to the standards. The reviews were mostly good or neutral, which suggests that the performance was stable. Even though proof might not be fun, it is necessary to keep people happy and build trust in a brand, as Yüksel and Yüksel (2001) stress.
People gave bad feedback about orders being late, getting the wrong goods, and not getting good customer service. In these cases, disappointment came from the problem and the lack of contact or service recovery. Barsky and Nash (2002) say that unmet standards are usually worse than a service defect, especially when the brand doesn't do anything about it (Claeys and Roozen, 2014). It's important to note that these results were remarkably close to what SERVQUAL predicted. If companies weren't reliable or responsive, they will get negative disconfirmation. If brands were reliable and responsive, they will get positive disconfirmation. The models' ability to show why hotel service is better is shown by the fact that they converge.
[bookmark: _Toc200469461]4.3.3 Research Question 3: What strategic insights and recommendations can be drawn from the SWOT, STEEPLED, and TOWS analyses?
Holiday Inn Sunderland used SWOT, STEEPLED, and TOWS to look at the internal and exterior factors that affect how they provide room service. As strengths, the SWOT analysis pointed out that the staff's professionalism, cleanliness, and brand uniformity. This made it easier to build up a lot of confidence and understanding. Still, SERVQUAL wasn't as fast or reliable as it could have been because its service was sometimes unavailable, deliveries were late, and the menu wasn't very varied.
STEEPLED found a number of large-scale external factors that affected what visitors thought they would see. As society changed, people liked personalized room service that cared about their health. Additionally, Salehi et al. (2024) found a similar change in kindness. It was clear from a technological point of view that there was no real-time delivery tracking or mobile buying. Pandey et al. (2025) say that these tools make operations more efficient and visitors happier. Walker and Nickson (2024) noticed that people who complained about not having enough staff and extremely prohibitive costs pointed to things like inflation and Brexit as examples of economic and political change. There were also clear worries about the environment, with a focus on eco-friendly packaging. Asante (2024) says that eco-friendly methods are no longer seen as a luxury but as something that people expect. Uncertain allergy information and clear staff conflict were moral and legal issues that had to be dealt with to lower risk and build trust.
These lessons were put into practice tactically by the TOWS matrix. SO methods used brand trust to bring out items that were good for the environment and for organisational health. WO put in place mobile shopping to make sure that deliveries happen more often. In ST methods, problems with labour were fixed by automating tasks and teaching people how to do other tasks. WT took steps to improve transparency and allergy training to make sure it was following the law and looking out for its workers' well-being. These ideas help the whole business be more open and flexible (Dhir et al., 2020).
[bookmark: _Toc200469462]4.3.4 Organisational Implications
The results are useful for Holiday Inn Sunderland and other similar businesses. Utilizing an app to place an order could improve the speed and dependability of room service. Hygiene, understanding, and allergen training for employees would help them follow the law and give customers more confidence. Environmental and social goals for new menu items could be met by working together with local and healthy food sources. Personalizing service by calling repeat customers by name or sending them a note by hand can increase emotional loyalty. In the end, encouraging ethics and clearing up confusion would be possible by giving clear details about service prices, wait times, and safety. According to Kalargyrou et al. (2018), the hospitality business should put a high priority on emotional intelligence and new ways of providing service.
[bookmark: _Toc200469463]4.3.5 Limitations and Future Research
This study used secondary data from reviews of a single hotel on the internet. Even though these reviews are honest, they might focus on exceptionally good or bad situations. Because surveys and interviews don't collect original data, it's hard to do a contextual study of service problems or successes. Direct service observations, staff perspectives, and interviews with visitors should all be part of future study. Adding more types of hotels, chains, or places would make the results more general. In the context of hospitality after a pandemic, ongoing studies could also look at how diverse types of service affect how happy visitors are.


[bookmark: _Toc200469464]Chapter – 5: Conclusion and Recommendations
[bookmark: _Toc200469465]5.1 Conclusion
The case study was done at the Holiday Inn Sunderland to find out how room service affects how happy guests are. To use qualitative methods to evaluate internet visitor reviews, service quality and strategic frameworks were put in place. By using this method, the main things that make guests happy or unhappy were uncovered, along with how they think about, rate, and experience room service. This summary of the study's goals, main findings, theoretical implications, and useful ideas is given in a short form in this conclusion.
The main questions that the study looked into were these three: (1) What aspects of a hotel service have the most significant effect on how happy a customer is? (2) How do the opinions of guests fit with ideas about service quality and customer satisfaction? (3) What strategic improvements can be found in the environment and in processes inside and outside the company? It was shown that empathy, certainty, and responsiveness are the most important parts of room service, especially now that COVID is over and hygiene and emotional link are more important than ever.
According to the SERVQUAL framework (Parasuraman et al., 1988), the study showed that tangibles, dependability, responsiveness, assurance, and empathy are all important. Still, assurance and empathy had the most important effect on loyalty and emotional engagement. Personal touches, thoughtful communication, and staff efforts to remember tastes or recognize momentous events were always well received. In addition to providing transactional service, these emotionally intelligent actions made visitors happier and more attached to the brand.
EDT helped people understand how the events were seen by those who were there. When compassion or efficiency went beyond expectations, positive disconfirmation left lasting impressions and strong feelings. Lateness or mistakes in the order caused customers to be unhappy and lose interest in the brand. When standards were met, there wasn't much sign of satisfaction. To find out how service delivery affects perceived worth and satisfaction, SERVQUAL and EDT were put together.
SWOT, STEEPLED, and TOWS analyses were used to look at how well operations were running and suggest changes. A dedication to cleanliness and a well-trained staff were found as strengths in the SWOT analysis. Weaknesses were found as well, such as a limited menu and inconsistent order accuracy. As STEEPLED found, Brexit-related problems with the workforce are risks, and technology gaps, like not having a mobile buying system, could also be risks. The TOWS matrix turns these ideas into things that can be done. It was suggested that money be spent on digital tools to speed up order processing, the Holiday Inn brand be used to promote long-term, personalized service, and allergen procedures be improved to lower health and legal risks.
These results are important for people who work in the business and for hotel management. It is especially important that workers learn how to keep things clean, recover services quickly, and deal with stress. Hotels need to change with the times by adding mobile room service systems, making menus more flexible, and meeting the growing demand for healthy and environmentally friendly options. For visitors to continue to trust the site, clear information about these changes is necessary.
The study shows that emotional connections are becoming increasingly important in the hospitality business. These days, guests want important experiences instead of just quick service. Allowing staff to do small but meaningful things, like figuring out what guests need ahead of time, setting up personalized meals, and writing handmade notes, can make guests happier. These emotional experiences turn tourists into brand advocates and set them apart in a crowded market.
This study is mostly about how to combine theory and practice in the field of hotel studies. Online reviews, which focus on guest voices and promote netnographic methods, are its main source of data. The study is limited by its focus on a particular case and its use of secondary data, but it gives useful information and sets the stage for future research. Through comparing different hotels or sites, interviews or focus groups could be used to confirm and build on these findings.
This study shows that room service is an important part of the hotel experience for guests and has a big effect on their overall opinion. To do its job well, it needs both emotional intelligence and operational efficiency. After the pandemic, the hotel industry will have long-term success and happier customers thanks to innovative technologies and personalized service. Holiday Inn Sunderland and other hotels can lead the way in this change by using data and emotion to give their guests the best service possible.
[bookmark: _Toc200469466]5.2 Recommendations
This part talks about ways to make guests happier and improve the quality of room service at the Holiday Inn Sunderland. It does this by using guest feedback, theory frameworks, and strategic tools. This study and the other writings on hospitality and service management back up these ideas. The suggestions put an emphasis on integrating technology, building emotional connections, offering a wider range of services, and making it easier for people to talk to each other. The goals of these projects are to fix problems with service, meet guests' needs, and give hotels an edge in a field that values events.
1. Implement a Mobile-Based Room Service Ordering System: Guests had problems with miscommunication, late deliveries, and not being clear about what was going on with room service. A mobile platform for getting room service could make things more responsive, make things easier, and let customers see their orders in real time. Pandey et al. (2025) say that mobile technologies improve service quality and user experience by making things easier and giving users more control. Digital ordering not only stops mistakes from happening when people talk, but it also lets people customize their food. These kinds of devices are expected in modern hotels, according to Buhalis and Leung (2018). This is especially true for younger, tech-savvy tourists. When companies combine the hotel's PMS with a simple ordering system, they can get information in real time, filter out allergens, and leave comments after delivery.
2. Enhance Staff Training with a Focus on Empathy and Emotional Intelligence: Th Empathy seemed to be a big part of how satisfied visitors were, according to the study. Personal touches, like birthday messages, nice gestures, and remembering what visitors liked, worked really well. Umasuthan et al. (2017) found that emotionally intelligent service not only makes businesses more efficient but also makes customers more loyal. According to Shulga et al. (2025), front-line hospitality workers have to do emotional labour and can provide real, individualized care in high-pressure scenarios by continuing their training. Kalargyrou et al. say that service workers should be seen as emotional links instead of job performers. Ongoing workshops should be held on how to deal with conflicts, show understanding, and get visitors involved. Allow staff to write down what the guest wants so that the service is more personalized.
3. Diversify and Localise the Room Service Menu to Reflect Contemporary Preferences: Guests said that the food options were either not enough or too old. More people want food that is healthy, safe, and grown close to home. Salehi et al. (2024) say that tourists who came after the pandemic are more health-conscious and prefer vegan, gluten-free, and environmentally friendly options. Local food has the ability to make the whole trip more enjoyable. In their 2025 study, Lin et al. stress that using sustainable methods in food and drink production improves brand image and promotes ethical purchasing. Work together with local suppliers to offer seasonal and food options. Clear food labels and allergy information. As a result, this meets the needs of guests, supports nearby companies, and lowers carbon pollution.
4. Improve Transparency and Communication Regarding Service Protocols and Charges: Guests were unhappy with the unexpected prices, the unclear allergen guidelines, and the transportation delays. Transparency builds trust with visitors and cuts down on misunderstandings. Velaoras et al. (2025) say that being open about prices, how employees act, and health practices builds trust in a company and makes it more credible. Díaz-Santamaría et al. (2022) stress how important it is for people to feel safe and trusting when it comes to service happiness after a pandemic. Prices, service hours, expected wait times, and allergy information should be clearly shown on screens in rooms, on menus, and on mobile apps. Staff members who have been trained should let guests know about delays and other options.
The above suggestions cover everything that needs to be done in reaction to changes in the hotel industry and the study's results. Holiday Inn Sunderland could improve room service by using mobile technologies, training staff to provide more personalized service based on understanding, adding more items to the menu, and being more open and honest. Making changes that meet visitor standards can improve operational efficiency, staff empowerment, and brand loyalty. These tactics can help the hotel deal with problems that have come up since the pandemic, follow ethical and health rules, and become known as a forward-thinking, customer-focused business.
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‘Environmental

Many guests are now evaluating room service through a sustainability lens.
As per Dhir et al. (2020), environmental awareness is driving demand for
eco-friendly practices like biodegradable packaging and low-waste food
systems. While some guests appreciated recyclable materials, others
criticised single-use plastics. Environmental values increasingly  affect
brand perception, especially among Gen Z and Millennials (Seyfi et al,
2024)

Political

UK hospitality faces evolving political challenges, including visa
restrictions, food import policies, and post-Brexit labour mobility (French,
2018). At a local level, Sunderland’s hospitality sector must comply with
national health standards and local council food service licensing laws.
These regulatory shifts impact room service scope, hours, and menu

sourcing—factors indirectly shaping guest experience.

Strict food safety and allergen labelling laws (e.¢., Natasha's Law 2021)
affect how room service menus are structured. Guests expressed concern
when staff were unaware of food contents—highlighting risks of legal non-
compliance and heaith incidents. Additionally, GDPR regulations influence
how guest preferences (e.g., allergies or dietary needs) can be stored and
used, as discussed. by Dominguez et al (2024).

Ethical

‘Guests increasingly value hotels that uphold ethical standards in sourcing.
taff treatment, and transparency. According to Velaoras et al. (2025), fair-
trade certification and ethical sourcing impact guest trust. Guest feedback
noted instances where staff appeared overworked, echoing studies on
burnout in hospitality (Wallace and Coughlan, 2023). Ethical tipping
practices and transparent service charges were also highlighted as emerging

‘guest concerns.

Demographic

Diverse traveller profiles influence room service expectations. Younger
travellers (e.g.. Gen Z) expect digital tools and dietary inclusivity, while
older guests value traditional service interactions (Pricope Vancia et al,
2023). Families expect customisable, kid-friendly meals; solo female
travellers emphasise safety and respectful service. Demographic shifts

require dynamic, segmented service strategies (Bardukova, 2023).
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Strengths
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SO Strategies
1. Leverage professional staff (S1) to
pilot tech-integrated room service apps
(01) and improve efficiency (Marcus,
2025).

2. Use brand trust ($3) to promote eco-

friendly, locally sourced memu items

ST Strategies
1. Position empathetic staff (54) as
a  counter fo competitive
apps (T4).
2. Use hygiene leadership (S2) to
post-COVID

(T2) and mitigate

impersonal _ delivery

exceed  rising

expectations
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(03), increasing guest loyalty (Meng
etal, 2024).

3. Promote empathy-driven service
(S4) with wellness-oriented upsells
(02), aligning with the demand for

negative reviews (Xiang et al
2017).
3. Highlight professionalism (S1)

and standardisation to reassure

‘guests amid rising labour concems

personalised  hospitality  (Diaz- | (TD)
Santamaria et al., 2022).

Weaknesses | WO Strategies WT Strategies

W) 1. Address inconsistent delivery (W1) | 1. Upskill underperforming staff

through automation and app tracking
(O1), reducing delays and order errors
(Manoharan and  Ashtikar, 2025).
2. Diversify menu (W2) by partnering
with local food vendors (03), aligning
with sustainable dining trends (Dhir et
al,, 2020).

3. Extend room service hours (W4) to
capture wellness travellers and solo
guests (04) who value flexibility and
independence (Okumus and Linton-
Kelly, 2022).

(W3) in allergen training (T2, L1)

to ensure legal compliance
(Dominguez et al, 2024).
2. Reframe  service fees
transparently (W2) to address

ethical concerns and pricing threats
(Velaoras et al,  2025).
3. Offer “value meal” bundles to
appeal to cost-conscious guests
(W1) under cconomic pressure

(Dedeogly and Demiser, 2015),
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Strengths

‘Weaknesses

Many reviews praised the courteous and well-
trained nature of the room service team.
Phrases like “they always smiled and treated us
with respect” reflect strong human interaction
and training.

Guests consistently highlighted the clean
packaging, proper cutlery, and hygienic
handling of food, particularly post-COVID,
suggesting strong assurance (Elkhwesky et al.

2022).

Holiday Inn's global reputation contributed to
trust in service expectations. Many guests said,
“I'booked because I know the brand delivers.”
Staff gestures such as birthday cakes or
handwritten notes significantly impressed
guests, showcasing a culture of empathy and

emotional value.

Multiple guests reported late deliveries,

especially during peak hours, causing

dissatisfaction and lowering reliability
scores (Padma and Ahn, 2020),

Guests criticised the lack of vegetaian,
halal, or allergy-friendly options, which
affected inclusivity and satisfaction.

Tssues such as missing drinks, incorrect
items, or mix-ups in guest preferences were
recurring, undermining the perception of
reliability.

Some guests expressed frustration at not
being able to order room service late at

night, despite expecting round-the-clock
availability from the brand.

Opportunities

Threats
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Several guests suggested mobile app
integration or tablet menus. Adopting digital
solutions could reduce delays and human error
(Han et al, 2021),

Room service could be linked with loyalty
points, local offers, or personalised
recommendations (e.g., “Guests who ordered
this also enjoyed”) (Piccoli et al, 2017).

3. Collaborations with local food providers:
Offering regional or seasonal dishes through
partnerships could enhance authenticity and
diversify the menu.

Capitalising on guests’ preference  for
contactless options can improve satisfaction
and align
hospitality sector (Rachman and Hapsari,

2024).

with emerging trends in the

Post-pandemic  workforce gaps

during peak hours,

were
evident, especially
slowing delivery and weakening service
consistency (Arora et al, 2024),

As a globally recognised chain, Holiday
Tnn is judged against ambitious standards.
Service slips are more harshly criticised
than in budget hotels.
Dissatisfied guests often posted their
experiences publicly. These reviews can
discourage potential guests and reduce
booking rates.

Guests now compare room service against

platforms like UberEats or JustEat, which

offer more variety and convenience.
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Factor

Observed Influence

Social

Post-pandemic guests demand personalised, hygienic, and emotionally
intelligent service. Emotional labour and personalisation are key to guest
satisfaction (Diaz-Santamaria et al, 2022). Positive gestures like
handwrittennotes and empathy-based interactions are repeatedly praised in
reviews. Meanwhile, aise in wellness consciousness hasled to preferences
for healthy meal options, echoing findings by Salehi et al. (2024), who

emphasised social lifestyle trends reshaping hotel dining.

Technological

There is a growing guest expectation for confactless and tech-cnabled
service. According to Xiang et al. (2017) and Tavakoli and Wijesinghe
(2019), digital interfaces like mobile ordering apps increase convenience
and improve service quality perception. Guests reported outdated practices
(.. phone orders, paper menus) as inefficient. Competitor hotels are
integrating smart systems and Al-driven suggestions—technologies shown

toimprove responsiveness and satisfaction (Marcus, 2025).

Economic

Tnflation and costconsciousness are influencing room service expectations.
Dedeoglu and Demirer (2015) and Ahmed et al (2025) suggest that
perceived value-for-money is central to guest satisfaction. At Holiday Im
Sunderland, guests often critiqued portion size or quality relative to price.
Labour shortages following Brexit and the pandemic have increased
operational costs, echoing trends reported by Walker and Nickson (2024),

who observed staffing crises across European hotels.





