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[bookmark: _heading=h.e29hj1e80pko]Abstract
The study explores how food and beverage (F$B) services contribute to the development of the guest satisfaction and recidivism of Holiday Inn Sunderland - City Centre. The research is expected to reveal the determinants of guest satisfaction in regards to the quality of F&B, analyse their association with customer loyalty and also provide recommendations on how to promote repeat patronage. The study applies a descriptive qualitative case study to analyse secondary data in the form of academic literature, reports in the hospitality industry and web reviews left by guests provided by TripAdvisor, Booking.com and Google Reviews. The thematic and content analysis were conducted based on the five dimensions of SERVQUAL model, which include tangibility, reliability, responsiveness, assurance, and empathy.
Results indicate that quality of food, variety of menu, efficiency of staff, ambience, cleanliness and perceived value are key motivators of satisfaction. Good experiences with guests were highly associated with professionalism, empathy, and reliability in service delivery, and poor consistency in meal quality and response time lowered the loyalty. Connection with emotions, customer service, and fair prices became major sources of reoccurring business. The review shows that regular and considerate service does not only lead to satisfaction but also builds brand trust and retention of the guest.
The research concludes that a properly developed F&B management with the help of the staff training, the integration of technologies and the active monitoring of the reviews may largely enhance the experiences of the guests in the hotels of the city-centre. It supports the relevance of SERVQUAL model to the hospitality environment and adds to the perception of how operational excellence and emotional resonance in the F&B services can intend long-term loyalty. The results have strategic implications to managers in urban hospitality industry who want to improve their competitiveness and retention of guests.
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[bookmark: _heading=h.4rjycp4yw8gb]Chapter 1: Introduction 
[bookmark: _heading=h.j67sgw4a1eox]1.1 Background of the Study
The hospitality business is very crucial in economic development. Hotels play an important role in development and service excellence in tourism. The satisfaction of the guests is also a vital determinant of the level of hotel performance. Food and beverage services play a big part in the experiences of guests. These services generate impressions that have a direct influence on guest loyalty. The hotel industry in the United Kingdom is characterised by a high level of competition. Hotels in the city centres are very dependent on repeat clients in order to make a profit. Good food and service make customers perceive and retain. Holiday Inn Sunderland -City Centre is a company that competes in this industry. The hotel offers various food and beverage services to customers. Satisfaction is determined by service delivery, ambience and quality of menu. Quality food will contribute to the overall experience of staying in the hotel and foster loyalty. Dissatisfying experiences at the dining table may decrease satisfaction and restrain return intentions (Bwhotelier, 2025). The knowledge of the expectations of the guests is crucial in enhancing the standards of service delivery. The food and beverage operations evaluation indicates the major satisfaction drivers. This paper examines the impact of these services in terms of repeat business.
[bookmark: _heading=h.aga5d9sztc5s]1.2 Research Aim
The aim of the study is to determine the impact of the food and beverage services of the Holiday Inn Sunderland City Centre on the satisfaction of guests and repeat business.
[bookmark: _heading=h.yvhigm1doium]1.3 Research Objectives
· Evaluate guest perceptions of food and beverage quality and service at Holiday Inn Sunderland.
· Identify the link between food and beverage satisfaction and customer loyalty in a city-centre hotel context.
· Recommend practical strategies to enhance food and beverage services to increase repeat business.
[bookmark: _heading=h.ec4boi92af]1.4 Research Questions
· Which are the major determinants of guest satisfaction with food and beverage services at Holiday Inn Sunderland?
· What is the relationship between food and beverage satisfaction and guests revisiting the hotel or referring the hotel?
· How can food services and loyalty to the company be improved?
[bookmark: _heading=h.uk9irqwq59jb]1.5 Significance of the Study
The research adds to the knowledge in the context of research in hospitality management and service quality. It points out the effect of food and beverage performance on guest satisfaction and loyalty. The study helps hotel managers to gain a clearer insight into the expectations of the customers. The findings of this analysis can be used to make evidence-based choices to improve service. Improving the quality of food and beverages also enhances the competitiveness of the hotel and brand image (Abdullah, Sufi and Kumar, 2023). The research results can be used by hotels located in the city-centre to retain repeat customers. The happier the customers, the better recommendations they will be doing online. These practices favour stable income and stability of the business. The study is also useful to the industry practitioners in their operational planning procedures. It determines the areas in the service that need innovation and constant improvement. Hotels can enhance customer trust and retention by addressing weaknesses of the service. The results also contribute to the academic knowledge about the relationships between satisfaction and loyalty. Emphasis on secondary data makes the analysis methods efficient and reliable. The variety of sources available online is a balanced source of information as it consists of real-life experience of guests. Triangulation enhances validity and minimises chances of bias of data. The research makes the findings credible and practical to the hotel management. The quality of service of food and beverage is one of the essential aspects of guest experience (Ali and Khalid, 2021). Its impact on loyalty indicates the strategic position of dining satisfaction. The findings will inform the hospitality practitioners on how to develop effective services.


[bookmark: _heading=h.24l483smwxst]Chapter 2: Literature Review
[bookmark: _heading=h.l64ug58uyteg]2.1 Concept of Guest Satisfaction in the Hospitality Industry
Guest satisfaction comes out as one of the basic measures of hotel success and performance (Bisui, Uniyal and Sharma, 2022). Scholars note that satisfied customers are more likely to show greater loyalty and give good word-of-mouth. In case, the research on product quality in hotels revealed that: medium of guest satisfaction influences the guest loyalty and high product quality is a direct influence on guest loyalty (Kandampully and Suhartanto, 2020). The dimensions of satisfaction in the hospitality setting are influenced by the physical products provided, as well as the service aspects that are non-physical. Such models of service quality include SERVQUAL, which emphasises reliability, responsiveness, assurance, empathy and tangibles.  Satisfaction and the repeat visit relationship have been established empirically in a hotel environment. There should be a match between the expectations and perceptions of the guests to bring satisfaction. Exceeded expectations causes dissatisfaction, and met expectations cause delight and loyalty. Therefore, knowledge of the guest satisfaction is of paramount importance to the hotel management.
[bookmark: _heading=h.olybusxmxsp0]2.2 Food and Beverage Services as a Core Experience
Food and beverage (F&B) services form an important part of the hotel guest experience. Mulyati and Mashabi (2021) emphasise that the satisfaction directly depends on the quality of the F&B, which can be in menu diversity, food presentation, service speed and ambience. An example is a survey conducted in Bangladesh on the five-star hotels, where assurance, empathy and tangibles were the three most important variables in relation to the satisfaction of the guests with food service. A different study conducted in the five-star hotels in Egypt found major determinants such as tangibility, responsiveness, reliability, assurance and empathy that may impact the quality of F&B service and consequently the level of customer satisfaction (Ojo, 2024). There is a strategic position of the F&B department as the meals and the restaurant visits happen several times during the stay of the guest, and often it is a part of the visit to remember. The management of the quality of F&B services in hotels should be given the necessary focus (not only in relation to the quality of lodging services), as it is one conceptual framework that warrants such attention. In addition, hotels in the city centres can distinguish themselves through food and beverages in competitive markets where customers are more demanding (Boussard, 2021).
[bookmark: _heading=h.kzqqp78i26bs]2.3 Relationship between Service Quality and Customer Loyalty
Service quality, guest satisfaction, and loyalty relationship are well established. It mostly goes by the following route: service quality, guest satisfaction, and customer loyalty. Perdomo-Verdecia and Serhan (2024) analyse that the quality of food and the quality of service play a critical role in influencing the satisfaction of guests and that the level of guest satisfaction in turn relates to the intention to revisit. Service quality in a food and beverage environment in Bandung (Indonesia) was also discovered to have a positive influence on customer satisfaction and loyalty; job satisfaction of staff also mediated this effect (Brewer and Sebby, 2021). Equally, a study conducted on five-star hotels discovered that the perceived F&B service quality has a significant influence on client satisfaction that subsequently affects retention (Serhan and Serhan, 2019). The financial implication to the operators of the hotels is obvious: spending money on the quality of F&B services can result in increased loyalty of customers and their business.
[bookmark: _heading=h.304timp81p96]2.4 Online Guest Reviews and Perceptions
There are several theoretical models that are the basis of the study of F&B service quality in hotels. The SERVQUAL model is often used to determine the disparity between the expectation and perception of guests concerning service delivery. The five dimensions of the model, namely, tangibles, reliability, responsiveness, assurance and empathy, are extensively deployed and have been customised to fit F&B departments (Zhang, Yu and Kim, 2024). The DINESERV instrument, which initially concerned the quality of restaurant service, is another topical model that has been applied in the study of hotel food services. The dimensions of assurance, empathy and tangibles were found to be the most effective in one of the exploratory studies of hotel (Burrell, Lewis and Richardson, 2023). Moreover, the Expectation-Confirmation Theory (ECT) is the foundation of most of the studies in the field of hospitality: guests are satisfied (or not), perceptions occur, satisfaction is achieved, and loyalty is made. Integrated frameworks are useful to explicate the effect of the F&B service attributes on the experience, satisfaction and loyalty in a hotel environment (Pizam, Shapoval and Ellis, 2016).
[bookmark: _heading=h.ff91ozt6vzh9]2.5 Theoretical Framework
Within the digital era, online guest reviews constitute an invaluable source of information regarding the quality of service provision and satisfaction by the guests of the F&B services. Kuhn et al. (2018) point out the effects of user-created reviews on future guest behaviour and hotel reputations. To illustrate, the sentiment analysis models used to analyse a large number of online reviews demonstrate critical areas of service, which have a direct impact on guest experience. Also, it has been established that positive online reviews are associated with higher booking intentions and confidence of the clients in the services of the hotel (Chugh, 2025). This implies that F&B experiences that are perceived through online platforms can be significant in guest decisions and repeat visits (Ali et al., 2021). Therefore, incorporating the online review analysis in F&B service quality research offers a current and viable point of view.
[bookmark: _heading=h.xc4xvshgi4r]2.6 Gaps and Context City-Centre Hotels
Although there is a lot of literature on five stars and the resort setting, less literature has been done on the mid-scale hotel and the city-centre hotel F&B departments. It could be that the difference in the expectations of the guests in urban and transit hotel/business stays might not be the same as that of the resort leisure stays (Chung et al., 2021). Besides this, literature also implies that most studies are based on primary data through questionnaires, whereas secondary data through guest reviews are underexplored. Therefore, the possibility of using content and thematic analysis of publicly available reviews is an opportunity. The multiple studies observe lapses in the investigation of the relationship between enhancing F&B services and repeat businesses, particularly in the city-centre settings (Deloitte, 2025). Moreover, the interaction of ambience, value for money and speed of service when it comes to F&B services needs further research.


[bookmark: _heading=h.n5ifv68b6h7a]Chapter 3: Research Methodology 
[bookmark: _heading=h.561ru7p48jrq]3.1 Research Design
The research design adopted in the study is a descriptive qualitative research design with secondary data. This design will be interested in testing the connection between the food and beverage services and guest satisfaction (Mastroianni, Faden and Federman, 2020). The method used to address the case study of Holiday Inn Sunderland -city centre is the case study method. This approach allows for the deep investigation of the quality of the service in a particular situation. The descriptive quality allows a thorough comprehension without the control of variables (Saunders, Lewis and Thornhill, 2012). The study is based on the available information in the public and on the reviews of the guests on the Internet. The design enables the real guest experiences and level of satisfaction to be interpreted (Yılmaz and Özgener, 2021). The flexibility of qualitative analysis ensures that the opinions and service perceptions are established (Ghanad, 2023). The case study design would be appropriate in the identification of service patterns and areas of improvement (Matos, 2020). This will be done to get in-depth information about the association between the quality of food and beverages and repeat business.
[bookmark: _heading=h.oo7epys9y8rv]3.2 Research Approach
The study is inductive, and the conclusions are constructed based on data trends. The method shifts a particular experience of the guests to general theoretical knowledge (Loucks-Horsley et al., 2019). Inductive reasoning allows the investigation of new knowledge based on the actual guest data (Flick, 2020). It does not test hypotheses but tries to find common themes in the already existing information. It aims at gaining a better insight into satisfaction drivers in hotel dining services. The analysis brings out relations between food quality, service provisions, ambience as well and customer loyalty (Mazurowski, 2024). This method is flexible and aids in finding meanings in the reviews of guests. The inductive approach conforms with the content and theme analysis procedures (Silverman, 2011). The results will be used to produce a reasonable proposal to the improvement of the hospitality service. The strategy will make sure that the conclusions will be based on the true views of guests obtained through various online sources (Lucas, 2013).
[bookmark: _heading=h.xwg1g7rx86qz]3.3 Data Collection Method
The research relies on secondary sources of data. Available academic journals, industry reports, books and reputable publications in the hospitality industry are used to gather data. Primary evidence is the online TripAdvisor, Booking.com, and Google Reviews (Maclean, 2023). These reviews show genuine reviews of the guests on food and beverage services. There is the provision of relevant case studies and surveys in the hospitality industry to draw comparative insight. The selection criteria will be based on the data published in the past five years so that they are relevant (Grey, 2017). The reviews that refer to the quality of dining, service behaviour, ambience, or value are also present. The non-food and beverage experience reviews are not analysed. The number of reviews analysed amounts to at least 100 to determine how the patterns of satisfaction and factors of recurrence can be traced. The selection of secondary data is because on the availability, cost-effectiveness, and convenience in ethics (Mahoney, 2016). In this way, the data will be collected in time and will cover more perspectives. Reliability and balanced interpretation are guaranteed by the utilisation of various sources of data (Greetham, 2014).
[bookmark: _heading=h.vz5fhkr2zuzx]3.4 Data Analysis
Qualitative content analysis and thematic analysis methods of analysis are used to analyse data. Content analysis finds the most common themes in the guest reviews (Maina, 2021). Evaluation issues like food quality, the attitude of staff, cleanliness, ambience, and value are taken out. The thematic analysis will cluster similar responses to uncover recurrent patterns of satisfaction and dissatisfaction (Cottrell, 2014). Coding is used to classify information in the dimensions of service quality that are relevant. These dimensions align with the SERVQUAL model analytical consistency. The analysis will also point out the F&B factors that seem to drive guest loyalty and repeat business the most (Mobley, 2023). The comparison is conducted in the positive and negative feedback. Triangulation enhances accuracy through the comparison of academic results and opinions of guests (Małgorzata Pańkowska, 2023). Patterns are condensed into structured themes with regard to the key objectives. This analytical procedure would give an unambiguous definition of the correlation between service variables and satisfaction performance (Denscombe, 2010). Results are then compared with the existing literature to find congruence in the concepts.
[bookmark: _heading=h.k4vyg2hia7jl]3.5 Ethical Considerations
The research has high ethical standards in data collection and analysis. In this study, only secondary data that are publicly available are used. No guest or employee information of the hotel is leaked or revealed. Online reviewers are also anonymous to protect ethical integrity (Collis and Hussey, 2014). The references are credited appropriately according to academic referencing standards. An objective and undistorted interpretation of the original meaning is done. The data are represented in a proper way so that no guest opinions are misrepresented (Marques et al., 2025). Triangulation of findings in various established sources serves as a way of establishing ethical reliability (Bruhn, 2024). The storage of research materials is maintained in a secure way to avoid unauthorised access or manipulation. The research does not plagiarise because it has made good references to all the works used in the research. Transparency in ethics is ensured through clarifying restrictions and the possibility of bias in the data (Collis and Hussey, 2014). The secondary data minimises the risks of harm and provides adherence to ethical research principles. It is a method that will make the research professional, credible, and responsible.


[bookmark: _heading=h.mdomyc2usvux]Chapter 4: Findings and Discussion
[bookmark: _heading=h.h31ggrllmqr3]4.1: Findings
The results indicate the effect of food and beverage services on guest satisfaction and loyalty. Analysis was carried out on guest reviews, online surveys and industry reports. Trends and repetitions were found. The review was based on the quality of food, the speed of service delivery, the atmosphere, the behaviour of the staff, and the sense of value. All of them are connected with guest satisfaction and revisit intentions. The information obtained in this analysis is the basis of the discussion and recommendations.
Food Quality and Menu Variety
The quality of the food becomes a major predictor of satisfaction in the guest. Taste, presentation, and fresh ingredients are the most praised by the guests. Breakfast services have the most positive feedback on variety and availability. Several reviews state that hot meals, cereals, and continental meals are well prepared (Del Chiappa, Martin and Roman, 2016). Evening meal services have mixed feedback because of a poor menu selection. Certain visitors have complained of having the same food over and over again, especially when it comes to meals. There are positively mentioned dietary-specific options such as vegetarian, vegan, and gluten-free meals. Visitors value the consideration of their eating habits and taste (Durga, 2024). The satisfaction with meals also depends on how they are presented; attractive meals bring about a positive perception. Differences in the food temperature or the quality of preparation have a negative effect on the satisfaction of the guests. Poor food quality in different meal periods also decreases the perception of the guest. Repeat business requires high and stable quality and offerings of the menu (Pekerşen and Tugay, 2020). The perception of freshness and variety is improved through seasonal menus and various promotions. It has been reported that food quality has a strong impact on emotional response and satisfaction of the guests (Dwivedi et al., 2023).
Service Efficiency and Staff Behaviour
The efficiency of the service and the behaviour of the staff members are major factors that define the guest experience (Erdem et al., 2022). Numerous customers complimented customer-facing, polite, and professional employees. Rapid services to requests have a positive effect on satisfaction and lower complaints. Yet, other reviews also point to the slowness of service during the busiest time of the day, such as breakfast and dinner. Table clearing delays and meal delivery delays were common. Poor back-of-house communication with service employees was touching on service reliability. Proactive assistance, personalised attention and responsive behaviour were some of the positive interactions (Fang et al., 2024). Emotional involvement and perception of professionalism among the guests depend on the behaviour of the staff. Visitors underline the value of sympathy and readiness to adapt to the tastes. Cases of careless services or delayed services diminish the total satisfaction (Bhatnagar and Nim, 2019). Guest comments can be used to note areas of improvement as training and staff motivation. Service efficiency is directly associated with the intentions of guests to revisit and refer to the hotel. Improving response time during high season times equals a lot in terms of guest perceptions (Goh et al., 2022).
Ambience and Cleanliness
The atmosphere of the dining place helps a lot to the satisfaction of guests. The good reviews mention the contemporary design, easy chairs and well-decorated rooms. A sanitary and welcoming atmosphere will improve the general image of the quality of food and service (Gomes et al., 2025). Some of the visitors commented that the lighting conditions and the temperature in the dining rooms helped to make the experience enjoyable (Stefanini, Alves and Marques, 2018). On the other hand, there are negative reviews that have problems with cleanliness. Contaminated dishes, unhygienic tables, or spills decrease the satisfaction. There have been cases of service staff neglecting their tables during high times, and guests have complained. Perceived value and enjoyment of dining greatly depend on ambience and hygiene (Hossain et al., 2024). The clean environment adds to the professionalism and the quality of the services provided will be improved since the guest will be confident of the quality. The restaurant should be neat and accurate, and this will enhance the perception of a customer on the hotel brand. The hygiene standards that are regularly observed also determine the level of satisfaction and loyalty very highly (Jones, Young and Ensaff, 2025).
Reliability and Consistency of Service
One of the factors that is seen to have a significant influence on how guests value food and beverage services is reliability. The guests require the constant quality of meals, quick service, and the correct fulfilment of orders. It has been observed that breakfast services have a high level of reliability, whereas dinner is inconsistent. The wait to be served with food or order errors is increasing dissatisfaction. Visitors highlight the need to be served with reliability, especially when visiting frequently (Ananta, 2021). Uniformity of service leads to increased confidence in the hotel, and it also brings loyalty. Poor delivery consistency, on the other hand, decreases satisfaction and perceived value. The reliability of the service is directly related to operational management and coordination of personnel. Peak services can be monitored, and enough staff scheduled to ensure consistency (Kasavan et al., 2022). There is also reliability that relates to the delivery of advertised standards in food quality and in the availability of the menu. Guests will rate positively when they are assured of the anticipated service experiences, and this enhances the repeat business prospects.
Staff Professionalism and Assurance
Professionalism and assurance influence the confidence of the guests towards food and beverage services (Köster, 2021). According to various favourable comments, the staff is knowledgeable and presents the correct information regarding menus. Trust is established through staff awareness of allergens, dietary restrictions and meal preparation procedures. The interactions with the customer are perceived as more courteous and polite, and the perceived service quality improves. On the other hand, poor experiences can also be caused by the staff who look unattentive or untrained. Assurance is also directly associated with the overall reliability and competence of the service perception of the guests. It leads to repeat visits and recommendations because of professional behaviour. Professionalism and menu knowledge training will enhance the confidence of the guests regarding the quality of the service (Kruesi and Bazelmans, 2022). A guarantee will make the guests have confidence that the hotel cares about their comfort and security. Visitors identify the performance of professional staff with the standards of a brand and the excellence of its operation (Rachman and Hapsari, 2024). The trust in the delivery of services is high, which leads to satisfaction and loyalty.
Empathy and Personalised Service
Empathy in service provision has a great impact on emotional satisfaction and loyalty (Lin et al., 2023). Visitors cherish employees who recall liking and personalise contacts. Positive feedback also very often mentions that the staff modified meals or gave extra support. An individual approach will give a feeling of appreciation and nurturing (Mahafzah et al., 2020). Other negative comments include being served in a hurry or no attention given in peak time. Caring service creates a better emotional attachment to the hotel brand. When guests feel that they are important, they will revisit and make favourable reviews. Employees should be trained on how to be more empathetic to maintain their uniformity in the experiences they offer to the guests. The personalisation is especially significant when it comes to hotels in the city centres and with a varied clientele. Caring service helps to differentiate from the competitors and increases loyalty in the long-term perspective (Manhas, Sharma and Quintela, 2024). Positive perceptions of food and beverage services are strengthened by emotional involvement with individualised contacts.
Value Perception and Pricing
Guests have a tendency to measure food and beverage satisfaction in terms of price and perceived value. The reviews state that good food with affordable prices contributes to customer satisfaction. Perceived value is added by bundling services, including breakfast in the room packages, and loyalty discounts. Poor reviews often mention that it is overpriced or of perceived value. Visitors demand prices to be in line with the quality and size of the portion (Molina et al., 2021). Value perception has an effect on repeat visits and recommendations. An urban-centre city-based competitive pricing strategies are required to satisfy the expectations of the guests (Bisui, Uniyal and Sharma, 2022). Brand integrity and satisfaction enable the guests to relate to fair pricing. The perception of affordability and value might be enhanced by giving promotions and seasonal offers. The perception of value is combined with the service quality and food experience to influence satisfaction.
Influence on Repeat Business and Loyalty
Repeat business intentions are always associated with food and beverage satisfaction (Mun, Park and Woo, 2022). Visitors often comment on the willingness to go back when they are satisfied with the food and services. Favourable experiences enhance loyalty and online word-of-mouth. Situations that may include negative experiences, like slow service or low quality of food, minimise the intentions of revisiting. Repetitive business requires efficiency of operation as well as emotional involvement. Friendliness of the staff, quality of food and dining space are some of the reasons that have been mentioned by satisfied guests as reasons to be loyal (Cousins et al., 2019). The association that exists between satisfaction and loyalty validates hospitality literature findings. Reviews posted online demonstrate the true intentions to visit or refer to the hotel. Food and beverage experience is always a significant consideration for guests when evaluating a hotel.
Patterns and Recurring Themes
There are a number of patterns that come out in the analysis. Good food and excellent customer service also attract good feedback (Rosin et al., 2023). There are gaps in the operations, with breakfast services being more reliable than dinner. Perceived quality and satisfaction are based on ambience, cleanliness, and hygiene. Individual needs and understanding increase emotional involvement and devotion. The value of money softens the impact of the quality of service on repeat intentions. Satisfaction is highly determined by reliability, responsiveness and professionalism (Ali et al., 2021). The review indicates that the active promotion of excellence in various aspects results in positive reviews and business reinvestment. The feedback of the guests indicates that the perception of the service gap in dinner operations can be significantly enhanced to improve satisfaction.


[bookmark: _heading=h.mscpy699vh1w]4.2 Discussion
The discussion relates the findings to the existing theories and literature. It discusses the role of food and beverage services in influencing guest satisfaction and the recurrence of business in Holiday Inn Sunderland -City Centre. Service quality gaps and satisfaction outcomes are evaluated with the help of the SERVQUAL model. The analysis relates the identified themes in the findings to the theoretical approaches to service performance, customer perception, and the formation of loyalty.
Application of the SERVQUAL Model
Parasuraman, Zeithaml, and Berry (1988) put forward the SERVQUAL model to describe five dimensions of service quality. These dimensions are tangibility, reliability, responsiveness, assurance and empathy (Kuhn et al., 2018). The dimensions are also significant determinants of the way the guests assess the service performance. The results of the guest reviews indicate that there exist close relationships with these five dimensions. The discussion uses each of the dimensions to appreciate how the services offered in food and beverage by Holiday Inn Sunderland affect the satisfaction of the guests and their return.
Tangibility Dimension: Physical Evidence and Dining Ambience
Tangibility is the material features of the service environment (Sakovska et al., 2022). It also involves the look of the facilities, sanitation, and arrangement of the food and personnel. The results indicate that the guests are always grateful to find contemporary interiors and elegantly furnished dining premises. The essence and hygiene are critical factors in creating positive perceptions. The emotional reaction and satisfaction level of guests are also determined by the visual presentation of meals (Ananta, 2021). The restaurant was reported to have a relaxed, stylish, and appropriate atmosphere, which could accommodate different types of guests.
Nevertheless, a number of reviews note the inconsistent layout of the tables and decor renovation. Certain patrons are demanding a more energetic atmosphere that is reminiscent of the image of the hotel being located in the city centre (Shaheen et al., 2021). Physical signals in the hospitality sector are usually initial impressions of service quality. Thus, focus on the layout, decoration, light, and cleanliness has a strong influence on the results of satisfaction. According to the SERVQUAL model, high tangibility gives good expectations regarding reliability and assurance. The results support the claim that good physical evidence helps to increase perceived quality and make the guests feel more comfortable.
Reliability Dimension: Consistency and Service Dependability
Reliability is the capability to provide the offered services with accuracy and reliability (Silvestre, Almeida and Espartel, 2025). The results show that regularity of service delivery is an important expectation of hotel clients. A lot of visitors say that they are satisfied with the speed of the orders and the temperature of the food. Others point to the occasional delays or variances at times of high usage. The connotative responses reveal unwholesomeness in the reliability of operations.
Reliability has a high impact on the bond of trust between the guests and the hotel (Waaje et al., 2024). Visitors would want their drinks and meals to be of the size and type as portrayed in their advertisements. Reliability brings in credibility and satisfaction when it is provided regularly. The results also demonstrate that regular patrons attach more importance to predictability, reliability rather than newness. Mismatches in service time or accuracy of orders could lead to a decline in the intention to repeat. It is proven in the literature that the perceived reliability has a positive impact on the retention of guests in full-service hotels. Long-term customer loyalty is impossible without consistent food quality and efficient delivery (Del Chiappa, Martin and Roman, 2016).
Responsiveness Dimension: Staff Efficiency and Willingness to Assist
Responsiveness is the responsiveness of the staff to assist guests in a timely manner (Webb, Ma and Cheng, 2022). The results indicate that the friendliness of the staff and immediate service contribute to the guest satisfaction in a significant way. Clients often give positive remarks about the high level of professionalism and being proactive of the staff. In numerous reviews, it is noted that the servers are attentive and positive in-service provision (Pekerşen and Tugay, 2020). But there are occasional remarks of slowness of reply around rush-time breakfast hours.
Responsiveness is a measure of how the hotel is able to respond to the needs of the guests. The results are consistent with the service management literature, which defines responsiveness as one of the fundamental drivers of satisfaction. Quick service recovery is valued by the guests in the event of problems (Webb et al., 2025). The service of the Holiday Inn brand is based on the speed and coverage in all shifts. There can be staff training that is continuous, to decrease inconsistencies and enhance reaction times. Perceived reliability and empathy dimensions are also reinforced by effective responsiveness in the SERVQUAL model.
Assurance Dimension: Professionalism and Service Confidence
Assurance entails the knowledge, politeness and trustworthiness of the employees. It defines the level of trust and safety among the guests when being served (Perez and Apritado, 2022). The results point towards an optimistic effect of the staff member's behaviour on the quality perceptions. Most of the guests report that they feel valued and respected during their food experience.
Assurance is improved by using professional competence in menu knowledge, awareness of allergies and etiquette (Bhatnagar and Nim, 2019). Brands and corporate standards. Guests identify competent service provision with brands. The discussion proves that the assurance goes further than courtesy to encompass the expertise of operations. The inconsistency in training level has been pointed out in reviews, pointing to a disparity in assurance delivery. According to the SERVQUAL model, the assurance will be boosted in case employees are both knowledgeable and empathetic. Hence, assurance and satisfaction can be improved with the help of investment in continuous professional training (Prabuddhini and Harshani, 2024).
Empathy Dimension: Personalisation and Customer Care
Empathy is concerned with knowing the needs of the guests and giving them personal attention (Rabiul et al., 2021). The conclusions indicate that the food and beverage department is one of the areas where empathy is a major determinant of satisfaction. Visitors like it when the employees can memorise preferences or modify dishes to individual desires. This is because individual treatment of a person gives them a feeling of belonging and appreciation.
Nevertheless, other reviews refer to hurried services and less attention to customers when the place is crowded. These experiences diminish the perceived empathy and establish some emotional detachment between the staff and the guests. The literature affirms that the level of emotional attachment enhances the psychological bond towards a brand (Rodriguez, 2021). Empathy plays a crucial role in a hotel setting in the city centre that is aimed at differentiating the quality of service between rivals. Better guest data consolidation and communication can be used to improve the pattern of delivering services with empathy.
Linking Service Quality to Guest Satisfaction
The overall outcome of the SERVQUAL dimensions is guest satisfaction. The perceptions of service excellence are formed by tangibility, reliability, responsiveness, assurance, and empathy. The results indicate that when several dimensions exceed expectations, the level of satisfaction increases. Minor yet constant inconsistencies across dimensions are likely to lead to dissatisfaction.
There is a strong relationship that exists between overall guest satisfaction and food and beverage satisfaction. The experience that guests have in the hotels is mostly assessed via their meals. Favourable online reviews and recommendations of the brand are a result of positive dining experiences (Verma, 2021). The adverse experiences, particularly those connected with reliability/empathy, diminish the revisit intentions (Stefanini, Alves and Marques, 2018). The discussion validates satisfaction as a short-term reaction and a long-term loyalty drive.
Relationship Between Satisfaction and Repeat Business
Repeat business is a very important measure of lasting satisfaction and loyalty. The results indicate that pleased clients often discuss their desire to come back or to refer their friends to the hotel. Quality and emotional attachment a factor of repeat business. It creates a psychological attachment to the brand because of high levels of satisfaction with the quality of food and the actions of the staff.
The relationship between the perceived quality and loyalty is mediated by satisfaction as observed in hospitality studies. The results support the fact that a happy customer is a voluntary advertiser due to positive word of mouth. On the other hand, food or service disappointments do not affect a re-visit to a hotel even in cases where the quality of rooms is excellent. The SERVQUAL model backs the finding that trust is obtained through the reliability and sympathetic service, which translates into returning to the location.
Comparative Discussion with Industry Studies
The results are in line with international research in the hospitality industry that has considered food and beverage excellence as a source of loyalty. The works of Bhatnagar and Nim (2019) and (Ali et al., 2021) prove that F&B satisfaction plays an important role in loyalty to the hotel. The trend of the case of the Holiday Inn Sunderland reflects the trends of other branded hotels. Regularity of service and responsiveness stand out as the most important predictors of retention of guests.
Also, comparative studies on hotels in the centres of the cities reveal the increased expectations of the guests because of the competition. The market competitiveness is improved by service differentiation, which is achieved by staff empathy and the adaptation of the menu to the region. It is also mentioned in the literature that concrete items like ambience and cleanliness have a strong association with perceived value. The results hence support the notion that food and beverage satisfaction has a direct effect on hotel reputation and profitability.
Service Improvement Implications
The discussion demonstrates a number of implications towards the enhancement of guest satisfaction and repeat business. Focus on training of the staff increases assurance, reliability, and empathy aspects. Regular repairs and aesthetic enhancement enhance the perceptions of tangibility. Digitisation of the feedback system enhances responsiveness and monitoring of services (Yang, Luu and Qian, 2021). Customer data will be integrated to deliver personalised services that will increase empathy.
The operation of the hospitality industry should be aimed at minimising the variability of the service in high demand. The reliability and speed can be achieved with the help of scheduling flexibility and obvious delegation of tasks. Embracing the idea of continuous service evaluation will help to pursue data-driven improvement and continuity of brand experience. Guest experiences strategies that are aligned with the strategic objectives of the food and beverage department support brand loyalty (Bisui, Uniyal and Sharma, 2022).
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The research has looked at how food and beverage services contribute to guest satisfaction and repeat business at the Holiday Inn Sunderland - City Centre. The study brings out the fact that food and beverage services are an important aspect of the overall guest experience. Elements like quality and presentation of food served, dining environment, hygiene, and ambience all play an important role in the perception of the service quality. The attitude towards the physical environment has a direct impact on the degree of emotions and satisfaction of the guests. Good physical experiences generate great impressions and add to the impression of value one is having. Nevertheless, the various aberrations of the quality of the meals or the atmosphere of the restaurant can make the experience less satisfying and less likely to visit the restaurant again. The results show that the service dimensions are the primary ones concerning the building of the original trust and confidence in the food and beverage services provided in the hotel.
The issue of reliability of the service was also a significant issue in as much as the satisfaction of the guests was also concerned. The consistency of food preparation, adherence to menu, delivery, timely and credible service are some of the most crucial factors and this leads to positive guest satisfaction. The study has shown that as the services turn out to be as anticipated or even above expectation, the trust in the hotel brand is heightened. On the other hand, minimizes the overall satisfaction whereby the food quality is good but the lapses, delays or inconsistency of the services that the services offer may be low. Urban customers are highly critical in hotels and that is why they want to know what kind of services they will get. The results are consistent with the literature, and the fact remains that the continuous supply of service aspects is a decisive point of the perceived quality of the hotel. Reliability also goes hand in hand with repeat business because a guest would desire to be assured that his/her needs would be met at any given time that the guest visits the same place.
It was found that the flexibility and inclination of the employees had a decisive role in the satisfaction of the guests. Active, sensitive and professional attitude of the personnel helps to project a good image of quality of services to the customers. The discussion demonstrates that responsiveness will be capable of providing short-term satisfaction as well as long-term loyalty. Bad or poor service or communication, delays, may result in decreasing the desire to revisit because of its negative effect on the satisfaction. Responsiveness also strengthens the emotional attachment of the guests to the hotel that develops stronger psychological attachment promoting repeat business. The study establishes that the staff responsiveness applies in competitive hospitality environment as the staff responsiveness combines with the reliability and empathy to become comprehensive determinants of service quality.
The other purpose of assurance and empathy is also to attain guest satisfaction and loyalty. Knowledge and polite behaviour, as well as professionalism, make the guests trust in the hotel brand that creates a great belief in the brand. Personal care of the guests, knowledge of his/her preferences and requirements is also empathy that improves the emotional aspect of the experience. The results suggest that empathy creates loyalty because it creates a sense of appreciation and creation. The trust and understanding photo by the visitors result in the fact that the visitors feel that the hotel is kind, attentive, and this perception is directly proportional to the possibility to come back. A combination of operational effectiveness and a personalised service must hence be considered in such a way that the food and beverage departments who perform well can fully maximise the level of satisfaction. 
The connection between satisfaction and perceived value is also brought out in the study. The food and beverage services provided to guests are rated not only in terms of quality but also in terms of prices. Adequate price in accordance with the quality of service engenders satisfaction and loyalty. On the other hand, negative experiences can be created by perceived overpricing or under value, and these will diminish repeat patronage. The results indicate that the value perception is at play with both tangible and intangible service dimensions to determine the overall satisfaction. Hotels should thus make sure that the pricing strategies are based on the quality and the levels of service to enhance the sense of fairness and value for the guests.
The reviews online became a crucial feedback about the experience of guests and their satisfaction rates. The review of publicly available reviews showed similar trends in the opinions of the guests in terms of food quality, service, ambience, and staff behaviour. Repeatedly, positive feedbacks are associated with the intentions to revisit, and negative feedbacks point to a lack of operations that prevent loyalty. Online feedback will give a real-time reflection of how guests perceive it, and this can be used to guide service improvement. The frequent reviewing and analysis of internet reviews enables the hotels to improve areas of service deficiencies, customer satisfaction, and eventually promote repeat business. Secondary data was also used to indicate that the current guest feedback is an effective and affordable tool to measure service performance.
The results affirm that food and beverage services play an important role in guest satisfaction as well as repeat business. Satisfaction and loyalty can be achieved through good food, effective service delivery, professional and caring staff, good dining atmosphere and moderate prices. The research confirms the SERVQUAL model as a good model of explaining the multidimensionality of service quality in hotel food and beverage operations. Ultimately, the perceptions, emotional and behavioural intentions of guests are formed by tangibility, reliability, responsiveness, assurance, and empathy. The discussion points out that there is a product of operational efficiency and emotional resonance in satisfaction, which points to the integration of service experiences.
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The section is offering applicable strategies that can enhance food and beverage services in Holiday Inn Sunderland - City Centre. The suggestions are aimed at improving customer satisfaction, business performance, and retention. The strategies combine the study findings with the best practices in the industry. The application of these strategies will be able to enhance repeat business, brand image, and service quality within the city-centre hotel setting.
Enhance Food Quality and Menu Innovation
One of the recommendations is to enhance the quality of food and introduce variety in the menu. Increasing the evening meal options other than small ones can help improve the satisfaction of the guests. Seasonal menus and local dishes may also be used to provide variety and are memorable. Special food provisions, such as vegan and gluten-free foods, need to be maintained. It can be regular quality checks and training of the chefs on culinary issues to maintain uniformity in the food standards (Mahafzah et al., 2020). Provision of quality and attractive meals is in line with the tangible service expectations, which leads to positive perceptions of the guests and repeat visits.
Improve Service Reliability and Consistency
Reliable services are a requirement for guest loyalty and trust. Timely food delivery and accuracy of orders should be adopted as non-standard operating procedures. Delay can be minimised by having clear communication channels with the kitchen staff and the service staff. Gaps in operations can be identified by carrying out regular monitoring of performance during peak times. During scheduling, the staff should be arranged based on the periods of the day when there is a lot of work. Providing quality food and beverage services will also see to it that guests are guaranteed the same quality services each time they come (Mahafzah et al., 2020). Good service will lead to repetitive business directly because predictable and satisfactory experiences are being created.
Strengthen Staff Responsiveness and Training
Service efficiency and responsiveness can be improved by investing in staff training programs. The training should entail good communication, handling of guests and problem-solving skills (Abdullah, Sufi and Kumar, 2023). The workers should be given the authority to respond to the needs of the guests within a short time. Regular briefings, role-playing, and feedback systems are possible to enhance the responsiveness of the staff. Proactive behaviour can be promoted by identifying the high-performing employees. Better responsiveness not only lessens delays in service delivery but also increases total guest satisfaction. Efficient and attentive staff generate a good interaction, which would lead to repeat visits as well as loyalty in the city-centre hotel setting.
Enhance Professionalism and Assurance
Service delivery can be done professionally to grow the confidence of the guests in services and reliability. The employees are to be informed about menus and ingredients, as well as dietary limitations. Standardisation, appearance, and etiquette have to be upheld at all times (Abdullah, Sufi and Kumar, 2023). The confidence may be enhanced with regular training and mentoring in hospitality. Employees who possess competence are more likely to be trusted by the guests regarding the quality of the services. Skilled and experienced employees enhance the brand credibility perceptions and the frequency of revisiting. Guarantee of service delivery makes the guests feel safe and important during their dining process.
Improve Empathy and Personalisation
Emotional engagement and satisfaction of guests is achieved through personalised service. The employees are expected to be able to record the preferences of guests and provide personalised suggestions. The entire experience is achieved through simple gestures, like the recollection of the past selection or customised meal choices. Staff development may be incorporated into empathy training. Individualised interaction improves the perceived care and the psychological relationship between the guests and the hotel brand. Hotels providing caring, listening services will gain more chances to make customers visit them again and leave positive feedback online, which helps in maintaining loyalty and sustainability in businesses in the long run (Ali and Khalid, 2021).
Maintain Cleanliness and Ambience
The physical experience of quality food and beverages is dependent on cleanliness and ambience. Dining areas, tables and utensils should be regularly checked and maintained. The lighting, decor and seating patterns used in the area should be reviewed after every so many months to make sure they are comfortable and appealing. A hospitable atmosphere promotes the entire dining experience of guests (Ali and Khalid, 2021). A good atmosphere will promote visitations and repeat business. Having high cleanliness and atmosphere standards is an indication of attention to detail that enhances satisfaction and perceived value among guests.
Monitor Guest Feedback and Online Reviews
The review of online guest reviews in a systematic manner can point out areas in which the services are falling short. TripAdvisor, Booking.com, and Google Reviews are to be analysed on a regular basis. Compliments emphasise the strength, whereas negative remarks include the areas of action that can be improved. Operational strategies with feedback incorporated are a way of continuous improvement. The online reviews also shape the guest decision-making in the future, and they add to the brand reputation. A timely response to the feedback shows that they are responsive and dedicated to the satisfaction of guests. The use of reviews to improve the services pursues repeat business and enhances competitiveness in the market.
Implement Value-Driven Pricing Strategies
The quality and value of food and beverage services should be implemented in pricing strategies. When pricing is consistent with perceived quality, the guests are more satisfied. Perceived value can be enhanced through the use of bundled meal packages, promotions and loyalty rewards. Easy pricing communication eliminates confusion and negative perceptions. Pricing in the hotels located in the urban centre will guarantee the guests that the meals will be worth the money. The high service standards are accompanied by a value-oriented strategy that promotes patronage. Satisfaction and long-term loyalty depend on ensuring that prices are in line with the quality and expectations of the guests.
Integrate Technology for Service Efficiency
The operational efficiency and service delivery can be improved with the introduction of technology solutions. Dining may be automated through table management systems, online ordering applications and real-time feedback applications. Technology enables employees to react fast to the requests of the guests and track the performance of the service (Kandampully and Suhartanto, 2020). Personalised service is also made possible by the use of digital tools, as data is collected on what the guests prefer. The use of technology in integration minimises mistakes, enhances reliability, and facilitates quality consistency. An effective technological platform supports the work of the personnel and guarantees the maintenance of high standards and leading to the satisfaction of guests and the development of a bonus business.
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