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Abstract
This research examined the impact of the standard of hotel kitchens on the dining preference of hotel guests by establishing the case study of Ibis Northampton. The project concept was to determine how the cleanliness, hygiene, and overall quality of kitchen and dining facilities affected the decision of the guests to book dinner packages or resort to the services of external food delivery companies. The research was driven by the fact that hotel restaurants were increasingly getting competitive because of the rising popularity of third-party food delivery apps and websites, which resulted in an apparent decrease in dinner reservations at Ibis Northampton. The purpose of the research was to evaluate the state of kitchen facilities in the hotel, learn the behaviour and preferences of the guests and provide recommendations on how to increase the adoption of the services and customer satisfaction.
The research case was positivist in philosophy, deductive in approach and used quantitative research as a main method. A structured survey with 15 Likert scale questions was used in the collection of data - 50 guests (both repeat visitors and new visitors) were subjected to the survey. The survey was conducted around several topics that included the cleanliness of the kitchen, food appearance, contentment with the hygiene level, the value of the meal, and the regularity of the external food ordering. Microsoft Excel was utilised to analyse the data, and the results were visually displayed with the help of pie charts.
The important results indicated that most of the guests were favourably disposed to the level of hygiene in the kitchen and the quality of the meals provided by the hotel, with 76% of the customers satisfied. Approximately 70% were attracted by the way the meals were presented, and 80% felt that the meals were good or excellent value. But at the same time, 84% of those surveyed also conceded to frequently having food delivered from the outside, with most of them giving the reasons of quality, variety, and more competitive prices as the reasons why they did so. Furthermore, 76% of them revealed that they would be more likely to eat at the hotel if the kitchen standards were upgraded. Even though a substantial percentage of visitors praised the initiatives developed by the hotel, certain disappointments could be noticed in such aspects as the freshness of food and information transmission related to hygienic procedures.
Based on these findings, the paper came up with several practical suggestions. These involved making the kitchen hygiene practices more apparent and transparent, the addition of more variety and affordability to the menu items, better presentation of the food items, and the communication transmitted with respect to the food safety standards. In addition, the research recommended the consistency and frequent training of kitchen personnel to uphold the standards and consistency. It was also suggested that promotional meal packages and guest loyalty incentives should be introduced to make them eat in the restaurant instead of ordering outside.
Finally, the study demonstrated the essential character of the kitchen standards in determining guest behaviour and meal reservations. Although Ibis Northampton had fairly high standards of cleanliness and quality, it could still be improved, especially in linking the services to the changing guest needs. Working on these points, the hotel might not only raise the level of guest satisfaction but also boost the dinner package adoption and overall revenues. The results of the current research offered the basis of strategic operational improvement capable of ensuring the long-term development of the business and competitive advantage in the hospitality industry.
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[bookmark: _Toc200551209]Chapter 1: Introduction
1.1 [bookmark: _Toc200551210]Concise Background to the Research Project
The hospitality business is changing fast because of increasing guest demands and external competition, particularly from third-party food delivery companies. With guests getting selective, the internal standards of hotel kitchens, including cleanliness, quality of food, and efficiency of operations, have implicit a new significance (Ahuja et al., 2021). The problem is that many hotels are no longer able to keep in-house dining engagement at a high level, and this situation has a direct impact on revenues and customer satisfaction levels (Ali et al., 2021). The study aims to comprehend the connection between the kitchen status and the choices of the guests about dinner reservations. It will seek to address the determination of the internal food service standards on guest preferences in a competitive hospitality setting.
1.2 [bookmark: _Toc200551211]Overview of the Case Study
The current research is based on the case study of Ibis Northampton, a renowned budget hotel in the UK (Northamptonshire Online, 2025). The hotel is in a convenient place close to the transport connections and major tourist attractions, which makes it appealing to business and leisure visitors. Ibis Northampton, though conveniently located with a renowned brand, has seen a remarkable drop in the number of dinner packages booked (Tripadvisor, 2024). The management of a hotel believes that guests are gradually choosing food delivery services outside the hotel, rather than dining inside the hotel (Giannoukou, 2024). In concentrating on this particular property, the study intends to investigate the potential of kitchen service standards and maintenance to influence the food-related choices of the guests throughout their stay in the accommodation.
1.3 [bookmark: _Toc200551212]Exploration of the Key Themes
The major themes that are being investigated in this research are kitchen hygiene and functionality, customer satisfaction with the dining experience and behavioural patterns of preferring outside food services (Filimonau et al., 2023). It also analyses the way the level of operations of kitchen facilities can affect the overall satisfaction of a guest and the chances of buying meal packages (Kaavya and Andal, 2023). The other theme focused on the competition that is reflected by app-based food delivery, which has redefined guest engagement with hotel dining services (Anwar et al., 2024). Through the interrelation of these factors, the study will discover the feasible means of enhancing the attractiveness of in-house dining and guide the strategy of improving hotel operations.
[bookmark: _Toc200551213]1.4 Research Aim, Objectives, and Questions
Aims
The research aims to explore the ways in which the maintenance of kitchen facilities affects guests' choice of hotels with meals (especially dinner) at the Ibis Northampton.
Objectives
· To evaluate the quality of kitchen facilities at Ibis Northampton and their impact on dinner bookings.
· To identify guest preferences for ordering external food over hotel dining services.
· To recommend improvements to enhance kitchen and dining facilities and increase dinner package uptake.
Questions
· Critically evaluate the quality of kitchen facilities at Ibis Northampton and their impact on dinner bookings.
· What are the guests' preferences for ordering external food over hotel dining services?
· What are the recommendations to improve the kitchen and dining facilities?




[bookmark: _Toc200551214]Chapter 2: Literature Review
[bookmark: _Toc200551215]2.1 Introduction
This literature review is a critical analysis of the current body of knowledge in relation to the quality of the hotel kitchen and dining behaviour of the guests, followed by themes that can be applied to the Ibis Northampton case study. Among the main issues discussed, this research focuses on how kitchen equipment affects the meal reservation business and the popularity of third-party food delivery services compared with hotel restaurants (Li et al., 2020). This section will also highlight an evidence-based recommendation on how to improve food kitchen service operations. Moreover, this review also provides a theoretical framework to aid the analysis of the study and shows the gaps that exist in the literature, thus explaining why the study is necessary.
[bookmark: _Toc200551216]2.2 Evaluation of the Kitchen Quality Facilities at Ibis Northampton with their Impact on Dinner Bookings
The kitchen facilities form an inherent component that defines the efficiency of any given hotel operations in addition to the experience of the guests. Giousmpasoglou and Marinakou (2024) noted that, although not directly seen by the customers, the back-of-house processes and operations, including food preparation structures, hygiene management, and maintenance, have a critical impact on how the guests perceive the dining experience. Their work implies that inadequate kitchen management may prompt customers to lose confidence in the kitchen, and, thus, cancel in-house meal reservations (Filimonau et al., 2024).
At Ibis Northampton, where the uptake of dinner packages is said to be low, the state and standard of kitchen facilities might be a root cause. Singh and Karthik (2025) claim that technological solutions like AI-based monitoring systems can promote food quality and operational consistency, which increases guest trust. Ibis Northampton itself might not have implemented such systems yet, but the overall concept of kitchen transparency and accountability points to a larger shift in the industry (Tripadvisor, 2025). The guests have become more educated regarding food safety and quality even within the context of a budget hotel (Al-Akash et al., 2022). Besides, the increment in the significance of sustainability and cleanliness in kitchens influences the choice of guests. 
Liao et al. (2024) noted that the cultural expectations on the level of hygiene vary across the world, but are universal in their importance to the perception of value. This can be evidenced in the UK scenario, where hygiene ratings are effectively posted and readily available on the internet, the reputation of a hotel's kitchen can directly influence its popularity among potential patrons (Jeon et al., 2023). Thus, a scrutiny of kitchen proponents at Ibis Northampton, including tidiness, organisation, workforce, and food management processes, is vital in interpreting the drop-in dinner reservations.
[bookmark: _Toc200551217]2.3 Guests' Preferences for Ordering External Food over Hotel Dining Services
The surge of the third-party food delivery service, which includes Deliveroo, Uber Eats, and Just Eat among others, has altered how hotel guests engage with food services (Scott-Delany, 2021). Guests have gained more choices, which may seem more economical, diverse or of better quality than hotel menus. According to Singh and Karthik (2025), the technological ease and comfort of outside food ordering are contributing significantly to the distraction of guests of the hotel dining outlets (Gu et al., 2023). They emphasise the fact that customer behaviour is changing towards more independence and individualisation of food preferences.
Giousmpasoglou and Marinakou (2024), also talk about the operational implications of this shift. They observe that even though some of the hotels are trying to merge with the external platforms, a high number of them still have the old system of kitchens that no longer portrays the flexibility that the guests have become accustomed to (Bahar et al., 2022). As demonstrated in the case of Ibis Northampton, the possibility of a gap between guest expectations and what is delivered should be considered as the reason why some of the guests prefer to eat outside instead of buying meal packages (Padma and Ahn, 2020)
Also, Chukwurah et al. (2025) include a cultural theory perspective, which implies that external food choices can be appreciated by the guest who has a different cultural background because of dietary limitations or the knowledge of specific cuisines. In the case of a hotel, such as Ibis Northampton, which probably has a mixed customer portfolio, this variety in preference must be considered during the planning and designing of the food and beverage provision (Abdullah et al., 2023). In summary, the literature confirms the supposition that although external food delivery has empowered the guests, it also poses a direct threat to in-house dining revenues. In this regard, hotels need to ensure that they improve their alignment with contemporary consumer behaviour.
[bookmark: _Toc200551218]2.4 Recommendations to Improve the Kitchen and Dining Facilities
Scholars are in wide agreement that any operational enhancements made in hotel kitchens should revolve around three things, namely, hygiene, technology, and customer-centricity. To improve the organisation of food preparation and quality control, Singh et al. (2024) offer to consider using digital solutions, in particular, kitchen management software, temperature tracking, and real-time inventory updates. Though this kind of solution can be more typical of bigger or luxury hotels, even budget hotels, such as Ibis Northampton, can take advantage of smaller-scale models to maintain consistency and efficiency (Wood, 2024).
Minand Hong (2021) pay much attention to the training of the staff and leadership in the kitchen. They imply that the presence of a motivated and well-trained kitchen team will have a positive influence on food quality, delivery time, and hygiene and, as a result, on overall guest satisfaction (Miah and Mahmud, 2023). In the case of Ibis Northampton, a solution such as periodic staff training and performance review can be suggested to improve the internal dining experience.
One more useful suggestion is based on the idea by Filimonau and Uddin (2021) to differentiate food service offerings according to the profiles of guests. As an illustration, ethnographic menus or healthy meal options and vegan, gluten-free menus are some of the offerings that hotels could integrate, depending on the responses and demographics (Vaiciurgis et al., 2024). This will not only enhance the satisfaction of the guests but will also foster the aspects of inclusivity and relevance in the competitive market.
Finally, the authors share the view on the significance of feedback mechanisms. Enabling guest to discuss their dining experiences in real time either on digital platforms or comment cards can help Ibis Northampton to get actionable insights (Zarezadeh et al., 2022). Incorporation of such feedback mechanisms will serve to not only show that the hotel pays attention to its customers but will also allow it to continuously improve its products.
[bookmark: _Toc200551219]2.5 Theoretical Framework
The research is supported by SERVQUAL, a popular model according to which the quality of services should be measured based on five dimensions. It includes tangibles, reliability, responsiveness, assurance, and empathy (Ayvaz-Çavdaroğlu et al., 2024). When applied to the hotel kitchen services, the concept of tangibles is associated with the physical area of the kitchen and dining areas, reliability, responsiveness of the variables measuring regularity, promptness of service, assurance associated with professionalism, trust of the kitchen staff, and finally empathy the variable that describes customisation of services to guest needs (Talukder and Kumar, 2023).
Complementary to SERVQUAL is the Expectancy-Disconfirmation Theory (EDT), according to which customer satisfaction is the difference between expected service and perceived service performance (Zhang et al., 2021). When guests anticipate a high-quality, clean, and fast dining service and get lower than what they expected, disconfirmation takes place, thus resulting in dissatisfaction (Pandey, 2024). Applying this theory to the case of Ibis Northampton, it is possible to say that the expectations that are not met in the cleanliness of the kitchen or the variety of the menu can trigger external food ordering (Gössling and Hall, 2021). When combined, SERVQUAL and EDT create a formidable conceptual framework with which to assess the perceptions and behaviours of the guests about kitchen quality.
[bookmark: _Toc200551220]2.6 Literature Gap
Although the current literature provides important information on the topic of kitchen quality and client satisfaction, there is still a significant lack of research which would be conducted in the context of a budget hotel such as Ibis Northampton. A good deal of the available literature is on luxury hotels or general restaurant environments and may not be totally applicable to limited-service hotels with their varied operational issues (Filimonau et al., 2023). In addition, not many investigate the effects of third-party food delivery on hotel food uptake specifically, in regional UK cities (Keeble et al., 2020). Furthermore, few studies amalgamate quantitative guest surveys with operational inspection to determine the implication of kitchen quality on factual reservation behaviour (Kassem, 2024). This gap is what demonstrates the necessity of such a case-based study as this one, which incorporates both surveys of guests and real-time data of the hotel to come out with recommendations which are grounded and practical (Mann et al., 2024). This neglected field of study is one of the reasons why the present study will have a significant contribution to academic theory and industry practice.

[bookmark: _Toc200551221]Chapter 3: Methods
[bookmark: _Toc200551222]3.1 Overview of the Case Study Methodological Approach 
This research was based on a case study methodological approach. This case study provided a possibility of a detailed and situational examination of practical problems (the dependence between kitchen quality and visitor dining preferences) (Cote, 2023). The case study approach is a method that is well adapted to hospitality research, because of its ability to present situation-specific data that would otherwise not have been obtained through general surveys or even in purely theoretical research (Hancock et al., 2021).
Among the key strengths of the case study approach was the fact that it carried rich, context-dependent information. It enabled the researchers to explore the organisational contexts and the experiences of the guests in a concentrated setting (Mauri, 2021). Thus, the results of the research would be more practical to implement in the target hotel. In the given study, the most attention was paid to primary quantitative survey techniques. There were, however, limitations to this approach (Mitra and Wagner, 2021). The results of one case study were not easy to generalise to other hotels or other locations, which could be a threat to the external validity of the research (Cuncic, 2024). There was also the risk of bias when the researcher indulged too much in the case or when he/she failed to consider other possible explanations. 
[bookmark: _Toc200551223]3.2 Significant Methods Employed
This research adopted a primary quantitative data collection in the form of a structured survey. A questionnaire survey was issued to a sample population of 50 customers/clients of the Ibis Northampton Hotel, who were returning customers and had visited the hotel for the first time. This guaranteed a variety of ideas about kitchen norms and table manners (Rahimi et al., 2022). The survey was designed with 15 questions that were based on the Likert scale with four answer choices. The questions were based on the perceptions of guests on kitchen hygiene, dining experience, preference for hotel food over outsider food, and satisfaction (Ding et al., 2024). The survey design allowed the researcher to ensure that the numerical data would be easily analysed to reveal the patterns and tendencies in the guest preferences.
This study was based on the research philosophy of positivism because it advocated the gathering of objective data that could be observed. This conformed to the aspect in the study where the behaviour of the guests needed to be measured using quantifiable indicators (Perdomo-Verdecia et al., 2024). The research was deductive, which implied that it began with a theoretical statement, and included the kitchen standards which had impacted the guest dining preferences, and tried to find empirical support for it (Kim et al., 2020). Regarding the research design, the study was based on both descriptive and experimental methods, because it tended to identify a report based on the current guest opinion and preferences. It was experimental because it aimed at testing a certain hypothesis in a real-world environment (Bichler et al., 2020). The analysis of the data gathered was presented in a graphical form in Microsoft Excel in the form of pie charts to illustrate the guest preferences and the level of satisfaction.
[bookmark: _Toc200551224]3.3 Comprehensive Discussion of Their Relevance and Application
The quantitative survey method was applied to the aims of this study. The standardised data collection was made possible using structured, closed-ended questions and was best used when the objective was to quantify and objectively measure guest reactions to questions (Shalash et al., 2022). The Likert scale questions were guaranteed to allow the sentiments of the guests to be graded and interpreted with ease (South et al., 2022). Thus, it allowed the researcher to classify perceptions and subjective ideas of quality in the kitchen and satisfaction during the dining experience. 
The given approach was especially appropriate when it came to such concepts as hygiene standards, food appeal, and the convenience of on-site dining, since all the mentioned concepts were best served by structured feedback. The graphical analysis with the help of Excel made the clarity of the findings more perfect (Kumar, 2023). Pie charts assisted in showing the distribution of preferences among the various categories, and the analysis has enabled the hotel management to grasp trends and focus on areas that need to be improved.
Moreover, the use of a positivist philosophy has helped the study to concentrate on measurable realities as opposed to subjective interpretations, making the study more credible and reliable (Maretha, 2023). The deductive method guaranteed that the study was put in the context of the already known theories, but tried to confirm or disprove them with the help of the new data. Overall, the selected methodology was realistic and relevant to the research scenario (Hall et al., 2023). They facilitated the objective of making evidence-based recommendations to Ibis Northampton regarding the enhancement of the kitchen standards and the promotion of in-house dining options to a wider number of guests.


[bookmark: _Toc200551225]Chapter 4: Findings and Discussion
[bookmark: _Toc200551226]4.1 Findings
[bookmark: _Toc200551227]4.1.1 Introduction
In this chapter, the findings were obtained based on a primary quantitative survey of 50 guests at Ibis Northampton which are presented and interpreted based on graphs. It was proposed to investigate the impact of the hotel kitchen standard on dining preference with respect to dinner reservations. The systematic survey incorporated questions in the form of the Likert scale that encompassed aspects like kitchen hygiene, food quality, customer satisfaction, communication regarding food safety, and attractiveness of the outside food options. Thematic analysis was performed in Microsoft Excel by analysing visual data with pie charts and drawing themes to visualise the main points. The results provide an in-depth picture regarding the expectations and the reality of the dining experience in the hotel according to the guests at Ibis Northampton.
[bookmark: _Toc200551228]4.1.2 Comprehensive and Detailed Presentation of Results
[image: Forms response chart. Question title: 1. How would you rate the overall cleanliness of the hotel’s kitchen and dining area?. Number of responses: 50 responses.]
This pie chart represents the findings of a survey about the cleanliness of the hotel kitchen and dining area, conducted as per 50 responses. Almost one-half (48%) scored it "Excellent." We received an equal number of responses with 22% each as good and Poor, with fair having the lowest percentage of 8%. This indicates somewhat favourable impressions with a large part of them describing the cleanliness as excellent, but there are still some points to be improved.
[image: Forms response chart. Question title: 2. How satisfied are you with the hygiene and food safety standards of the hotel’s kitchen?. Number of responses: 50 responses.]
The following pie chart represents the satisfaction in hotel kitchen hygiene and food safety based on 50 responses. There is a high positive perception with a total of 76% being "Very satisfied (40%) and Satisfied (36%). On the other hand, 16% are dissatisfied and 8% are very dissatisfied adding up to 24% who are not satisfied to some extent. Generally, most people are satisfied with the standards.
[image: Forms response chart. Question title: 3. How appealing is the presentation of meals served in the hotel restaurant?. Number of responses: 50 responses.]
The following pie chart is the perception of meal presentation in a hotel restaurant based on 50 responses. It is appealing to the majority – 36% very appealing and 34% somewhat appealing, a sum of 70%. A lesser number, 20%, considered it as "Slightly appealing" whereas 10% considered it as "Not appealing." It implies quite positive overall opinions about the presentation of meals, except that some slight adjustments can be made.
[image: Forms response chart. Question title: 4. How well do the kitchen facilities meet your expectations during your stay?. Number of responses: 50 responses.]
This pie chart is based on 50 responses and indicates how satisfactory were the hotel kitchen facilities as per the expectations. A total of 70% said expectations were met or beat (28% "Exceed expectations," 42% "Meet expectations"). On the other hand, 8% believed facilities were "Below expectations" and 22% were of the view that facilities were "Well below expectations." This reflects a positive though average reception with a significant number of them being disappointed.
[image: A pie chart with different colored sections

AI-generated content may be incorrect.]
The significance of kitchen cleanliness to diners in a hotel restaurant is depicted in this pie chart out of 50 responses. Cleanliness is regarded as extremely or moderately important by large majorities, 74% (38% and 36% respectively). On the other hand, 1 in every 10 consider it as "Slightly important," and 16% say it is "Not important at all." This points out the fact that most customers are concerned with the aspect of cleanliness.
[image: Forms response chart. Question title: 6. How frequently do you book hotel stays with dinner packages included?. Number of responses: 50 responses.]
This pie chart is based on 50 responses and indicates the frequency of dinner package booking along with hotel stays. A sizeable 40% "Always" book them and 36% "Often, adding up to 76% who frequently include dinner packages. Sometimes constitutes 12% and 12% - Never do it. This shows that integrated dinner packages are very much preferred by the guests.
[image: Forms response chart. Question title: 7. How likely are you to dine in the hotel restaurant if kitchen standards are visibly high?. Number of responses: 50 responses.]
Having 50 responses, this pie chart indicates the chance of having a meal in a hotel restaurant when it is obvious that the standards of the kitchen are high. That is an impressive 74% who are "Very likely" (32%) or "Likely" (42%) to eat there. Contrary, 12% are Unlikely and 14% are Very unlikely. It strongly suggests that the apparent high kitchen standards are virtually decisive in the decision of a customer to take a meal in the hotel restaurant.
[image: Forms response chart. Question title: 8. How often do you choose to order food from outside services instead of the hotel?. Number of responses: 50 responses.]
This pie chart is based on 50 responses and it indicates the frequency of hotel guests who order outside food services. A good 40% "Always" bring their own outside food and 44% do so "Frequently," amounting to 84% who frequently prefer outside food. Just 8% order out only 8% never do so. This means that there is a high propensity for visitors to use outside food delivery services.
[image: Forms response chart. Question title: 9. What influences your decision to order external food over hotel dining?. Number of responses: 50 responses.]
It is a pie chart of 50 responses displaying factors affecting external food orders as opposed to dining in the hotel. The most popular are "Better quality" with 38% and "More variety/options" with 28%. Price 20% and Convenience 14%. This implies that quality and variety are the key factors that motivate the guests to prefer external food, thus showing the external areas in the hotels can update their in-house dining services.
[image: Forms response chart. Question title: 10. How would you rate the value for money of meals served at the hotel?. Number of responses: 50 responses.]
This pie chart is based on 50 responses and it evaluates whether hotel food is good value or not. A large proportion feel they are getting good value – 52% feel they are getting Excellent value and 28% feel good value, adding up to 80%. On the other hand, 14% rated it as "Fair value" and just 6% of them rated it as a "Poor value." This shows great satisfaction with the perceived value of the hotel meals by most of the guests.
[image: Forms response chart. Question title: 11.  How satisfied are you with the taste and freshness of food served in the hotel?. Number of responses: 50 responses.]
Satisfaction with respect to the taste and freshness of hotel food, based on 50 responses, is as indicated in this pie chart. Most of them are Satisfied, 34% are Very satisfied and 32% are Satisfied, adding up to 66%. Nevertheless, the percentage of those who are "Dissatisfied" and "Very dissatisfied" with the quality of food is also rather high 20% and 14% respectively, which means that a substantial number of guests are not satisfied with the quality of food.
[image: Forms response chart. Question title: 12. Would improve kitchen standards make you more likely to dine at the hotel?. Number of responses: 50 responses.]
Out of 50 responses, this pie chart reveals that diners likely would greatly rise at the hotel with better kitchen standards. This is believed by a very high percentage, 76% (36% "Strongly Agree" and 40% "Agree"). Just 12% "Disagree" and 12% more "Strongly disagree." This very much implies that improving the kitchen standards is the factor that would attract diners to a hotel.
[image: Forms response chart. Question title: 13.  How effective is the hotel&apos;s communication about food safety and hygiene practices?. Number of responses: 50 responses.]
This pie chart was constructed out of 50 responses and indicates how effective hotel communication is in food safety and hygiene-related aspects: 38% responded that it was "Very effective" and another 38% responded "Somewhat effective," giving a total of 76% a positive perception. Nevertheless, 12% thought that it was "Not very effective" and 12% "Not effective at all", so perhaps a quarter of the respondents could see some improvement in communication.
[image: Forms response chart. Question title: 14.  What would encourage you to dine more frequently at the hotel?. Number of responses: 50 responses.]
This pie chart is based on 50 responses and indicates factors that promote greater hotel dining. The top incentive is better food quality at 42%, followed by a cleaner kitchen at 32%. "Lower prices" and "More menu options" follow with 14% and 12% respectively. What this means is that the quality of food and the cleanliness of the kitchen area is the way to go in ensuring that there is an increase in the number of people that frequent the hotel restaurant.
[image: Forms response chart. Question title: 15.  Would you recommend the hotel restaurant to others based on your dining experience?. Number of responses: 50 responses.]
The best way to describe this is that this pie chart dealing with 50 responses represents the likelihood of guests recommending the hotel restaurant. An impressive 82% would presumably recommend it (36% "Definitely yes," 46% "Probably yes"). Comparatively fewer, 12% and 6% would "Probably not" and "Definitely not" recommend it respectively. It means that there is a high level of overall positive sentiment and word-of-mouth promotion is highly potential.
[bookmark: _Toc200551229]4.1.3 Objective Reporting of What Was Found Organised by Themes
Theme 1: Perception of Kitchen Cleanliness and Hygiene Standards
Guests were very keen on cleanliness and hygiene in the kitchen. The survey showed that 48% of the respondents rated the kitchen and dining area cleanliness as “Excellent,” with another 22% choosing the same option as Good. However, these were still high scores with a substantial number of 22% rating it as poor and 8% as fair which still needs some improvement. Likewise, food hygiene satisfaction showed a high degree of satisfaction with 40% of the respondents being “Very Satisfied” and 36% Satisfied. Nevertheless, one in every four clients was dissatisfied, which highlights the importance of better consistency in hygiene procedures.
Theme 2: Meal Presentation, Taste, and Value for Money
Meal Presentation was scored as either Very Appealing or Somewhat Appealing by 70% of those who replied and just 10% said it was Not Appealing. It indicates that the aesthetics are mostly up to expectations, although they might be enhanced to accommodate a small part of the guests. Regarding food quality, two-thirds (66%) were happy with the taste and freshness, and one-third (34%) had some degree of dissatisfaction. Although eight out of ten guests said that hotel food provided them with either excellent or good value for money, 2 out of 10 thought it was fair or poor value, revealing a disparity in the value perception, which could be a result of inconsistency in execution.
Theme 3: Dining Preferences – Hotel vs. External Food Sources
The external delivery of foods became a major threat to in-house food consumption. An impressive 84% of guests mentioned that they "Always" or "Frequently" take outside services. The most popular ones were Better Quality (38%) and More Variety (28%), then Lower Prices (20%) and Convenience (14%). Such a tendency reflects the fact that hotel services are frequently perceived as less competitive compared to outside options.
Theme 4: Guest Behaviour Regarding Dinner Packages
On enquiry regarding dinner package bookings, 76% were the respondents replied that they would always or frequently make a dinner package booking during their stay, showing a good pool of interested customers. However, that still leaves 24% who include meals "Sometimes" or "Never", so that is a possible area of potential growth. Moreover, 74% of those interviewed said that they would be more inclined to eat when kitchen standards were visibly high.


Theme 5: Impact of Communication and Reputation
Two-thirds of those polled (76%) reported that communication regarding food hygiene was effective, but one-quarter (24%) said it required enhancement. Remarkably, 76% of the respondents consented that in the event of improved kitchen standards, in-house dining would augment. Lastly, 82% said they would recommend the restaurant, and this is a good sign to show there is guest satisfaction and that more word-of-mouth marketing can be achieved should they make some improvements.
[bookmark: _Toc200551230]4.2 Discussion 
[bookmark: _Toc200551231]4.2.1 Interpreting and Analysing the Research Findings
This study was aimed at determining how hotel kitchen standards would affect the guest dining preference in Ibis Northampton. This study will enable one to gain a meaningful perception of the guests, their satisfaction and dining behaviour by carrying out a primary quantitative survey of 50 guests at a hotel property and then analysing the data with the help of pie charts.
Among the essential remarks on the findings, the fact that the cleanliness of the kitchen is one of the primary factors affecting the choice of the guests to have a meal in the hotel restaurant needs to be mentioned. Almost one-half (48%) of the respondents evaluated the condition of the kitchen and dining area cleanliness as “Excellent”, with another 22% choosing “Good” and 11% picking “Poor”. Even though the overall reaction was favourable, an impressive number of visitors felt that it could be better. It is an indication of the fact that cleanliness is an overriding factor in the guest perception and that a minor failure may have a significant impact on the guest's confidence in the dining facilities.
The satisfaction of the guests towards the hygiene and food safety measures was predominantly positive, with a total of 76% of the guests being either “Satisfied” or “Very Satisfied”. This observation concurs with the statement of Giousmpasoglou and Marinakou (2024) that cleanliness and food safety play a vital part in providing an excellent guest experience. Nevertheless, the fact that there is 24% of unsatisfied respondents is already an alarming sign that the hotel cannot simply disregard. These findings indicate that although current measures and procedures are adequate in most cases, greater continuity in conveying and reinforcing hygiene procedures may be necessary to overcome any remaining uncertainties in the minds of the guests.
Meal presentation was another huge aspect that was evaluated and the responses were mostly positive with 70% of the guests rating the presentation as either Very Appealing or Somewhat Appealing. Nevertheless, 30% of respondents were not completely satisfied, which is also quite a significant number. Singh and Karthik (2025) also stress the fact that presentation plays an important role in the perceived food quality and guest satisfaction. Even the most flavourful meals can be brought down by poor presentation, causing a decrease in the perceived value and potentially compelling the guests to find outside solutions.
Interestingly, the distribution of the responses of most guests who said that the facilities were meeting their expectations (42% Met and 28% Exceeded) still had 30% of the respondents saying that the kitchen facilities were below expectations. This contradictory reaction indicates the discrepancies in the experiences of the guests, and it is necessary to bring the standard of the kitchen work to the same level.
When asked the same question concerning the significance of cleanliness in making dining choices, very high percentages (74%) responded that it was either "Extremely" or "Moderately Important." The observation cements the opinion that visual hygiene and cleanliness are usually the initial clues that guests employ to gauge food safety and quality.
The survey also covered the behavioural component of dinner package uptake. Approximately, 76% of the respondents indicated that they "Always/Often" make reservations for dinner packages when they are staying in the hotel. That confirms the assumption that a high number of guests would tend to eat in-house, yet only when the conditions are favourable. It was interesting to note that the same percentage (74%) indicated that they would be "Very Likely" or "Likely" to have a meal in the hotel when kitchen standards were evidently high. This shows the direct correlation between apparent hygiene levels and the willingness of the guests to eat hotel food.
Yet, 84% of the respondents specified that they use external food delivery services Always or Frequently when asked about the regularity of such practice. This result seems counterintuitive but indicates a competition issue. Most guests are welcoming to dining in hotels, but the comfort, diversification, and alleged value propositions of external services can entice them. This finding is supported by Liao et al., (2024), who declared that variety and food cultural expectations are motivators in the decision-making process among the guests.
This is further backed by the reason why guests prefer outside food delivery. Roughly, 38% replied with the reason being "Better Quality" and 28% responded with the reason being "More Variety/Options." Quality and variety as the choice determinants are vital in combination. When the food in a hotel is not seen to meet the expectations of the guests in these two areas, then retaining them becomes a hard task.
It is however encouraging that eight out of ten (80%) respondents perceived hotel food as either having an Excellent or Good value. This fact means that although there are certain criticisms, the pricing/quality proportion is mostly valued by the guests. Nevertheless, 20% of Fair or Poor value indicates some discrepancies in the quality or presentation of meals, and this aspect must be improved. The responses on satisfaction on taste and freshness were divided with 66% being satisfied, but 34% dissatisfied. It is a large segment that can support the dependency on external food services. The hospitality business consists of taste and freshness as fundamental factors of repeat customers, as indicated by Singh and Karthik (2025).
An important revelation in the results is the understanding that better kitchen standards would bring more diners – 76% of the respondents "Strongly Agreed" or "Agreed" with this observation. That confirms the opinion that the investment in kitchen maintenance, hygiene, and transparency might bring a higher dinner package uptake and in-house dining service. The other dimension was the effectiveness in communication of food safety and hygiene. Though a large percentage of 76% believed that it was Very or Somewhat effective, the fact that a substantial number of 24% did not is disturbing. Enhancement of this communication may contribute to closing the gap of trust and ensuring the Hotel Safety Initiative.
Rewards that would make people more willing to eat in the hotel were primarily linked to the ideas of “Better Food Quality” (42%) and “Cleaner Kitchen” (32%), which once again proves the significance of the internal food service quality. The less influential reasons, such as, “Lower Prices” and, “More Menu Options,” were at the bottom of the list but can offer the opportunity to make minor adjustments. Finally, the positive word-of-mouth potential was also strong, with 82% indicating they would probably recommend the hotel restaurant. This means that there are still some aspects to improve, but the general attitude toward the food services of the hotel is positive and can be additionally enthusiastic with the improvement of quality.
[bookmark: _Toc200551232]4.2.2 Exploring Implications, Acknowledging Limitations, and Pointing Out Valuable Areas
The practical implications of the findings are relevant to Ibis Northampton and possibly to other hotels that belong to the budget category of the hospitality business. To begin with, kitchen and dining cleanliness and hygiene are not only operational parameters but key drivers of guest behaviour. The statistics indicate that the attitude of the guests towards these standards has a direct relation to their intent to dine or to find an alternative. Therefore, it is evident that it is in the business interest to ensure that high hygiene standards are kept and seen to be kept.
The second implication is associated with the necessity to realise and fight the increased desire to use outside food delivery services. Having these services available offers convenience and variety which are two aspects hotels tend to lack. Although Ibis Northampton cannot remove this competition, it can aim at creating an attractive in-house dining experience, which is perceived to be of similar value and quality as these options.
Another area that should be given concern is communication regarding food safety protocols. The study points out that almost one-quarter of the respondents were dissatisfied with communication. Guest confidence could be increased with such easy measures as putting hygiene ratings on display, training the personnel to discuss food safety measures with the guests, or including these messages in marketing literature.
The other practical implication relates to the menu design and food presentation. There were a lot of those who were satisfied but also a decent number who were not. This can be closed by investing in Chef training, menu development, and improving plating methods. Singh and Karthik (2025) also mention AI-powered monitoring systems as a means of enhancing consistency and quality, which is, admittedly, an advanced technology that can be pursued in the long term.
The limitation of the study is not non-existent. The rather small sample size (n=50) was sufficient, however, because the study was exploratory. Having a bigger and more varied set of data would give more statistical certainty and allow segmenting by demographics or guest type (business versus leisure). Another limitation is that the researcher examined a single site- Ibis Northampton. Although the results are helpful in this specific situation, one should be careful when generalising the results to other Ibis sites or hotels.
The future study might be regarded as intervention testing, e.g., the changed kitchen procedures or menu redesigning, and its effects on the dinner reservations in the long run. Staff training and its relation to the perceived quality of the service in the dining facilities are another area that needs to be investigated. Finally, with the continuing rise of external food delivery, it would be useful to know how it will affect hotel F&B operations in the long term by conducting wider longitudinal studies. 


[bookmark: _Toc200551233]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc200551234]5.1 Conclusion 
The aim of the study was to investigate how the kitchen standards affect the guests’ choices of dining in the Ibis Hotel in Northampton, especially how the aspects of cleanliness, food presentation and perceived value affect the choice of dinner booking. With an ordered first quantitative data approach, supported by survey-based research of 50 respondents and visual analysis through pie charts created in Excel, the study has been able to come up with some insightful information on the level of satisfaction of the guests, their points of dissatisfaction, and key aspects that influence their decision to dine at a particular restaurant.
The main finding of the present research is that the cleanliness of the kitchen is the most decisive parameter that determines whether the guest will eat in the hotel or not. Most respondents (48%) evaluated the kitchen and dining area as being Excellent with regard to cleanliness with a second group of 22% rating it as Good. The rest of the respondents (30%), however, provided lower marks, saying that although the cleanliness is mostly acceptable, there are visible discrepancies that cannot go unnoticed by the guests. It can also be supported by the fact that when asked about the level of importance of cleanliness 74% of the guests responded either “Extremely important” or “Moderately important” when deciding whether to eat at the hotel restaurant. What it means is that a single slip-up in terms of cleanliness can have a disproportionate impact on the chance of in-house dining.
Intimately related to cleanliness is the satisfaction of the guests with food hygiene and safety standards, which was also answered quite positively - 76% of respondents were satisfied. However, still, a significant 24% indicated the degree of dissatisfaction, which might require better transparency of hygiene procedures and the stability of operational performance. These lessons learnt highlight the fact that to ensure that a hotel restaurant keeps the confidence of guests, it is not enough to ensure a high level of hygiene but to make guests see these levels too.
The other crucial discovery concerns the presentation of meals and the attractiveness of food. 70% of the respondents characterised the food as Very or Somewhat appealing looking. However, 30% of the respondents did not give full satisfaction indicating that even though the kitchen is able to meet the presentation expectations, there are still improvements that can be made. The same tendency was observed when the guests were questioned regarding the flavour and freshness of food, 66% claimed they were satisfied, and 34% stated that they were dissatisfied. This large minority group is an indicator of the demand to maintain the quality of cuisine, not only its appearance.
In addition to that, the good value of money proposed by the hotel dining services turned out to be an influential factor. Most guests (80%) considered the food to be of “Excellent” or “Good” value. But the rest 20% found the meals as only Fair or even Poor value. This feedback demonstrates that there could be a mismatch between price, expectation, and reality particularly in the case of the guests who might be shopping around between the prices and the food options in the hotels and other external food suppliers. A whopping 84% of those interviewed said that they either order outside food "Always" or "Frequently." The top reasons given were "Better Quality" (38%) and "More Variety" (28%), with fewer guests citing cost or convenience as the primary motivators. This points to a severe problem facing the hotel restaurant; it is not merely fighting on price but on the variety and apparent quality of what it is offering. A mere reduction in prices would not help unless it goes together with innovation in the menu and an apparent improvement in the quality of food.
Despite this, the research concluded that the dinner package provided by the hotel is popular amongst the guests. Approximately three-quarters of those surveyed (76%) include dinner in their reservations as "Always" or "Often" and three-quarters (74%) stated that they would be “Very Likely” or “Likely” to dine in were kitchen standards transparently high. This confirms that in-house dining demand exists and may increase, however, only under the condition that the guests can be always certain about the quality and hygiene levels of the restaurant.
Among rather favourable research findings, there is also a conclusion that the word-of-mouth likelihood of the dining services of the hotel is rather high. Approximately, 82% of respondents indicated that they would recommend the hotel restaurant to other people. This demonstrates that the majority of guests have a certain minimum level of satisfaction and trust, and through specific enhancements, this segment may turn into a potent source of promotion of hotel dining services. Additionally, three-quarters of those surveyed evaluated the communication of the hotel regarding food safety and hygiene as efficient, but one-quarters of the guests were not convinced about it-which once again proves the point of the excessive necessity of more open and active communication on the matters.
[bookmark: _Toc200551235]5.2 Recommendations and Practical Strategies
1. Enhance Kitchen Cleanliness and Visibility: Among the thoroughly persistent notes in the responses of the guests was the issue of cleanliness in the kitchen and dining sections (Lacalle, 2024). Although the number of those who rated cleanliness as excellent is 48%, a significant percentage of 30% were dissatisfied. This disconnect can be solved by frequent and open sanitation work (Laheri et al., 2025). Cleaning logs should be pinned in a place which is visible to the guests, daily at the entrance of the restaurant, to give a visual guarantee of cleaning standards to the guests (Kim et al., 2021). The level of transparency and trust can also be boosted by using open kitchen concepts or giving guided tours of the kitchen at the busiest check-in times.
2. Improve Food Presentation and Quality Consistency: The presentation of meals was generally well received by most, but 30% still felt that it was poor. The hotel can establish standard operating procedures (SOPs) for food plating and presentation to ensure consistency across different kitchen shifts (Monforte, 2025). The training programs given to staff members should emphasise visual appeal as well as the temperature and freshness of food (Zhang et al., 2024). Yet another idea is the introduction of guest feedback cards regarding the quality of the meals, as a way of monitoring the performance in real-time and revealing areas that need urgent improvement (Ruiz Molina et al., 2022).
3. Expand Menu Variety to Compete with External Options: The most significant competitive challenge identified is the high rate (84%) of guests ordering food from external providers. The reasons provided by guests were related to better quality and variety. To balance it out, the hotel might want to expand its cuisine, making it more varied, culturally inclusive, and health-oriented (Bunnell, 2024). It is possible to include seasonal dishes, local ingredients, and vegetarian/vegan options to make the menu more attractive (Parkin and Attwood, 2021). Pop-up themes or so-called guest menus developed in cooperation with local chefs can also make a buzz, and convincing guests to come in-house can also be achieved through special events, pop-up themes or so-called guest menus developed in cooperation with local chefs (Kirillova et al., 2025).
4. Strengthen Food Value Proposition: 80% of guests believed that the food was good value, though 20% were not so sure. Such a perception disparity can be resolved through the arrangement of value-based dinner deals that come with extras such as a free beverage, dessert, or even the usage of a lounge area (Bilska et al., 2022). The perceived value could be further improved by introducing some discounts to returning diners or regular guests based on their loyalty (Tomczyk et al., 2022). Clearly communicating what is included in a package (meal size, ingredients, sourcing) can also contribute to positive impressions (Thøgersen, 2023).
5. Reinforce Food Hygiene Communication: Approximately 1 in every 4 guests did not find communication of food hygiene as effective (Taha et al., 2021). The hotel ought to go out of its way to convey the food safety standards in a better manner. This might be some infographics on digital screens in the dining room, QR codes on the menus leading to the hygiene certifications, and introductions of the chefs on social media to make it personal (Garg, 2024). Posting food safety audit summaries regularly in guest-facing newsletters or electronic channels can also build credit and interest (Sharabati et al., 2024).
6. Reduce Dependence on External Food Services: To decrease the recurrent utilisation of outside food delivery services, the hotel can consider creating more flexible food choices like late-night menus, room service through a mobile application, and order-ahead services to guests arriving at the hotel late (Constantin et al., 2024). Convenience will also be improved by the availability of well-packed takeaway foods that can be used for in-room eating without having to order food outside (Bogard et al., 2024).
7. Empower Staff and Encourage Feedback: The level of kitchen services is tightly connected with the involvement and education of a kitchen and dining service (Johnson, 2024). The hotel must consider investing in personnel development regularly in customer service, food hygiene and culinary arts (Ko and Lu, 2021). It is possible to enhance the guest experience by introducing the position of a dining experience ambassador during busy periods to facilitate the on-demand feedback gathering (Brown, 2023). Incorporating these into the appraisal of staff performance can also promote constant upgrading.
8. Leverage Positive Guest Sentiment for Marketing: Since 82% of respondents said they would recommend the hotel's dining services, this positive sentiment should be leveraged in the hotel marketing. Asking happy visitors to write an online review or share a photo of their meal on social media platforms, possibly with the encouragement of some small rewards or a discount, can yield organic visibility (Dwivedi et al., 2021). Brochures and booking confirmations are other areas where testimonials can be used to encourage in-house dining (George, 2025).
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1. How would you rate the overall cleanliness of the hotel’s kitchen and dining area?
· Excellent
· Good
· Fair
· Poor
2. How satisfied are you with the hygiene and food safety standards of the hotel’s kitchen?
· Very satisfied
· Satisfied
· Dissatisfied
· Very dissatisfied
3. How appealing is the presentation of meals served in the hotel restaurant?
· Very appealing
· Somewhat appealing
· Slightly appealing
· Not appealing
4. How well do the kitchen facilities meet your expectations during your stay?
· Exceed expectations
· Meet expectations
· Below expectations
· Well below expectations
5. How important is kitchen cleanliness when deciding to dine in a hotel restaurant?
· Extremely important
· Moderately important
· Slightly important
· Not important at all


6. How frequently do you book hotel stays with dinner packages included?
· Always
· Often
· Sometimes
· Never
7. How likely are you to dine in the hotel restaurant if kitchen standards are visibly high?
· Very likely
· Likely
· Unlikely
· Very unlikely
8. How often do you choose to order food from outside services instead of the hotel?
· Always
· Frequently
· Occasionally
· Never
9. What influences your decision to order external food over hotel dining?
· More variety/options
· Better quality
· Price
· Convenience
10. How would you rate the value for money of meals served at the hotel?
· Excellent value
· Good value
· Fair value
· Poor value
11. How satisfied are you with the taste and freshness of food served in the hotel?
· Very satisfied
· Satisfied
· Dissatisfied
· Very dissatisfied
12. Would improving kitchen standards make you more likely to dine at the hotel?
· Strongly agree
· Agree
· Disagree
· Strongly disagree
13. How effective is the hotel's communication about food safety and hygiene practices?
· Very effective
· Somewhat effective
· Not very effective
· Not effective at all
14. What would encourage you to dine more frequently at the hotel?
· Better food quality
· Cleaner kitchen
· Lower prices
· More menu options
15. Would you recommend the hotel restaurant to others based on your dining experience?
· Definitely yes
· Probably yes
· Probably not
· Definitely not
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