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ABSTRACT
In the hospitality industry, hotels need to compete, and their restaurants help boost how satisfied customers are. This study explores what decides, what customers at the Ibis Hotel Northampton restaurant prefer to dine on, as it offers services to both business and leisure travellers. The research uses data from reviews on TripAdvisor and All Accor, alongside academic and industry resources, to find out what affects diners’ decisions and their enjoyment. This study conducts entirely depend on secondary data and qualitative nature. According to findings, what most effects customers’ choices is the food quality. Frequently, the positive comments cover freshness, flavour and variety in continental breakfast which is supported by existing research on what motivates repeat customers and leads others to suggest the place positively. But complaints about the evening menu were common since the dishes had various issues like over or undercooking and not enough options. 
How good the service plays a major role in how happy a customer is. While guests often appreciated that the restaurant staff were professional and went the extra mile, many times they complained about how difficult service could be during crowded times and at times when a member of staff appeared not to care. Using the SERVQUAL model and SWOT analysis, the research points out that reliability and responsiveness require improvement, particularly to avoid changes in service during high customer volumes. The reason for this difference matches the Expectation-Confirmation Theory, since customer happiness depends on how much their expectations match the product’s price and benefits.  
At busy hours, high noise levels were mentioned frequently as affecting the enjoyment of guests. The result points out that tangible things like controlling noise levels and making the restaurant nice support what the SERVQUAL model suggests. What a customer is doing (business or leisure), their age and nationality all play a big role in their food choices. Business travellers look for places that are easy to use and quick, mostly choosing buffet or ready meals, unlike leisure travellers who seek out great-tasting food, a pleasant setting and wide menus. As a result, restaurants need to adapt their menus to serve a wide range of tastes among their visitors. 
Hence, the study suggests the hotel enhance its food quality, make service more efficient during peak hours and revise how much it charges for evening meals. Also, making sure the menu includes meatless, plant-based and other global foods would appeal to more people. Managing noise and making sure the dining area is comfortable are suggested to raise the guest experience. By joining secondary customer reviews with theoretical models, this research gives practical guidance to hotel restaurants. What was found highlights the importance of combining food, service, prices, the ambiance and customer group in forming people’s dining preferences, helping Ibis Hotel Northampton design strategies to increase customer loyalty and stay ahead in the hospitality industry. 
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1. INTRODUCTION
The hospitality business is quite competitive, and restaurants are the backbone in a hotel towards achieving overall customer satisfaction. There are numerous factors that contribute to success when it comes to hotel restaurants such as quality of food, service, ambiance, and brand’s reputation (Perdomo-Verdecia et al., 2024). Knowledge of customers’ preferences and satisfaction is important for having a competitive edge and customer retention. The current research project revolves around analysing the forces that shape the customers’ dining preference in the Ibis Hotel Northampton, a well-established hotel chain popular among the leisure and business travellers. After understanding their preferences, restaurant can tweak its service delivery to match up to the expectations of the costumers, thus translating to the high level of satisfaction and efficient operations. 
The major goal of this research is to establish the factors that influence customers’ dining pattern at the Ibis Hotel Northampton restaurant. Particularly in this study, menu variety, food quality, pricing as well as brand perception will be discussed as to how they induce customer decision making and fulfilment. Also, the impact of customer’s demographic like the age, the nationality, and the reason for visiting a place (business or leisure) on the dining choice will be explored in the research. 
The secondary data-based methodology for this undertaking is based exclusively on the secondary data collated from wide variety of reliable sources. These comprise customer reviews from such websites as TripAdvisor, All Accor, industry reports, and academic articles. Secondary research is beneficial at this point, as it ensures access to vast amounts of customer opinions and industry items without having to conduct primary research, including surveys and interviews.  
AIM 
To analyse the factors influencing customers' dining preferences in the Ibis Hotel Northampton restaurant 
Objectives 
· To determine the factors influencing customer dining preferences at the Ibis Hotel Northampton restaurant. 
· To analyse how the Ibis hotel brand influences customer expectations and preferences. 
· To formulate recommendations for Ibis Hotel Northampton to enhance customer satisfaction within its restaurant. 
Justification 
· Understanding these factors is fundamental to meeting customer needs and expectations for the survival and growth of the hotel in the competitive market. 
· Understanding the brand influence can help the hotel to capitalise on its strengths and improve upon its weaknesses. 
· Actionable recommendations will provide a roadmap for the hotel to make tangible improvements, such as increasing customer satisfaction, improving its reputation, and boosting revenue. 
Rational 
The guest reviews have helped in determining the in-house restaurants in Ibis Hotels Northampton that offer continental breakfast, a variety of evening menus, and so on for which the restaurants have been rated 4.2 (All.com, 2024). According to Statista (2025) Ibis’s branding vibrates more with GEN X, and 67% of its guests show constancy for the brand. However, based on the customer reviews, some of the customers have reported for worst restaurant area, expensive buffet, burnt food, absence of restaurant staff, simply reheated food which is not fresh and others (Tripadvisor, 2025). However, some have also mentioned the reasonable value offered for breakfast, although others have also mentioned the uninspiring menu for which they opt for a good restaurant located just outside. All these might have resulted in reduced footfall in the restaurants. The research has been chosen as understanding customer dining preferences at Ibis Northampton is crucial for optimising service and aligning offerings with brand expectations, driving guest satisfaction.





2. LITERATURE REVIEW
The hotel industry is one of the most competitive industries, and the experience of the restaurant in the hotels has a major impact on general customer satisfaction and loyalty (Perdomo-Verdecia et al., 2024). The factors that drive customer preferences within the hotel restaurants are many and some of them are food quality, service, ambiance, pricing, and the image of the hotel brand (Abdullah et al., 2023). The knowledge of such factors is critical to the hotel managers to ensure that the dining services offered in the hotel reflects the expectations of guests and positively contributes to the reputation of the hotel (Ali et al., 2021). This literature review is aimed at critically analysing existing pieces of research on the factors that dictate the customer dining preferences in hotel restaurants in particular reference to the Ibis Hotel Northampton. 
2.1. Factors Influencing Dining Preferences 
2.1.1. Food Quality and Menu Variety: Food quality is always identified as one of the key factors which influence customers’ dining preferences in hotels. Different and quality menus can attract guests and also improve the overall experience of the guests. Studies have established that whenever customers feel that the quality of food is high, there are chances they may visit the restaurant again and recommend it to others (Ismail et al., 2022). In the context of hotels, food quality does not only concern taste and dishes’ appearance but also the delivery of fresh components and compliance with food safety rules. Furthermore, diversity of food offerings is crucial, in meeting the different taste of the customers, especially in diverse and multi-cultural situation. A diverse menu that incorporates both local and international dishes can be a hit among varied guests ranging from those who have special dietary requirements to those with pre-conceived ideas about particular cuisines (Rohr et al., 2021). 
2.1.2. Service Quality: The other important aspect contributing to customer satisfaction in hotel restaurants is the quality of service. It has generally been acknowledged that attentive, efficient and polite service can seriously contribute to the betterment of the dining process (Ghani et al., 2022). The amount of professionalism and hospitality rendered by restaurant staff can go a long way in shaping customers’ minds either to come back or even recommend the establishment (Kim & Kim, 2022). According to research, a general strong culture of service where employees are sufficiently trained, and responsive to the needs of the guest, is imperative in developing a desirable dining atmosphere (Narayanan, 2022). Negative service on the other hand can result into negative reviews and decreased loyalty among customers (Kim & Han, 2023). 
2.1.3. Pricing and Perceived Value: Pricing is commonly mentioned as one of the biggest determinants of customer dining decisions. Meals served must be priced at the level that corresponds with the value that is attached to the dining. Guests are likely to determine if the quality of the food, service, and ambiance is worth the price they are paying for them (Tai et al., 2021). In a hotel environment, the restaurant should find a balance between affordable choices for cost-conscious guests, and premium alternatives to the budget-conscious costumers who are willing to pay more for a luxurious experience (Nimri et al., 2021). When the prices are too high or the value for money is poor, dissatisfaction is bound to ensue, but good pricing in relation to quality of service can bring out the loyalty of the customers (Athanasopoulou et al., 2023). 
2.1.4. Ambiance and Environment: The dining environment such as the ambience, decoration, and cleanliness of the restaurants are factors that influence a person’s dinning preferences (Adesina et al., 2022). A nice ambience which harmonises with the entire theme and mood of the hotel could play a massive role in improving the dining experience (Loreto et al., 2023). Factors, such as lighting, music, seating arrangements, and temperature all go towards making space that is comfortable and inviting (Ubeja et al., 2021). People are likely to patronise a restaurant that provides a relaxing and fun environment (Mohamed et al., 2022). In addition, the physical outlook of the restaurant and the upkeep of its facilities can create the perception of the hotel in a guest’s mind (Rathnasiri et al., 2025). The level of satisfaction of the customers may be negatively affected by sub-par or unpleasant dining spaces, despite the quality of the food and service offered (Poon & Tung, 2022). 
2.1.5. Brand Influence and Customer Loyalty: Other key areas of study tip forward in the literature are that of hotel brand reputation on restaurant dining preferences (T.M. et al., 2021). Established customer significance related to the brand can attract the customer to the table of the restaurant belonging to the hotel (Misischia et al., 2022). In the case of the hotel chains such as Ibis, customers might be interested in dining in the hotel restaurant based on past favourable experience with the brand (Ismail et al., 2022). Loyalty to brand is an important factor driving dining preferences because ‘it is that much easier for the returning guests to select the restaurant of the trusted hotel brand instead of the others’ (Rather et al., 2021). In addition, the alignment of the restaurant offerings to the overall brand positioning and guest expectations in terms of the brand is critical towards building a loyal brand and improving on the guest experience (Akbari et al., 2021). 
2.1.6. Customer Demographics: There is great influence of the demographics of the customers like age, nationality and purpose of travel in dining preferences (Huang & Chen, 2022). For instance, business travellers could prefer convenience and speed when eating, eating quick meals or selecting buffet for example. On the other hand, the leisure visitors might pay more attention to the quality of food and overall dining (Chung & Byrom, 2021). Knowledge of the demographic profile of those who visit restaurants helps hotel management customise the offerings in the restaurant to accommodate various guest segment sundries (Revell, 2021). For instance, family-oriented restaurants could employ kids’ menus, international visitors can enjoy diversity with the cuisine option (Chen et al., 2023). 
2.1.7. Online Reviews and Social Proof: In the era of the digital world, online reviews and customers’ feedback on the sites such as TripAdvisor, Yelp, and Google Reviews have grown to influence people’s preferences for dining. The good reviews will be able to draw new customers, and the bad reviews could deter potential guests from eating at a particular restaurant. Social proof, or deciders of others, is something the customers often use in decision-making regarding where to eat, in case they are in an unknown place (Narayan et al., 2022). The implication of this is that hotel restaurants have to actively manage their online reputation by responding to customer complaints and positively representing the good experiences (Mittal, 2023). 
2.2. Gaps in the Literature 
Although a lot has been researched on the determinants of dining preferences in hotel restaurants, there are gaps in the current body of knowledge that should be revealed. Many of the conducted studies are quite narrow in scope as they concentrate on the areas of food quality and service sparing the other features like the role of the hotel brand reputation, customers’ demographics and the influence of online reviews in the making of dining decisions. Moreover, many of the previous research have been conducted in a form of primary data collection including surveys and interviews, which has little attention on secondary sources of research information such as online reviews that are gradually gaining importance in the modern buyer dominated market. In addition, the research on Ibis brands particularly and how its customers view its restaurant offerings is rather scanty. 
This literature review outlines the different conversions that influence the dining preferences of the customers in hotel restaurants. Food quality, service, pricing, ambiance, also brand reputation are key aspects that make a dining pleasant. In addition, customer’s demographics and the power of online reviews increase in the decisional process of dining (Lee et al., 2021). Although there has been extensive investigation regarding these aspects, it is important that there should be more explorations that are targeted at how such elements interact within particular hotel brands such as Ibis. The gaps that were detected in this review are useful for indicating their directions in future studies, especially with regards to the relationships between the branding of hotels, with restaurant preferences (Khan et al., 2024). The consideration of these factors can help to enrich the customer satisfaction as well as the performance of the hotel restaurants in the competitive market of hospitality. 















3. METHODS
The purpose of the present research is to examine what driving forces affect the customers’ dining preference in the restaurant of Ibis Hotel Northampton. This research is based entirely on secondary data analysis and is dependent on information available through customer reviews, online platforms, and research material that is published.  
3.1. Research Approach 
 The current research mainly follows qualitative data analysis strategies that will serve to analyse customers’ reviews and feedback. The qualitative method enables deep understanding as well as interpretation of the textual data used to reveal the subtlety of customer dining preference, attitude, and opinions (Moldovan et al., 2024).  
3.2. Research Strategy 
Considering the emphasis laid on secondary data, the secondary data analysis strategy is used. Secondary data will be found from different online sources and research papers. The sources of secondary data for this research could be summarised as: 
· Customer Reviews: The online review platforms such as TripAdvisor and All Accor will be the focus of this research. These platforms offer first-hand knowledge of customers who had eaten in the Ibis Hotel Northampton restaurant.  
· Hotel and Restaurant Websites: The official website of Ibis hotel Northampton and other relevant hotel and hospitality industry websites, including the Internet, will be used to collect secondary data in terms of what the restaurant offers, promotions, and cost.  
· Academic and Industry Literature: As for the primary sources of research, there will be used research articles, case studies, and industry reports in order to build the analysis and have some theoretical framework of the conducted study. This literature will allow the customer feedback to be set within accepted theories such as the SERVQUAL model for service quality, and SWOT analysis. 

3.3. Data Collection 
 The processes of data collection are as under: 
· Review Selection: Some of the customer reviews from TripAdvisor, All Accor, and other appropriate sites will be collected. The reviews will include a variety of customer experience that varies from good to negative reviews. Reviews will be selected according to its relevance to the research questions, for example, references to food quality, service, pricing, and ambiance. 
Data Extraction: Distinctive points made in the reviews will be extracted such as references made towards one’s dining preferences, restaurant characteristics and customer satisfaction. Information will also be gathered from the official website of Ibis Hotel Northampton with regards to the menu options, price of menu options and customer service offers. 
· Literature Review: Academic articles and industry reports will be sourced from such databases as Google Scholar, ResearchGate, and industry-specific publications. Such materials will serve for the theoretical base for explaining customer preferences in hotel restaurants. 
3.4. Data Analysis 
Analysis will be carried out through the following: 
· Content Analysis: Systematic analysis of customer reviews will be implemented with the help of the content analysis. This entails coding and categorising the text data as themes, which include food quality, service quality, ambiance, pricing, and brand perception.  
· Thematic Analysis: To go deeper into the meanings and insights from the customer reviews, a thematic analysis will be applied. In this approach, one observes and analyses substantive patterns from the text data, getting an insight to unravel the implicit factors dictating dining preferences.  
· Comparative Analysis: Comparative analysis will be used to compare the customers’ feedback from different sources like TripAdvisor and All Accor in order to recognise any discrepancies or consistencies with regards to the dining preferences.  

3.5. Ethical Considerations 
Since the research is conducted on the basis of secondary data, the main issue related to ethics is associated with the use of such publicly available customer reviews and comments. Customer reviews are made public and can be found on online platforms and thus there are issues related to privacy violations.  
3.6. Limitations of the Methodology 
The secondary data used in this research is one of the limitations since it may not represent all the customers’ experiences, particularly if there is an under representation of any specific demographic group in the reviews. Besides, when using secondary data analysis, the researcher is not able to clarify ambiguous feedback or investigate some topics in-depth as it is possible by using primary data collection approaches, such as interviews or surveys. 















4. FINDINGS AND DISCUSSION
4.1. FINDINGS
    4.1.1.  Content Analysis 
Content analysis is a qualitative research technique which helps an analyst in identifying and quantifying certain pattern in qualitative data thereby allowing methodical search for recurrent themes and patterns in a set of ideas or data (Özden, 2024). In this research, content analysis approach was used to analyse client reviews published on different sources including TripAdvisor, All Accor, as well as other online platforms where guests posted reviews on their dining experiences at Ibis Hotel Northampton. From these customer reviews, we were able to deduce important topics and categories that depict the determinants of customer dining chore (Khan et al., 2023). 
The initial stage of the content analysis process was the collection of many customer reviews, both positive and negative, from the sites that are commonly known for publishing real customer reviews. The reviews were then identified and grouped thematically according to most used aspects of dining experience.  
Some of the key themes that were characterised from the reviews of the customers comprised food quality, service quality, pricing, ambiance and customer demographics (Tripadvisor, 2025). These themes were then further analysed to be able to see the weight of every aspect in creating the overall dining experience. For instance, food quality was often spoken of as one of the most important aspects that determined the level of customers’ satisfaction, and many reviews noted that the breakfast was fresh, tasty, and diverse (Mathiesen et al., 2021). Nevertheless, food temperature and the lack of variety were identified as the aspects to be improved (Accor, 2025). Service quality, too, became an important point, as numerous visitors praised attentiveness and professionalism of the staff, and some complained about slack service and unconcerned staff in the busy hours (Ali et al., 2021). 
Having gone through the process of content analysis, it came out clearly that the element of food quality, service quality, and pricing seemed to be the most discussed one in the reviews indicated strong evidence which showed that these elements were the most determinant in influencing the customers’ satisfaction (Nguyen, 2021). The favourable reviews were frequently associated with the impression of good value for the money, well-prepared meal, and efficient service (Grobelna, 2021). On the other hand, negative reviews usually indicated unsatisfactory needs associated with food preparation, slow service, and price, resulting in the discomfort of the overall experience (Sann et al., 2022). 
The content analysis offered useful insight into the exact factors that influence the dining preference so that a structured and qualitative analysis of the reviews can be conducted. Through the content analysis systematic identification of these factors, it was possible to systematise the findings but showing the priorities of customers and defining critical areas of a potential improvement (Fowler et al., 2024). 
4.1.2. Thematic Analysis 
[bookmark: _Hlk199238723]Another qualitative research method that was employed to understand the deeper meaning and underlying pattern in the customer reviews is thematic analysis (Bhandari, 2025). The main difference between content analysis and thematic analysis is that the first one involves classifying and quantifying certain elements, while the latter will go more into analysing the bigger themes and patterns from the data, seeking to interpret the meaning of these patterns regarding the research question at hand. 
Specific themes took a place during the generation of themes in the thematic analysis process upon analysing various customer reviews. The major aspects that surfaced were:
· Food Quality: Quality of food looked like the central theme of reviews, as customers often mentioned freshness, taste, and appearance of meals (Sari & Yulianto, 2024). Pleasant comments were usually related to the diversity of breakfast buffet and quality of food served in the evening. Nevertheless, there were several negative evaluations that referred to such problems as inadequate cooking or overcooking of food, serving meals at improper temperatures, and the absence of variety in the evening menu (Accor, 2024). 
· Service Quality: In many reviews, the service turned out to be one of the integral parts of the dining experience for a significant number of customers who complimented the restaurant staff on their courtesy and attentiveness (Tripadvisor, 2025). But other guests complained about the late arrival of service especially during the peak of dining moments and some guests observed the out of the world staff behaviour, where they felt they were overwhelmed or uninterested to serve them thus not satisfying their experience. 
· Pricing: Price of meals generally was a main theme in both negative and positive reviews. The many guests felt that the price of the breakfast was decent, and it had value for the money (Herrera & Young, 2023), others however complained about the price of late evening meals. Such complaints on high prices and poor value for the money were most common in reviews where the customers felt that the food was not worth the price paid (Webb et al., 2023). 
It was therefore possible to identify, not just the superficial aspects influencing the customer’s dinning preference, but also the basic feelings and perceptions concerning guest satisfaction using broader theme emanating through thematic analysis (Matsuoka, 2022).  
Analysing the themes emerging in the narratives of eating at the Ibis Hotel Northampton, it turned out that this experience has a multilayered nature, which depends on food quality, service quality, and pricing and primarily accounts for customer preferences (Accor, 2025). Moreover, the analysis indicated that customer satisfaction is highly related to the correspondence of client expectations and the actual experience, indicating the role of consistency as far as fulfilling guest requirements is concerned (Perdomo-Verdecia et al., 2024). 
4.1.3. Comparative Analysis 
Comparative analysis is a comparison of different parameters of data sets to obtain similarities, differences and trends. In this research, comparative analysis and comparison of customer reviews on various sources including TripAdvisor, All Accor, and other online platforms were used to compare customer provided reviews on various sources (Wu et al., 2024).  
The comparative analysis demonstrated a few interesting points concerning customer feedback. First, the reviews posted on the Trip Advisor website were more polarised as guests gave a heavily positive or very negative feedback while those on All Accor platform were relatively neutral and had a more specific focus on specific aspects of the dining experience (Accor, 2025). On TripAdvisor, customers were inclined to post elaborate personal anecdotes and give a specific criticism, whereas on All Accor customers were often more concise and more concerned with rating the restaurant instead. 
Despite these differences in the style and aggressiveness of the review, similar themes on the food quality, service, pricing and ambiance came out from both platforms. Both platforms emphasised food quality and service as the main factors contributing to customer satisfaction, where the guests appreciated delicious meals and good service. However, the feedback from TripAdvisor were more critical on the pricing structure, whereby many guests were not satisfied with the cost of the evening meals (Tripadvisor, 2025). By contrast, all Accor reviews tended to emphasise general convenience and satisfaction with the breakfast offerings, which implied that breakfast was a less controversial area as opposed to the evening dining. 
4.1.4. Theoretical Frameworks 
SERVQUAL Model for Service Quality 
SERVQUAL model formulated by Parasuraman, Zeithaml and Berry, is a well-known service quality measurement tool. Following are the five dimensions which are identified as the most important aspects of service quality by the model (Candraningrat, 2024):  
· Tangibles: The cleanliness, decoration, and atmosphere in the restaurant were commonly discussed by the customers, all of which connotated the positive aspects of the dining experience (Tripadvisor LLC, 2025). However, some guests complained that the restaurant could get noisy at peak moments, thus interfering with their experience with the meal.  
· Reliability: Numerous reviews commended the reliability of the restaurant for the effective food quality and the service. Some customers though complained of inconsistencies especially during the busy moments where the quality of service and food preparation was not up to the mark (Tripadvisor LLC, 2025). These discrepancies of reliability could have led to dissatisfaction especially when the expectations were not achieved (Kostromitina et al., 2021). 
· Responsiveness: Guests who complained about poor service that was slow, or delays were frustrated, which showed that the promptness of staff members was an important aspect of patronage by clients (Wong et al., 2024). Reviews cited cases of where the staff was visibly overwhelmed or seemed disengaged, which resulted in long waiting for seating and service.  
· Assurance: Many times, guests who were served well in a professional manner said that they felt reassured and comfortable with the restaurant ability to provide a quality experience. However, cases of poor services disrupted this feeling of assurance as customers disclosed dissatisfaction during lack of prompt attention on their needs (Tripadvisor LLC, 2018). 
Empathy: It was found through reviews that the empathy of staffs played a key role in customers satisfaction as most guests lauded staffs for these attributes. However, when the employees were seen as disengaged or overwhelmed, empathy reduced correspondingly, impacting on the experience (Raina, 2022).  
According to the SWOT analysis, that can be found in Appendix, the Ibis Hotel in Northampton has a great position, and good breakfast, but it has a slow service, especially during peak hours, and the quality of food is inconsistent. These weaknesses could be minimised by improving their services and diversifying the menu.  
4.2. DISCUSSION
This section critically interprets, and analyses findings made by research conducted on customer dining preferences at the Ibis Hotel Northampton restaurant. The research goal was to examine factors of customer dining preferences and satisfaction from secondary sources of information such as customers’ reviews, the hotel’s official website, and academic literature. In this regard, this discussion will tie the findings to the existing literature, explain the implications of the findings for the Ibis Hotel Northampton, outline limitations, and make valuable recommendations regarding the improvement of the operations of the restaurant.  
4.2.1. Quality Of Food and Its Contribution in Customer Dining Preferences 
· Interpretation of Findings: Food quality became the most determining factor in influencing customer satisfaction in Ibis Hotel Northampton (Tripadvisor, 2025). The freshness and the variety of the continental breakfast and its taste were often mentioned as positive, which corresponds to the emphasis on the food quality in the literature. Numerous customers valued the choice and cooking of the meals, which made up for a pleasant dining experience (Accor, 2025). The positive reviews showed positive confirmation whereby by the quality of food was at the level of customer expectations or even better.  
· Analysis Based on the Existing Literature: The findings are in line with available studies of the nexus between hotel restaurant customer satisfaction and quality of food (Akbari et al., 2021). Quality of food is always a major factor in the literature for determining satisfaction with studies showing that it has strong impacts on the loyalty of consumers and revisits (Setiono & Hidayat, 2022). In the case, Ibis Hotel Northampton is stronger in the aspect of food quality in the provision of the breakfast, but it needs to work on the discrepancies in the preparation of meals and variety in menu to enhance customer satisfaction in every eating experience. 
· Implications for Ibis Hotel Northampton: There is, therefore, need to invest the Ibis Hotel Northampton in staff training, maintaining uniformity in terms of food preparation and quality control. Besides, it could be possible to diversify the evening menu and introduce more seasonal ingredients to avoid the customer’s complaints regarding the lack of choice (Glaveli et al., 2023).  
4.2.2. The Service Quality and its Effect on Dining Satisfaction 
· Interpretation of Findings: The issue of service quality kept popping up in reviews of customers. Apparently, many guests praised the restaurant’s staff for their attentiveness, friendliness and professionalism, which corresponds with the findings of existing literature that service quality is one of the most important factors for satisfaction. Nevertheless, some customers also complained about slow service especially when there is peak hours; with some customers referring to the staff as overwhelmed or disengaged (Tripadvisor LLC, 2025).  
The SERVQUAL model of service quality that involves such elements as reliability, responsiveness, assurance, empathy and tangibles is helpful for understanding the given findings. Based on the model, service quality depends on customers’ perception of the behaviour of the staff, the environment, and the overall experience (Ali et al., 2021). Reliability and responsiveness were the area where service quality did not meet up to mark especially during the busy times. Some guests complained of delays when getting food or being seated, which may cause dissatisfaction. 
· Analysis about existing literature: Literature is always consistent in that service quality directly influences customer satisfaction, and good services bring back customers and loyalty (Adriatico et al., 2022). The relevance of reliability and responsiveness in service is well-known and the complaints about slow service in peak times indicate that Ibis Hotel Northampton must increase responsiveness, particularly at its times of maximum demand. There is also the empathy factor – when customers feel that the staff are interested and involved in ensuring that they are satisfied, then satisfaction levels will increase (Baratta & Simeoni, 2021). 
· Implications for Ibis Hotel Northampton: To deal with the problem of service quality, the Ibis Hotel Northampton should consider enhancing staff training to ensure there is a quality service throughout the peak hours. This could entail the adoption of a superior system for controlling customer flow, for example enhancing reservation systems and setting up timed dining experiences to decongest restaurants.  
4.2.3. Prices and Perceived Ideal Value for Money 
· Interpretation of Findings: Pricing and perceived value as a topic assumed a central role in customer feedback (Ali et al., 2021). A lot of guests complimented the pricing of the continental breakfast and found it to be good money value. Nonetheless, unfavourable testimonials on pricing were mostly associated with the evening menu as some of the guests noted that the food quality and portions were not worth the prices charged (Tripadvisor LLC, 2019).  
The Expectation-Confirmation Theory explains, customers have expectations as regards the price they will be required to pay for a service and therefore, satisfaction is dependent on the actual experience received as per expectations. In the event guests find the price being too high and for the quality of food, they go through negative disconfirmation hence dissatisfaction (Ahmad et al., 2025). 
· Rhetorical Analysis in Reference to the Existing Literature: Previous studies have indicated that there is an established relationship between pricing and perceived value in the literature. Customers’ perceptions on value affects their satisfaction and likelihood of returning (Amerta & Madhavi, 2023). Overcharging related to the quality of the food and service is a standard complaint in restaurants, and it is of crucial importance for the hotels to closely monitor and adjust their pricing strategies according to customers’ expectations (Ali et al., 2021).  
· Implications for Ibis Hotel Northampton: The pricing structure on the evening menu of Ibis Hotel Northampton should be reviewed in order to reflect the expectation of the customers and value of the dining considerations. Periodically asking the customers about the price, analysis of competitors, and measurement of the price against quality ratio should involve monitoring whether the restaurant offered good value for money without costing the business too much. 
4.2.4.  Ambiance and Its Customer Effectiveness. 
· Interpretation of Findings: Ambiance – physically environment, noise, overall atmosphere of a restaurant was found to be crucial factor in determining the dining opinions (Kurniawan et al., 2024). The synergy of the modern design, cleanliness, and spaciousness of the restaurant had ensured that many guests compliment the restaurant, thereby having an overall positive dining experience (Hossain et al., 2023). However, the noise topic was a constant negative review component, and many guests complained that the restaurant might get loud and crowded in peak hours, which harmed the dining process. 
According to the SERVQUAL model, tangibles (physical environment) determine their customers’ perceptions in terms of quality of service. In this case, though, the clean and modern design of the restaurant, which was, mostly positively, received, the problem of noise interfered with the assurance and empathy dimensions, as customers could not enjoy their meals in the quiet and comfortable setting. 
· Analysis of current literature: Ambiance for bringing dining satisfaction has been extensively documented in the arena of hospitality literature. Some of the things that influence the perception of their customers as far as their comfort and quality are concerned is their lighting, noise, and also the arrangement of the seats (Loreto et al., 2023). It has been reported that noise at the restaurant environments is associated with stress and discomfiture on the part of the customers, thus affecting the net customer satisfaction.  
· Implications for Ibis Hotel Northampton: To enhance the ambiance, the idea of reducing noise through introducing sound proofing materials, seating arrangement or creation of a flow to guests at peak hours for dining should be given consideration. Also, the establishment of separate eating areas that would appeal to different tastes would improve the overall dining experience. 
4.2.5. Customer Demographics and Preferences 
· Interpretation of Findings: Customer demographics, such as the purpose of visit (business or leisure), age, and nationality were determining factors regarding preference in eating (Che Mohd Hashim et al., 2024). Business travellers would pay more attention to convenience and efficiency, frequently choosing a quick meal in the form of breakfast buffets. Leisure travellers especially families and couples gave more emphasis on quality of food, ambiance and variety.  
· Analysis in the Light of the Existing Literature: It has been evident from research that customer preferences are subject to demographics factors such as purpose of the visit, age, and culture. When it comes to business travellers, efficiency is the priority thing, but when it comes to leisure travellers, they focus on food quality and overall experience. Ibis hotel Northampton should therefore align its services to suit the needs of these different customer segments to be able to serve convenience and quality (Frederick & Thangaiah, 2024). 
· Implications for Ibis Hotel Northampton: To improve the ability to cover various segments of customers, Ibis Hotel Northampton might adopt a more flexible menu, which would reflect the business and leisure customers’ interests. For example, providing fast serving for business guests, as well as more lavish meals for leisure guests, or family-oriented options, may increase general customer satisfaction (Mekoth et al., 2023). 




5. CONCLUSION AND RECOMMENDATIONS
5.1. CONCLUSION
This research was concerned with the analysis of the features affecting the customer dining preferences at the Ibis Hotel Northampton restaurant based on the secondary data collected from the customers’ reviews on the internet, from the official website of the hotel and from the relevant literature. The study had the objective of measuring customer satisfaction with the restaurant’s food, service, pricing, ambiance, and dining experience with the view of providing insights about what could be done to improve the dining offerings at the hotel. From the careful study of the secondary data, some important themes emerged which were central in identifying whether the customers were satisfied or not. 
The most critical finding was the important role that the food quality plays in customer preferences for dining. Positive feedback was always chanting the chorus of praises for the quality, variety and freshness of the continental breakfast. Nevertheless, the evening menu was a reason for a mix of feedback, and several of the customers noted their dissatisfaction with the consistency of the food and value for money. Irregular food preparation, for example overcooked or undercooked food and food served at an improper temperature was a common problem. This variance in quality of food served is therefore a major aspect that affected the consumer’s satisfaction and is an issue that needs to be resolved to have uniform dining experience. 
The other important concept that emerged from the current research was service quality, which was often described in customer reviews. Most of them are satisfied with the professional approach, attention, and friendliness of the staff of the restaurant. However, a few bad remarks pointed out slow services especially during the busy eating hours. Long waiting periods for seating and for food delivery were some of the sources of dissatisfaction, and the SERVQUAL model of service quality pointed at responsiveness and reliability as the aspects that the service failed. Disparity in service delivery in the busy times suggest lack for improvement of management of staff and operational efficiency.
The study applied the SERVQUAL model, which measures service quality along such dimensions as tangibles, reliability, responsiveness, assurance, and so on. Although the restaurant had positive feedback on the tangibles, the dimensions of reliability and responsiveness were the ones to be addressed. The unpredictable service delivery especially during peak periods negatively impacted on the overall experience of the customer. The findings of the research imply the necessity of the improvement of the staff training, improvement of the customer flow management and the guarantee that the level of service is constant during the busy periods to ensure the level of high service standards and customer satisfaction. 
Price and value were other key elements of customer satisfaction. Although pricing of continental breakfast was effectively perceived to be on fair terms and good value for money, pricing of night meals was also perceived as being received with much criticism. Some of the customers were of the view that the evening menu had been priced too high a times when compared to the quality and the portions of the dishes served.  
The atmosphere of the restaurant was the other major determinant of diners’ preferences in the restaurant. Many guests who have visited the restaurant commented on the clean, modern and spacious design of the restaurant. Noise, during peak hours, was however pointed out as a major problem by the customers on their reviews. Visitors looking for a less loud environment were unhappy about the levels of noise which polluted the general ambience and eating experience. The SERVQUAL model states that the physical environment of the restaurant as well as its physically tangible elements contribute largely to formation of customer evaluations regarding quality of service. In the case, the physical environment was largely received, though negative noise levels interrupted the dining. 
Key Findings 
· Food Quality: Food quality is an essential determinant of customers’ satisfaction. Positive feedback stressed on the diversity and quality of continental breakfast, but negative reviews mentioned inconsistencies in cooking for the evening’s menu and little variety. 
· Service Quality: Service quality was extolled in numerous reviews as the guests noted the professionalism and consideration of the staff. Nevertheless, delayed services during mealtime were a constant problem with a predilection to business travellers who came to find efficiency. 
· Pricing and Perceived Value: The continental breakfast was a great value for money while the pricing of the evening menu was criticised. Customers felt that the prices of the meal offered were too high against the quality and this resulted in negative disconfirmation in several cases. 
· Ambiance: The modern design and the cleanliness of the restaurant were welcomed, but excessive noise at peak hours prevented a favourable dining experience. The same was a major concern for guests who were looking for a less noisy environment. 
· Customer Demographics: Customer preferences were varied in accordance with demographics. Efficiency and convenience were of value to business travellers, whereas food quality and variety were important for the leisure travellers. The international visitors wanted more diverse menus and especially vegetarian and international dishes. 

5.2. RECOMMENDATIONS AND PRACTICAL STRATEGIES
Basing on the findings of this research, there are a few important insights and areas of improvement which can help the Ibis Hotel Northampton restaurant improve its dining procedures and customer satisfaction. 
5.2.1. Enhance Consistency in Food Quality 
One of the biggest areas of concern discovered in the study is the lack of consistency in terms of food quality, especially the evening menu (Hussain et al., 2023). Consistently, guests were pleased with the options of continental breakfast, but several bad reviews mentioned undercooked, overcooked dishes, incorrect food temperatures for dinner service.  
Recommendation: 
To restrain the irregularities in the quality of food, the Ibis Hotel Northampton needs to adopt tighter regulations during the production phases of food. This includes: 
· Staff Training: Organise frequent training sessions for the kitchen staff to maintain the standards of food preparation. The training should include learnings on cooking techniques, portion control, maintenance of the correct temperature of dishes (Limna & Kraiwanit, 2023). 
· Food Quality Audits: Conduct regular audits or cheques by the senior kitchen staff or managers to ensure the food that is being served is of constant quality that the restaurant stands for (Okpala & Korzeniowska, 2023). 
· Standardized Recipes and Procedures: Objectify the recipes and food preparation practises for all the mealtimes to keep the composition of meals, portion sizes, and presentation uniform. This can help maintain the quality of experience for the guests, irrespective of whether it is breakfast or dinner (Jeong, 2023). 
· Feedback Loops: Offer an instrument for the guests to communicate directly about any food-related concerns, so that the kitchen can act in time (Blöcher & Alt, 2021). 
5.2.2. Improve Service Efficiency and Responsiveness 
Service quality is an important aspect in designing the customer’s dining. Despite numerous compliments from the guests about the professional attitude and keen attention of the staff, there were issues with slow service and lack of prompt response during the rush hours of the dinning period (Ali et al., 2021). Guests were complaining of inconvenience due to long waits for a seat, orders and food delivery, all of which greatly diluted the experience of sitting for a dining establishment (Abuelhassan & AlGassim, 2022). 
Recommendation: 
In a bid to increase the efficiency of services, the Ibis Hotel Northampton needs to embrace the following strategies: 
· Service Training: Continuously train the staff on the speed of service and attentiveness. This should involve the ability to manage several tables, costs management in regard to customer expectations, and timely and proactive response by employees especially during busy times (Arwab et al., 2023). 
· Process Improvement: Simplify day-to-day operations such as meal preparation and delivery in order to minimise delays. For example, optimising kitchen workflows, as well as communication between the front-of-house personnel and the kitchen staff can make service times a lot faster (O’Neill et al., 2024).
· Reservation and Queue Management: Implement a better reservation system whereby the customers can make table reservations in advance hence diminishing waiting time. Also, having a more robust queue management system for walk-in customers can support the steady flow of guests in peak periods. 
5.2.3. Change the evening pricing strategy 
Cost was one of the major concerns for many guests especially the evening menu where the guests felt that the costs were not connected with the quality and the composition of food being served. The negative feedback included that the evening meal offerings were too highly priced for the order that was received. 
Recommendation: 
The Ibis Hotel Northampton must review its pricing policy for the evening menu so that value for money could be realised: 
· Menu Pricing Review: Undertake a market analysis and compare the pricing of the restaurant to similar eating joints in the local region. From this comparison, make alterations in the evening menu prices in order to make them competitive but also to consider the quality of the food and service (Han & Bai, 2022). 
· Tiered Pricing: Institute a variety of prices for diverse dining experiences. For instance, provide a budget lite menu with smaller portions or less elaborate meals in addition to premium option with large portions and deluxe meals (Ma & Schwartz, 2023).  
· Value Promotions: Provide the visitors with ongoing promotions or meal deals like fixed price menu or dining for more than once during their stay at a price. This would encourage customers’ frequent consumption in the restaurant and perceived value for money. 
An adjusted pricing strategy in line with customer expectations will aid to increase the satisfaction levels, particularly with regards to the guests who complained on the high cost of meals. 

5.2.4. Menu Diversification to attract more audiences. 
Customer demographics, such as business travellers, leisure travellers, and international guests are important in determining preferences in dining. The business travellers would appreciate convenience and efficiency in their meals, while the leisure travellers shopped for diversity and quality in their meals.  
Recommendation: 
The restaurant should come up with a variety of menu offerings to capture the different customer segments’ tastes and preferences: 
· Cater to Business Travelers: Provide speedy, healthy meals for business travellers – grab-and-go breakfast selection, light salads, and sandwich platters (Sutaguna et al., 2023). These should be set for guests aiming at saving time and get a nutritious meal. 
· Increase Menu Variety: Extend the night menu to offer a wider variety of options that include vegetarian, vegan, gluten-free foods and exotic internationally flavoured foods. This will address the increasing demand of healthier and more varied dining options (Cristina et al., 2024). 
· Family-Friendly Offerings: Introduce family friendly menu such as kids’ meal or shared platters to improve experience in dining for a family (Yost & Cheng, 2021). This may be especially attractive during holidays or high season in terms of travelling with families. 
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7. APPENDIX 
1. SWOT Analysis for Ibis Hotel Northampton's Restaurant 
Strengths: 
· Established Brand Reputation: Together with the world-known Accor Group, Ibis Hotel Northampton welcomes guests from all over the world for both business trips and fun holidays (Accor, 2024). 
· Quality Continental Breakfast: People often talk about how fresh, diverse, and tasty the continental breakfast at the restaurant. The reliable quality of food brings back guests, as they often aim for a constant high level of food service (Hospitality Net, 2024). 
· Great position: the hotel is found in the centre of Northampton, very accessible by bus or train, and surrounded by lots of amenities, like gym, restaurants, pubs.
Weaknesses: 
· Inconsistent Food Quality: Although people enjoy the breakfast, some customers have raised concerns about the evening meal, saying that the food preparation is not always the same and leads to some meals being either overcooked or undercooked (Tripadvisor LLC, 2012).  
· Slow Service During Peak Hours: During peak times, such as breakfast and dinner, many visitors have said the service is unfavourably slow. Long waits for food and service can make customers lose interest in coming back (Tripadvisor LLC, 2024). 
· Noise During Peak Hours: While guests often comment on how nice the space is, it can be quite loud when a lot of people are there, and noise spoils the calm atmosphere some seek (Tripadvisor LLC, 2013). 
Opportunities: 
· Menu Diversification: It would be a good idea to add more choices to the evenings like vegetarian, vegan, or cuisine from different countries. As a result, more visitors, including travellers from other countries and people caring about their health, may visit and spend here (Tripadvisor LLC, 2013). 
· Improved Service Efficiency: Training employees more effectively and making the operations run smoother can help reduce waiting and please customers. Adding a reservation system or improving the way food is prepared in the kitchen may solve the issue of service delays when the place is full (Tripadvisor LLC, 2025). 
· Leveraging Customer Feedback: Dealing with and responding to reviews on TripAdvisor and Google Reviews is a way for the restaurant to build a better reputation (Tripadvisor LLC, 2025). Fast responses to positive and negative feedback help win over guests and encourage others to try establishment. 
Threats: 
· Strong Local Competition: Hotels and independent restaurants in the area also try to win over business and leisure travellers, so the restaurant must compete with them (Webster & Cain, 2025).  
· Changing Customer Expectations: The way guests expect restaurants to serve them keeps changing, and the restaurant should keep meeting those expectations.  
· Impact of Online Reviews: A complaint or bad review placed on the Internet can have a strong negative effect on the restaurant’s reputation (Sun et al., 2020). Restaurants must pay attention to their web reviews and act quickly to avoid being negatively affected by negative opinions online. 
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6. Terrible organization from staff
Review of Ibis Hotel Northampton Centre
Reviewed Jul 29, 2019
I’m currently working over In Northampton now and when I reserved a room over the phone everything was fine until I got to the desk to check in to be asked for I.D which I asked if would of been needed whilst on the phone, the lady said it wouldn’t be needed due to taking my bank details so I didn’t bring my I.D as I thought my booking was then secure. How wrong was I, I got there and they was no help to me let alone sorry for the misleading member of staff who gave me the wrong information over the phone. At this point it was 12.30am in the morning and couldn’t travel back to work to get my I.D, I was literally at begging stage for them to help me and promised I would of gave them identification the following morning, I was then approached by a man wearing all back basically asking me to leave even though I’m not from around here and I was now left stranded with no room in the early hours of the morning walking around Northampton no clue to where I was going or what I was going to do. Lucky enough I managed to get a room else where who where very understanding and make me feel at home!! Very rude staff, and to just let a person wonder the streets without no care in the world was disgusting in my opinion!! Will be taking this further for sure seemed a lovely hotel but staff not helpful one bit. 
Shame on you!!!
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Awful.

Dated room with filthy looking carpet. The “restaurant” is located
in reception and is based on a school canteen. And after waiting
for 30 minutes for the food | ordered, | enquirer how much longer,
only to find out that my order was lost!! A complete shambles and |
will be suggesting to the company | work for, that they do not pay
the bill.
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Don't touch the food

Review of Ibis Hotel Northampton Centre
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The bar/café however was a disaster. Clean but completely soulless space shared with reception.
Steak pie & mash for dinner was the worst meal we can remember eating. Cooked breakfast was very

poor especially the scrambled eggs which were the only eggs on offer and were horrible. Toast and
marmalade were fine as were the tea and coffee.
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Avoid

Review of Ibis Hotel Northampton Centre
@OOOQ Reviewed Oct 6,2021

As a'single female, travelling for work | needed a central hotel with parking, trying to find the car park
was the first hurdle but you can then walk into the hotel direct from the car park. The staff were all very
welcoming and helpful, so no issues with them. The lift requires you to use your room key, but often
played up and was a bit nerve racking, | was on the 4th floor and told not possible to use the stairs as
was in reality 8 flights up!

Didn’t have breakfast but checked out after one night as was so scared. The area is not safe for a
single person in my opinion and some of the people staying at the hotel’s behaviour in the reception
area was very disturbing and threatening

I.am a mature and confident person and traveller, but this hotel is not safe in my opinion. | checked into
another central hotel for the rest of my stay and immediately felt safe and relaxed.
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Awful

Room looked like a prison cell and view out of the window was
even worse.

Bed looked ok but walls were all stained with either food or drink
splashed up the walls, it has to be the worst place | have ever
stayed in my life.

It was centrally located but was so glad to get out the place in the
morning and slept with my clothes on for not wanting to pick up
anything. Never stayed for breakfast the room put me off enough. |
know the price reflects the quality of place you stay but if you can
afford it | would choose different place.

From the people checking in it looked like the hotel whereby the
rooms were just used by the hour. Awful place and didn't want to
put you off further with photos
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Tues 13 April 19

Ok the room was great, clean. However, the parking still awful. |
ordered curry of the day opted for beef. ( fairly bland fast food
£995) | had a lager, promptly ran out of stellas didnt replace
barrel so had red wine. | ate curry which came with sliced bread
and butter laughingly, Nothampton naan? I had another glass of
red from different bottle , charged around £12, accidental

upselling? Breakfast, was ok no one to guide you through process
comt untt Auarall carsime memr
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Tired and noisy hotel

Although in a really convenient location, the thumping from a
disco on Friday and Saturday night from 12am to 4am was
intolerable. The double glazing did nothing to stop the noise. At
the back of the hotel was a building site for a new roof and the
stench of tar during the day was annoying. Everything looked
tired and the bed was hard. Having stayed with the Ibis hotel
chain previously, my expectations were much higher.
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