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1- Explain how guest expectations affect their overall experience.


2- A guest arrives at a hotel after a long international flight. The front desk staff is slow, unfriendly, and unable to answer basic questions.
· Which components of the guest experience were negatively affected?
· How might this experience influence the guest's perception of the hotel?
· What actions could management take to improve the situation?

Guest Expectations and the Guest Experience
Guest expectations are the internal comparison standards that consumers use to evaluate a service experience. In hospitality management, the relationship between expectations and final guest satisfaction is explained by the confirmation/disconfirmation paradigm (Oliver, 1980). According to this theory, guest satisfaction is not determined solely by the objective quality of a service, but by the comparison between pre-encounter expectations and post-encounter perceptions of performance.
When actual service performance exceeds expectations, positive disconfirmation occurs, leading to high guest satisfaction. Conversely, when performance falls short of expectations, negative disconfirmation occurs, resulting in guest dissatisfaction. If performance matches expectations, confirmation occurs, leading to neutral satisfaction. Expectations are shaped by multiple factors, including word-of-mouth communications, personal needs, past experiences with similar brands, and external marketing communications, such as advertising and online reviews (Zeithaml et al., 1993).
To measure and manage these expectations, hoteliers use the SERVQUAL framework, which identifies five core dimensions of service quality: tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman et al., 1988). Because services are intangible and produced and consumed simultaneously, guest expectations are highly variable. If a hotel over-promises in its marketing, it artificially inflates guest expectations. This increases the probability of negative disconfirmation, even if the service delivered is objectively good. Therefore, managing expectations through realistic marketing and maintaining consistent service delivery across all five dimensions is necessary for securing positive guest evaluations and long-term brand loyalty (Barrows et al., 2012).

Case Analysis of Front Desk Service Failure
In the hospitality industry, the front desk is the primary point of contact, setting the tone for the entire stay. A service failure during check-in, such as slow, unfriendly service from staff unable to answer basic questions, has a severe negative impact on the guest experience.
Analyzing this failure through the SERVQUAL framework reveals that three core service quality dimensions are compromised: responsiveness, empathy, and assurance (Parasuraman et al., 1988). Responsiveness is affected by the slow check-in speed, which fails to respect the guest's time, especially after a long flight. Empathy is damaged by the unfriendly attitude of the staff, showing a lack of care and individual attention. Assurance is compromised by the staff's inability to answer basic questions, eroding the guest's trust in the employees' knowledge and competence.
This initial failure severely damages the guest's perception of the hotel. Psychologically, this is driven by the 'horns effect' or first-impression bias, where a negative initial encounter colors the guest's evaluation of all subsequent interactions during their stay (Walker, 2017). The guest loses confidence in the hotel's overall operational competence. They are likely to anticipate further failures in other departments, such as housekeeping or food service, and are highly motivated to write a negative online review or choose a competitor in the future.
To resolve this issue, management must take immediate service recovery actions. In the short term, they should apply a structured service recovery model, such as the HEART framework (Hear, Empathize, Apologize, React, Thank) (Johnston & Michel, 2008). The manager should personally apologize, listen to the guest's frustration, and provide immediate compensation, such as a room upgrade, complimentary breakfast, or a waiver of resort fees, to offset the cognitive and physical costs of the check-in delay. In the long term, management must implement preventative measures. This includes regular staff training on emotional intelligence and customer service standards, optimizing check-in procedures through mobile or contactless check-in options, and establishing clear guidelines for queue management during high-traffic arrival windows (Barrows et al., 2012).
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