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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 Their Influence on the Hotel Experience
Guest expectations play a critical role in shaping their overall experience in the hospitality industry. Expectations are formed through previous experiences, online reviews, advertising, brand reputation, and recommendations from friends and family. When a hotel meets or exceeds these expectations, guests are likely to feel satisfied, develop loyalty, and recommend the property to others. Conversely, when expectations are not met, guests often experience dissatisfaction, which can negatively affect their perception of service quality and their intention to return. According to the Expectation-Confirmation Theory, customer satisfaction is determined by comparing actual performance with pre-arrival expectations (Oliver, 1980). Therefore, understanding and managing guest expectations is essential for hotels seeking to maintain a competitive advantage and deliver superior customer experiences.
In the given scenario, a guest arrives at a hotel after a long international flight and encounters slow, unfriendly, and unhelpful front desk staff. This situation negatively affects several key components of the guest experience.
First, service quality is compromised. The front desk is often the first point of contact between guests and the hotel. Slow service creates frustration, especially for tired travelers who expect a smooth and efficient check-in process. Parasuraman et al. (1988) identify responsiveness and assurance as important dimensions of service quality; both are lacking in this scenario. The inability of staff to answer basic questions further reduces confidence in the hotel's professionalism.
Second, emotional satisfaction is negatively affected. Hospitality experiences are strongly influenced by emotions. After a long journey, guests typically expect warmth, empathy, and assistance from hotel employees. Unfriendly behavior can make guests feel unwelcome and undervalued, reducing their overall satisfaction (Kandampully et al., 2015).
Third, perceived value and trust are diminished. Guests often judge the quality of the entire hotel based on their initial interactions with staff. A poor check-in experience may lead them to question the quality of other hotel services, including room cleanliness, dining facilities, and customer support. Research suggests that service encounters significantly influence customer perceptions and future behavioral intentions (Bitner, 1990).
This negative experience can substantially influence the guest’s overall perception of the hotel. Since first impressions are powerful, the guest may form an unfavorable opinion before experiencing other hotel amenities. The guest may perceive the hotel as poorly managed, lacking customer focus, and failing to meet expected service standards. Such perceptions can result in lower satisfaction ratings, negative online reviews, and reduced likelihood of repeat visits. In today's digital environment, dissatisfied customers often share their experiences on travel platforms and social media, potentially damaging the hotel's reputation and influencing future booking decisions by prospective guests (Kandampully et al., 2015).
To improve the situation, hotel management should implement several corrective actions. First, staff training and development programs should be enhanced to improve communication skills, customer service knowledge, and problem-solving abilities. Employees should be trained to respond professionally, courteously, and efficiently to guest inquiries. Regular customer service workshops can help staff better understand guest expectations and service standards.
Second, management should establish clear performance standards for front desk operations, including maximum check-in waiting times and service quality benchmarks. Monitoring performance through guest feedback surveys and mystery shopping programs can help identify service gaps and areas for improvement.
Third, hotels should invest in employee engagement and motivation initiatives. Employees who feel supported and valued are more likely to provide positive customer experiences. Recognition programs, incentives, and opportunities for career development can contribute to higher staff morale and better service delivery.
Finally, management should adopt a service recovery strategy when service failures occur. Offering sincere apologies, immediate assistance, room upgrades, or complimentary services can help restore guest satisfaction and demonstrate a commitment to customer care. Effective service recovery can often transform a negative experience into a positive one and strengthen customer loyalty.
In conclusion, guest expectations significantly influence overall hotel experiences and satisfaction levels. In this case, slow, unfriendly, and unhelpful front desk service negatively affects service quality, emotional satisfaction, and trust. Such experiences can damage the guest's perception of the hotel and reduce future loyalty. By focusing on employee training, performance management, staff motivation, and service recovery practices, hotel management can improve guest experiences and ensure higher levels of customer satisfaction.
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