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Ining Guest Service

apter, you should be able to:
in the guest service principles.
s involved in providing guest

C .
ain and apply the epts of service.

ify types of service.

te the qualities of service such as perishable,
ible, and nontangible.

cterize guest expectations.




- (recap)
ing Quality Guest

Service
eeding guests’ expectations.

finitions for quality guest service



Aspects of Guest Service

erving the guest

s defining quality
edgeable employees

rocesses that allow service to continually
improve



Perishability of Service



Advice for Providing
Guest Service (cont’d)

= Notice the specific needs of each customer and provide
those extras that are more than what the customer
expects.



Advice for Providing
Guest Service (cont’'d)

oducts and services.
res of your company and the

> this informatiot

nake things better and easier
he customer. |

fessional.

ent yourself well, using verbal and nonverbal
wunication.

= Take pride in yourself, your company, and your job.



JTop Three Attributes
[ Customer Service

available staff



Types of Service

vice and meeting the expectations
cial to any business.

a good seat for the show
AN appropriate wine

xample: Help ch

ing a problem for a customer. It may have been a
of the business. It is reactive, instead of
proactive. It involves “putting out fires.”

: Exdmple: Repairing a leaky faucet in a guestroom

o Example: Helping a traveler find an alternative flight in
bad weather



omers’ expectations.

est’s favorite drink Example:
ring a free upgrade



Tangibles and
Intangibles

t common components of guest

ntire experience.
e components, they

Monitored

—

Evaluated

- Improved upon



| he Customer
Ultimately Decides

alaries of the management and

ays the rent, the utilities, and the taxes?

ers

— They should be treated as the ultimate critic, because
ultimately they are.



EXpectations

vice is receiving more than you

e signals begin to establish or set the level of

tations.

an be explicit or implicit.

make up the brand or image that you portray.
a is commonly referred to as brand
management.

A

= All decisions would be related to this central theme, from
the wallpaper and décor to service style.




Meeting Guest

ments, and service



evels of Expectations



~of Expectations
tations are generalizable to most

‘perience.
e guest

- Wants‘ are heard and understood
— Follow-through of a product that is what it claims



Prder of Expectations (cont’d)

tations are less important to basic, essential
omitted with a certain level of tolerance
are the things that they take away

| 0 ests don’t usually mind until they
ne a larger issue, a igh it would certainly be best to
e all of these expectations in a desirable situation.

\_J

ruest service

wledgeable, pleasant staff
jons made known

. ansferring
= Competence

= Acknowledgment—know the customer. Or, respect their
anonymity.



nputs that Set
Expectations

r is different.
inputs that determine the

r's expectations.
usiness while others come

‘the guests.
result, the expecta
undecided.

s may be low, high, or

rations

ts from guests
« Others

« Occasion



Providing
Guest Service Basics

iar with your customers, survey them.
dedication to your customers.
hat they can expect, then keep

lop your expertise and maintain consistency.

all your customers and workers with the same
evel of respect.

gize if you are wrong.

o Remember that credibility is much harder to regain
than it is to attain in the first place.



Issues with
xceeding Expectations

eeting expectations”

g extra doesn’t mean giving away

ould mean persa INg a service, giving extra
tion, recognizing a familiar face, or giving extra
ith bags or the elevator.

> the human touch is what makes hospitality
it is!



Databases

ifetime relationships with the

all of their customers’

d among proper .
records of the guests” profiles:
ie and title preferences

s and dislikes

es of pets

o Food and beverage preferences

o Past issues

o Lifetime usage and frequency




[Scussion Questions

empowerment in a counter-service setting.

> between implicit and explicit expectations?
for the term quality service can be
ospitality industry.

est service and explain why they ma

nay not be perceived in the eyes o
omer.

> three recent examples of a service experience during which
pectations were exceeded.

e tips for delivering quality service.

why expectations differ between customers and
ents.

oriefly describe three types of service.

Explain the difference between tangibles and intangibles in a service
setting.

10. What does the term ferishability of service mean in relation to the
hospitality industry




