1 Target Demographic
With the hotel strategically placed in the center of Swansea, in the heart of the Citys night life you can see what attracts this age bracket to our hotel. With familiar chains such as Weatherspoon's, coyote ugly, jack Murthy's and bamboo who we have also partnered up with.
The student population is very high due to Swansea being home to two universities. This ensures a steady flow of regular customers, including their friends from other universities and their families. Understanding customer typologies helps tailor training so staff can better anticipate and exceed the expectations of different personality types-from thrill seekers to comfort seekers-enhancing personal service and satisfaction (Kotler and Keller,2016)
The hotel is also situated in close proximity to Swansea stadium and ST Helens rugby ground as well an Olympic size swimming pool being a five-minute car drive, these would appeal to sports teams, large groups or even hen and stag parties and with the sea also so close and we also pull in the adrenaline junky's .
The psychology of culour shows bright cuolours in buildings design can stimulate energy, optimism ,and excitement, contributing to a vibrant brand atmosphere that emotionally engages customers (Bellizzi and Hite)

2 Staff Aquinium.
Empowerment theory supports the development of the individual's autonomy and confidence which can enhance their performance and contribute to exceptional customer service-a key part of delivering the wow factor (zimmerman2000)

3 What we offer our guests as an organization. 
We really want our guests to connect whether it's online with our high-speed internet or over a game of pool, whether you are traveling solo you are guaranteed to be leaving with friends. Building brand trust is essential in creating loyal customers relationships and can be achieved when staff are well trained to consistently deliver authentic, high-quality experiences (Delgado-Ballester and Munuera-Almeman,2005)

4What we offer our staff at the organization 
We encourage our staff to be fun, expressive and individual, and like our brand, staff can wear their own clothes.
We chose to not wear uniform as we encourage individuality and expression and feel a uniform would restrict this and take away the individual's personality. but do have name tag with the staff members name or nick name on. We don’t micromanage our staff, we InPower. (Theory y not x). this emphasizes the value entrusting employees assuming they are self –motivated and seek responsibility which is essential when developing engaging and empowering staff training program (McGregor,1960)
Bright fun collars /tattoos/piercings are encouraged; we are not like other hotels. We give clothes vouchers four times a year to support our staff get the latest looks. We also take our staff to social team building events in the area, so they are able to recommend these to guests, we want our staff to feel valued and seen, if the staff are happy then they are able to look after our customers better .Maslow's Hierarchy of needs suggests that when employees basic and psychological needs are met they are more likely to be motivated to achieve higher levels of performance ultimately enabling them to deliver extraordinary experiences (Maslow,1943)
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