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Working at the front desk of a hotel like Premier Inn requires a specific set of skills that are needed to make sure guests are happy and the hotel runs smoothly. Using Gibbs' model as a guide, this reflection will look at these key skills in the context of my own experience, connecting them to theoretical ideas and real-life cases from the business world.
Effective communication is essential in a hotel environment.   Effective communication involves not only transmitting information, but also actively listening and comprehending the demands of guests. Based on my personal experience, the ability to communicate clearly and effectively has frequently determined whether a guest is content or unsatisfied.
Being in the forefront of the hotel, it is crucial to possess the capacity to provide exceptional customer service. This entails not only fulfilling but surpassing the expectations of the guests. Working at the front desk has provided me with valuable insights into the importance of empathy and tailored service in crafting unforgettable visitor experiences.
Efficient organisation is vital for overseeing reservations, arrivals and departures, and collaborating with other departments. In my position, I frequently engage in multitasking and must consistently pay close attention to detail in a high-speed work setting.
Promptly and efficiently addressing and resolving guest complaints is a routine aspect of the work.   This expertise has been especially tested and refined during situations involving overbooking or room allocation problems.
Cooperating with colleagues is crucial for ensuring efficient operations.   The efficient fulfilment of guest demands is ensured through the sharing of information and mutual support.
During my placement work, I had a difficult guest who claimed that his room was too noisy, even though he had asked for a quiet room for an important meeting. At first, I was shocked and a little confused because the request had been written down in his reservation. I quickly changed my attitude, though, because I understood how frustrated he was. The good thing was that I stayed cool and communicated with empathy. But the problem could have been handled better if the room had been checked ahead of time to make sure his request was met. This event taught me how important it is to be vigilant when providing services. Kandampully (2007) says that in hospitality, service quality isn't just meeting customers' wants; it's also about thinking ahead to what they might want. I learned how important it is to not only use organisational methods but also check special requests twice. 'Total quality management' in hospitality stresses paying close attention to the little things, so this fits in with that idea (Oakland, 2014). I'm going to set up a way to double-check special requests a day before guests arrive, working with cleaning and reservations to make sure this doesn't happen again.
The academic foundations of customer relationship management can be seen in the skills needed to run a front desk. Understanding and meeting each customer's specific wants is a big part of customer relationship management (Payne & Frow, 2013). This is something I try to do in my job.
Examples from the business world, like the Ritz-Carlton's famously great customer service, show how these skills can be used in real life. Their policy of giving workers the power to solve guest problems is like how I solved problems and made decisions at the front desk (Michelli, 2009).
Thinking about these experiences and skills through Gibbs' model has helped me not only learn more about what it takes to work in the front desk at Premier Inn, but also how these skills fit into larger ideas of hospitality management. It helped me think about how I'm doing, figure out what I need to work on, and plan for my future career growth.
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	Trip Advisor Review Response 150 words +/-10%

	



Dear Guest,

I am grateful to you for offering such a positive comment on TripAdvisor. It gives us great pleasure to learn that you had a pleasant experience during your stay at our hotel, and that you particularly appreciated our prime location in the centre of Bristol's revitalized neighbourhoods. It gives us great satisfaction to learn that the warm hospitality of our personnel, in addition to our dedication to maintaining a clean and comfortable environment, was a contributing factor to your overall satisfaction.

We are overjoyed to learn that you intend to come back to Bristol and spend further time there. We look forward to having you back and making sure that your stay is just as wonderful as the last one. Your positive suggestion is extremely valuable to us.

Warm regards,
Alina Grigore,
Front office,
Premier Inn Finzel Rich Bristol.
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	Letter of complaint response 500 words +/- 1-%

	

Dear Mr., Federick,

Subject: Response to Your Feedback Regarding Your Stay at Our Hotel

I hope that you receive this letter in excellent health and spirits. I am writing in response to the concerns that you have expressed regarding your recent accommodation at our establishment on Saturday, August 26th. Kindly accept our sincere apologies regarding the difficulties you have experienced. Your feedback is of the utmost importance to us in maintaining our dedication to enhancing our services.
To commence, it is unfortunate to hear that your brunch experience fell short of your anticipated standards. Our reputation is built upon delivering delectable and high-quality meals to our patrons; therefore, we failed in this regard. I have engaged in direct communication with our kitchen staff to discuss and improve our protocols pertaining to food preparation and service. Each meal is served with the utmost care to guarantee its freshness, warmth, and guest satisfaction.
In relation to the issue of noise disruption, we acknowledge the critical nature of a tranquil atmosphere for a satisfactory slumber and extend our apologies for the inconvenience that the commotion emanating from an adjacent room has caused. We are conducting a comprehensive evaluation of our room allocation procedure to reduce the probability of similar disruptions occurring in the future. Furthermore, we are investigating the feasibility of offering complimentary earplugs and improving the soundproofing in our rooms.
The remarks you have made regarding the sanitation of your room, specifically the lavatory, are extremely alarming. It is evident that our rigorous sanitation standards were not adhered to in the instance of yours. I have taken the initiative to resolve this matter by speaking directly with our housekeeping personnel and promptly retraining them on our protocols for cleanliness and hygiene.
To regain your confidence and showcase our dedication to addressing these concerns, we cordially extend a complimentary accommodation option that includes breakfast, to be utilised at your convenience. This act serves as a modest component of our endeavours to rectify the situation and deliver the standard of service that you, along with our other patrons, justly anticipate.
We express our gratitude for the feedback provided, as it has effectively identified certain aspects that require enhancement. Kindly be assured that your experience was exceptional in nature and does not represent our customary standards. Your assistance in assisting us in our mission to guarantee a pleasant and comfortable stay for every client is of the utmost importance.
We earnestly hope that you will grant us the privilege of welcoming you back and indulging in the exceptional hospitality and service for which we have become renowned. Should you have any additional inquiries or wish to coordinate your complimentary stay, please do not hesitate to reach out to me directly.
Please accept our sincere apologies once more, and we appreciate your alerting us to these issues. We eagerly await the chance to regain your confidence in our hotel.

Yours sincerely,

Alina Grigore,
Front Office Manager,
Premier Inn Finzel Rich Bristol.

















































Component Three:
Contribution to Overall Module Assessment: 50% (1000 words +/- 10%)
Writing in essay format 

Introduction

The hotel guest cycle is a basic model in the hospitality business. It shows all the interactions a guest has with a hotel, from the first contact to the last departure. There are four separate parts to this cycle: pre-arrival, arrival, length of stay, and exit. Each step is important for forming the overall guest experience, so it takes careful management to keep customers happy and coming back (Kasavana & Brooks, 2007). The pre-arrival stage is very important for setting standards; the arrival stage is for making first impressions; the length of the stay is important for meeting guests' needs; and the departure stage leaves a lasting impression. This essay tries to break down and evaluate these important stages by using examples from modern writing and real life to show how important they are in the hospitality industry.
	
Element 1 – Pre-Arrival 


	
When a guest first comes to a hotel, the pre-arrival stage is very important for setting standards and starting the experience. This stage, which includes things like making reservations and talking to people before their stay, sets the stage for customer happiness. Customer Relationship Management (CRM) tactics that work is very important in this case. As Berezina et al. (2016) point out, CRM systems allow for personalised messages and deals, which makes guests more interested even before they arrive. Moreover, marketing plans like targeted emails and promotions play a big role in shaping guests' hopes and choices (Xiang et al., 2015).
Hotels like Marriott have used online booking to offer personalised choices and upsells, which has made guests happier and brought in more money (O'Connor, 2010). Also, pre-stay emails or apps like Hilton's Digital Key have changed the way guests interact with hotels by giving them important information and ways to customise their stay (Gursoy et al., 2019).
The pre-arrival stage is very important for making sure guests have a good time. These examples and tactics show how important it is.






	
Element 2 – Arrival 


	
During the arrival phase of the hotel guest cycle, it is of utmost significance to produce a favourable initial impression and to establish the tone for the duration of the stay. For the sake of the satisfaction of the guests, the check-in procedure ought to be brisk and cordial. Studies on service quality, such as the one conducted by Barsky and Nash (2002), highlight the ways in which the emotions of visitors during check-in are influenced by the relationships and efficiency of the staff.
The Ritz-Carlton, which is well-known for providing high-end service, demonstrates this courtesy by providing check-in procedures that are both individualised and expedient. The fact that they pay attention to greeting guests right immediately and providing them with individualised service is consistent with the findings of Mattila (2001), which demonstrate that personalised service and satisfied guests go hand in hand. In a similar vein, the Four Seasons' emphasis on a streamlined and technologically advanced check-in procedure exemplifies how the expectations of modern visitors are rapidly evolving.
These illustrations demonstrate how significant the arrival stage is in terms of affecting the experience that guests have and the overall enjoyment that they experience.





	
Element 3 – Duration of stay 


	
It is essential to handle in-stay services such as housekeeping, food and beverage (F&B), and responding to the needs of guests to improve the level of engagement and happiness that guests experience during their stay. Jones (2019) discusses how the supply of responsive service is extremely crucial at this period and how it influences the amount of overall satisfaction experienced by guests. The hospitality industry is moving further towards personalization and convenience, as seen by the fact that companies such as Hilton and Marriott are installing more modern technology in their rooms (Law et al., 2018). As a result of these hotels' utilisation of technology to facilitate the delivery of services, such as mobile applications for obtaining room service and digital concierge services, the overall experience of the guests has been significantly enhanced.





	
Element 4 – Departure 


	
When it comes to creating a memory that will last a lifetime, the stage where the hotel guest leaves are of utmost importance. To ensuring that guests have a positive experience, it is essential to have a check-out procedure that is quick. In their articles from the year 2000, Kandampully and Suhartanto emphasise the significance of giving a good first impression to determine overall happiness and to encourage repeat business. According to Kim et al. (2019), hotel chains such as Hyatt and Marriott have developed innovative concepts such as express check-out services in response to the desire of modern visitors to maintain a simple and expedient experience. These services not only make guests more satisfied, but they also make things operate more smoothly, demonstrating that technology and hospitality can work together in a way that is beneficial.









Conclusion
In conclusion, managing the four steps of the hotel guest cycle—before they arrive, during their stay, after they leave, and during their stay—is key to making sure they have a great time. Setting expectations before the guest arrives and making lasting memories before the guest leaves are all important parts of making the guest happy and loyal overall. The future of hospitality management is when technology, personalization, and quick service are all used together at all these steps. Future study could investigate how technology is changing to improve the guest experience and how personalised services can make customers more loyal. This would show how important it is to look at the hotel guest cycle.
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The Best Premier Inn I've Tried

This hotel is in a terrific location in a beautifully revitalised part of Bristol. Everywhere bis within easy
distance. The hotel was spotless and the Premier Inn housekeepers are the best there is. The staff were
exceptional, warm, friendly and welcoming. They came across as a happy team. The hotel s lovely and
of course the beds are incredible. We've already planned to stay in that hotel again and have a few days
in Bristol.

Read more v

Review collected in partnership with this hotel ©

Date of stay: October 2023

This review s the subjective opinion of a Tripadvisor member and not of Tripadisor LLC. Tripadvisor performs checks on reviews as part of
ourindustryleading trust & safety standards. Read our transparency report to learn more.
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