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Student Learning Log
Introduction
What follows looks at Front Office as the hotel’s communications hub and the first and last touchpoint in the guest journey, which shapes perception and revenue outcomes (Cunha, 2024). Kolb’s Experiential Learning Cycle supports the reflection structure, since it frames how experience becomes learning through processing and application (Kolb, 1984). The reflection links daily Front Office practice to segmentation and positioning choices in Marketing Essentials, and to the extended services marketing mix, which emphasises the influence of people, process and physical evidence in service settings (Johann, 2015). The “heartbeat of the hotel” framing from Level 4 clarified how Front Office activity affects Housekeeping, Maintenance, Revenue and reputation outcomes (HAFO Week 3). The intention is practical: to show how theoretical tools guided judgement during the placement, rather than describing tasks in isolation. Verification of the placement can be obtained via HR at Ibis Styles Barnsley, as I did not keep contact details of colleagues after completion, since this requirement was introduced later.

Critical Reflection (Kolb, 1984)
Concrete Experience
Front Office set the tone at arrival and closure at departure. Each interaction operated as a moment of positioning, where the guest’s interpretation of the hotel brand formed through tone, clarity and presence — consistent with the idea that positioning occurs in the mind of the customer, not the organisation (Ries and Trout, 1981). I noticed how quickly first impressions settled: small details such as how the guest was greeted, whether the receptionist looked up immediately, or whether the queue appeared managed, shaped how tolerant the guest would be later. When pressure increased, these micro-moments became even more consequential.

The “heartbeat of the hotel” framing clarified how Front Office activity influenced Housekeeping, Maintenance, Revenue and guest sentiment (HAFO Week 3). consistent with evidence that interdepartmental communication quality strongly affects hotel productivity and service consistency (Sayin, 2019). This aligns with industry guidance that the earliest interactions at reception act as a pulse that sets the rhythm for the entire stay, shaping emotional tone and expectations (Rutherford and O’Fallon, 2010).
A rushed check-in might lead to a housekeeping miscommunication, which could then reappear later as a complaint. Meanwhile, segmentation and targeting shaped real decisions; business travellers required speed, privacy and predictability, while leisure guests valued a slower, more personable explanation of facilities (Front Office activity influenced Housekeeping, Maintenance, Revenue and guest sentiment, 1956). Understanding this difference made conversations more intentional, rather than simply reactive.
Reflective Observation
Communication technique mattered as much as system knowledge. The communication lecture notes highlighted that misunderstanding often arises from mismatched tone, pacing or body language rather than from the content itself (HAFO Week 4). I saw this repeatedly. A guest who felt heard often relaxed before a solution was even offered. Conversely, even a correct solution delivered too quickly or mechanically could feel dismissive.
This aligns with research on service quality, where reliability and responsiveness significantly shape perceptions of value in hospitality (Parasuraman, Zeithaml and Berry, 1988), and where front office staff communication competence directly influences guest satisfaction (Jawabreh et al., 2022). When the desk listened well, even difficult interactions stabilised. When communication fragmented, even routine requests became tense. This observation shifted my focus from merely “doing tasks correctly” to deliberately managing tone and emotional pacing. It also linked back to my Level 4 experience in Housekeeping, where communication with colleagues influenced speed, clarity and atmosphere across the shift. 
At Level 6, these soft skills felt more central than technical skill alone. Structured communication training has been shown to enhance service consistency and guest loyalty in front office teams (Husin, 2023)
Abstract Conceptualisation
The marketing mix expanded to 7Ps to address service environments: people, process and physical evidence carry much of the meaning in hospitality (Booms and Bitner, 1981). In Front Office practice, people and process were most visible — the choreography of queueing, check-ins, problem-solving, and recoveries. For instance, queue layout influenced perceived waiting time, and tone of voice influenced trust. These were not accidental; they were consistent with how service brands construct meaning through interaction rather than product features.
What Marketing Essentials in Week 4 helped make clearer was that these elements functioned almost like a silent language, one that guests interpret quickly and often unconsciously (Marketing Essentials Week 4). Physical evidence — the scent of the lobby, the quietness of the space, the tidiness of the desk — spoke before any greeting was exchanged. People embodied the brand, and process revealed whether the hotel cared about time, fairness and emotional ease. In practice, Front Office felt like a stage where atmosphere was built moment by moment, and small hesitations or warmth shifted the entire rhythm of a guest’s stay. Even so, it kept resurfacing how fragile that rhythm could be, and how a single interruption in process could ripple across the guest’s perception of the brand. The “heartbeat” framing from Level 4 also echoed here, since the desk’s pace often set the pace for the whole building, from Housekeeping turnaround to restaurant seating (Rutherford and O’Fallon, 2010).
Reputation management material supported this further: experience at the desk influences online reviews, and reviews influence future demand (HAFO Week 6). Even a minor unresolved issue can travel beyond the moment and shape aggregate reputation. The SOSTAC model offered a way to structure operational improvement: Situation, Objectives, Strategy, Tactics, Action and Control (Smith and Zook, 2011). 
It allowed me to convert intuitive thinking into a repeatable framework. Instead of reacting shift by shift, I began identifying patterns — times of day when tension rose, recurring questions, or moments when guests consistently hesitated. This moved reflection from personal evaluation to strategic adaptation.

Active Experimentation
These frameworks shaped behavioural adjustments. Queue pacing and expectation-setting became more deliberate. Service recovery language was simplified and grounded in empathy, consistent with the service quality emphasis on responsiveness (Parasuraman et al., 1988). For example, I replaced explanations with acknowledgements, and I learnt to pause briefly before offering solutions. This made the response feel less transactional and more considered.
Overbooking scenarios were handled using a structured protocol: verify data, identify relocation partners, maintain dignity in communication, and offer meaningful follow-up — a sequence reflected in the hotel’s own training (HAFO Week 8). The emotional weight of these interactions was not theoretical; they required composure and accuracy at the same time. Meanwhile, Kolb’s cycle encouraged post-shift reflection and micro-adjustments for subsequent shifts (Kolb, 1984), helping integrate learning into practice. Learning became recursive and lived, not conceptual.

Conclusion and Development Plan
The reflection made one point increasingly clear: Front Office is both a human practice and a strategic one. Communication, pacing, spatial awareness and emotional tone operate alongside strategic concerns such as reputation, segmentation fit and queue management. Small decisions accumulate into loyalty or loss.


Goal 1: Front Office process confidence (4–6 weeks)
Practice high-pressure check-in flow using internal shadowing and back-of-house simulation. Measure progress through variance decreases in check-in duration (Rauch et al., 2015).
Goal 2: Reputation-response discipline (4–6 weeks)
Establish a weekly review-response schedule and tone guide rooted in responsiveness and clarity (Parasuraman et al., 1988; HAFO Week 6).
Verification of placement may be obtained from Ibis Styles Barnsley HR Department, as colleague contact details were not retained post-placement.
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