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I acknowledge the use of ChatGPT (www.chatgpt.com) on 2 April 2025 to check my grammar and spelling, as well as to help me understand the assessment requirements in a simplified way to guide my research.

I used the following prompt(s):

1. Please check my text for grammar and spelling errors.
2. Explain the main points of the assessment in simpler terms to aid my research.

I confirm that I have not presented any AI generated text as my own work. I confirm I have copies of my drafts, notes, and other resources I used before, and after the use of AI tools which I may be asked to provide in evidence.

In this portfolio, I will discuss five key elements: first impressions, wine knowledge, customer communication skills, my personal reflections, and my future leadership plan, including the viva. These elements are based on experiences during my placement at Millefoglie.
Millefoglie is the establishment where I undertook my placement. It is run by two owners, friends from Italy who were both born there. According to an online source, the business owners gave an interview in which they explained their business plan and how they brought their vision to life. According to Arlow (2021), the two owners had a childhood dream of opening their own business. They both worked in five-star establishments in London before launching their venture.
Millefoglie is located in Swansea, within the Picton Arcade. Millefoglie operates a wholesale business alongside its independent café, where customers can visit and dine (Millefoglie, n.d.).
During my placement, I learned many new things, including techniques that I hope to apply in my own future business. The goal of this portfolio is to understand why customer experience matters, to learn how first impressions and communication affect service, to reflect on the skills I demonstrated during the placement, and to explore how I could use those skills in the future. I also aim to become more confident and prepared for a career in the hospitality industry.
While on my placement, I met many customers who were impressed by my greeting and customer service. Millefoglie creates a different first impression compared to most cafés. At Millefoglie, orders are served directly to the table on a tray using a professional system, and staff wear comfortable clothing and footwear, along with aprons that meet safety standards.
According to Cousins and Weekes (2020), “Your appearance and behaviour contribute to the first impression others have of you and are seen as a reflection of the hygiene standards of the establishment and the quality of service to come.” This means that customers pay attention to your appearance and the way you greet them, which forms their first impression and reflects the hygiene standards and service quality of the business.
In another online source I found, it is stated that the first moments when a customer arrives are very important, as they affect how the customer feels about the service. If the customer is greeted with a smile, polite words, and a clean uniform, they will feel welcome and will have a good first impression. This builds the relationship between employees and customers from the very beginning. A bad first impression, on the other hand, damages the image of the business and is much harder to fix later. The way employees talk, listen, and behave all matter. Being kind and respectful is essential for a healthy business and makes a big difference in customer service (Högnäs, 2015).
Millefoglie keeps all customers happy, maintaining a high standard of service and professional behaviour. In contrast, many cafés in Swansea do not place much emphasis on first impressions. According to Muralidhar, Mast, and Perez (2017), the first impression at hotel reception desks is influenced by how staff behave, including their body language, facial expressions, and tone of voice. These non-verbal behaviours help customers judge how skilled or professional an employee seems. A study using audio and video recordings suggested that improving non-verbal communication can help hospitality staff make better first impressions and increase customer satisfaction.
The same applies in a café setting first impressions are shaped by how staff interact with customers. When a barista or waiter greets a customer with a smile, makes eye contact, and uses a friendly tone, it creates a positive impression even before the customer has tasted the food or drinks. Non-verbal behaviour strongly influences how customers judge the quality of service.
On the other hand, Dinger (2025) argues that location or features do not matter as much in forming a first impression. She emphasises that staff are the most important factor in making guests happy. When employees are friendly, helpful, and well-trained, customers feel welcome, return more often, and recommend the place to others. She refers to hotel front desk workers as "Directors of First Impressions" because they meet guests every day, and for them, first impressions matter greatly. To provide excellent service, all employees need good training, opportunities for growth, and the freedom to make quick decisions for customers. From a customer’s point of view, staff feel trusted and supported when they do things the correct way and the same applies in a café.
Furthermore, another article suggests that understanding the type of person a customer is when you first meet them can make a big difference. For example, if a customer is shy or not comfortable talking, recognising this can help build a connection and make them feel more at ease. This strengthens the relationship between the customer and the business, encouraging them to return and, over time, even become friends with the staff. Understanding the customer from the beginning helps build strong, long-lasting relationships (Deng & Chen, 2023).
At Millefoglie, providing the best possible first impression is essential to make customers feel safe and happy when they leave.
As Millefoglie does not serve wine, I can still offer guidance on what types of wine could pair well with their food. With the Egg on Toast and Ham on Toast, a white wine such as a Chablis from France which is mild and creamy would complement the flavours nicely (WSET Global, 2025). Customers would likely enjoy the combination of this food and wine.
For the Coppa Focaccia, a good pairing would be Criscuolo d’Abruzzo, a rosé wine known for its berry and herbal notes, which would provide a great match with the dish (Scott, 2023).
According to a study by Kutoš et al. (2021), offering the right wine to accompany a dish, and explaining where it comes from, can enhance the dining experience significantly. Another article by Robertson et al. (2018) explains how customers choose wine. It found that people with wine knowledge care more about the origin of the wine, whereas those less familiar tend to focus on brand or price. Regardless of knowledge level, price remains an important factor for most customers. This suggests that wine businesses should tailor their approach depending on the customer highlighting well-known brands for casual customers and providing detailed wine information for enthusiasts.
It is also important to recognise that not all customers in cafés and restaurants are knowledgeable about wine. An article from Proof Content Team (2024) emphasises the need to train staff in wine knowledge, including how to hold a wine bottle, pour correctly, and maintain high standards in service. This is why WSET offers a short course to help staff learn which wines pair best with which foods (WSET Global, 2025).
During my placement at Millefoglie, I had extensive interaction with customers both at the table and at the point of sale. I communicated clearly and provided information about the menu to help customers make informed choices. Good communication is vital in hospitality. At Millefoglie, communication was strong at both service points, with staff asking customers about preferences and checking for any issues. Listening to customer needs is key to providing good service. Having strong product knowledge and presenting oneself professionally through body language and uniform also helps. Clear internal communication among staff ensures smooth service and mutual understanding.
According to Vidak et al. (2022), good communication is essential in the hospitality industry. The way staff speak to customers and their non-verbal behaviour significantly affects guest experience. They highlight that professionalism is the number one skill valued by customers. This includes being polite, approachable, focused, and delivering quick, clear service. Speaking other languages also helps travellers feel more welcome. Non-verbal communication like smiling, making eye contact, and wearing a clean uniform can encourage repeat visits and positive reviews.
Mahapatro and Chatterjee (2024) also emphasise the importance of clear, attentive communication. They state that positive body language, such as smiling and eye contact, builds customer trust and helps avoid misunderstandings. When customers feel cared for, it leads to business success. Millefoglie demonstrates these principles well, which contributes to its strong customer relationships and return visits.
Secchi, Roth, and Verma (2019) suggest that giving employees freedom and support improves their ability to offer personalised service. Strict rules can lead to higher staff turnover and more mistakes. The article notes that flexibility in service helps improve customer satisfaction. At Millefoglie, staff are given room to learn and grow, and the training supports a flexible, hands-on approach. Mistakes are seen as learning opportunities.
In another article, Sota et al. (2020) reviewed customer relationship management (CRM) in the hospitality industry over 30 years. They concluded that CRM is mainly used to build relationships, boost customer loyalty, and improve satisfaction using technology, loyalty programmes, and data. They also pointed out the importance of emotional connections in fostering customer loyalty. This is especially relevant for cafés, where relationships tend to be more personal and frequent.
Jawabreh et al. (2022) found that strong communication including clear speech, appropriate body language, cultural awareness, and effective problem-solving leads to happier customers. They recommend investing in staff training to improve these skills. Friendly, well-trained, and communicative front-line staff can make a lasting impression and drive customer retention.
Another article discusses how the hospitality and tourism industry can strengthen customer relationships by engaging with them throughout the entire experience before, during, and after service. It suggests that using social media, mobile apps, and customer feedback can enhance customer loyalty and satisfaction. Emotional and interactive engagement encourages staff to be more creative and improves the overall customer experience. Meaningful interaction benefits both the business and the customer (So, K.K.F. and Li, X.R., 2020).
According to a magazine article, good communication is more than just talking it involves listening carefully to customers, showing empathy, and using positive body language. This includes tone of voice, facial expressions, and gestures, all of which can make customers feel welcome and valued when they arrive at a café or restaurant. The article also highlights the importance of clear communication, whether by email, message, or face-to-face, in building trust, resolving issues smoothly, and encouraging customers to return (Glion Institute of Higher Education, 2023).
In another article, eight valuable lessons are shared for business owners on how to communicate better with customers. The key message is that strong communication builds trust and loyalty. The article offers simple tips such as showing genuine care for customers, treating them as friends rather than just clients, and ensuring mutual understanding. It also acknowledges that it is normal for customers to express negative or even aggressive feedback at times, and stresses that by maintaining clear, empathetic, and respectful communication, businesses can create long-lasting and positive relationships with their customers (Forbes Councils, 2023). 
My placement at Millefoglie was a truly eye-opening experience. I loved being there and learned something new every day from making coffee and speaking with customers to handling problems and understanding how a café runs. It showed me that hospitality is not just about food, but about creating a great atmosphere, building relationships, and working as a team. One of the biggest lessons I learned was the importance of communication, both with customers and colleagues. I also learned how to stay calm under pressure and find solutions that work for everyone. These skills helped me grow in confidence and made me feel more ready for a career in this industry.
This experience has confirmed my dream of opening my own café or restaurant. I want to create a warm, welcoming place that serves homemade cakes, desserts, coffee, and food in my own style. I also hope to lead a team of friendly, skilled staff who share the same passion for great service. I know there’s still more to learn especially in leadership, finance, and marketing but I now feel motivated and ready to keep working toward my goal. Millefoglie helped me believe in my dream and gave me the foundation to start building it.
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