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1.0 Introduction
This reflective journal will identify the key skills required for working in the hotel front office role as a hospitality industry professional. The reflection will be structured using Kolb’s Learning Cycle to reflect on my skills and experiences with industry references to the key skills identified.
2.0 Discussion
Concrete Experience
My experiences working at Premier Inn's Quayside Hotel in Ipswich allowed me to participate in a first-hand experience as a front office employee. The front office, or front desk, is the first point of contact with the customer and the hotel, as the front desk employees are responsible for managing the inflow of customers with pre-booked rooms as well as those customers who book rooms on the spot. The nature of the work involving a front-end customer-facing role immediately identifies the key skill of multitasking, as front desk employees have to face different customers simultaneously during various situations such as higher seasonal demand (Baum, 2002). I was able to better understand the management of such challenging situations, as multitasking was useful for focusing on one task at a time in an orderly manner. This improves efficiency and timeliness in front-facing service encounters in such scenarios within the broader hospitality industry (Donate et al., 2023). I also learned about the different soft skills of interpersonal communication that are necessary for working in this role along with hard skills of technical and professional competencies, such as using ICT instruments like computers for record-keeping as well as following standard practices of ID validation for each visitor on the premises.
Reflective Observation
In self-reflection, I can determine other key skills that are drawn from the soft skill categorisation in such instances of service encounters (Giacomel and Raveleau, 2020). One of the key skills is having a practical grasp of interpersonal communications for resolving conflicts, such as using Emotional Intelligence to increase the empathetic appreciation of customer concerns. This helps to de-escalate conflicts and prevents adverse outcomes by resolving the issue in a customer-centric manner, as customer satisfaction is the core priority of any hospitality industry service (Park and Kim, 2021). In addition, soft skills in listening, speaking and writing are highly useful for different situations; active listening to customers increases their perceived attention to their inputs and satisfies their concerns in service encounters (Park and Kim, 2021). Front desk documentation for different stakeholders also requires soft skills in writing in an inclusive and self-regulated manner to maintain a professional statement of written documents like emails and reports. In addition, being conversant in different languages allows diverse customers to be accommodated more inclusively in the front-desk capacity (Groth et al., 2019).
Abstract Conceptualization
In reflecting on these soft skills and hard skills, I can identify the opportunities for greater performance in front desk roles to increase my professional competencies and growed customer satisfaction. While hospitality functions are commonly inclusive of key abilities such as teamwork and problem-solving, the highlighting of these abilities can result in a greater degree of skilful performance in different circumstances. Teamwork in a structured manner can help to identify individual competencies for greater matching with different tasks on a routine basis, which helps with scheduling and accommodating urgent requests in the front desk capacity. Problem-solving in such moments is also a definitive quality for ensuring all visitors can be satisfactorily engaged with the hotel from the increased hospitality performance developed by efficiency in problem-solving (Groth et al., 2019). The subsequent active experimentation will develop these concepts for my continuous professional development.
Active Experimentation
I will use Belbin's Team Inventory to highlight my team role alignment as well as those of my peers in contact with the front desk (Ingram and Desombre, 2000). This allows me to identify the most suitable person on-site for different situations involving customers, which will allow me to accommodate different requests for hospitality services at the front desk. For instance, a Resource Investigator type employee can be approached to help a customer fulfil their medical needs from their prescription (Ingram and Desombre, 2000). Being ready and anticipating such different situations ultimately improves the flexibility in functioning at the front desk capacity, which ties back to the identified key skill of multitasking. I will also improve my problem-solving capabilities through positive mindfulness practices to reduce stress and increase active awareness.


3.0 Conclusion
The report has reflected on key skills for working in the hotel front office capacity, which was described across soft skills of interpersonal communications as well as hard skills of using computer terminals and documentation. The different skills possible for improving working at the front office capacity in hotels are therefore dynamic, as different customers have different needs, issues and backgrounds. Therefore, flexibility is the key to using different skills together.
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Component Two: Scenario 


	

	

	

	Trip Advisor Review Response 

	

The response to the selected TripAdvisor review must meet two principles for responding to customer reviews as a good practice among five principles that are inclusive of negative reviews as well as positive reviews. The first principle states a generic and short response is ideal for the acknowledgement of the customer. This would be given as "We are glad to have served you, thank you for your visit at Premier Inn!’. TripAdvisor’s format allows for 10 reviews to be viewed per page, and addressing the customer's review must also account for the timing to reflect direct and positive impressions from leaving a comment. In addition, the customer's reach out to the manager Annabel can be included as a brief customization of the positive comment, i.e. “Annabel is happy to exemplify the hospitality of Premier Inn for all our guests”.
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	Letter of complaint response
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The letter of response to the complaint left by Mr Ronald Frederick requires greater sensitivity in handling a response, as the response must satisfy the guest's grievance as well as uphold the integrity and brand of Premier Inn. This consideration is necessary for front-desk roles in hotels as such roles represent the company's values and practices through customer-facing roles such as front desk receptionist or attendant. The highlighted letter was directly mailed by the customer from their place of residence; this requires a more detailed response compared to replying to online complaints in reviews left on TripAdvisor or similar platforms. Therefore, the letter of response to the complaint will communicate the sincerity and brand values by being handwritten, as guests perceive handwritten response messages as more authentic in acknowledgement of their concerns.
The foremost acknowledgement of the guest’s complaint must be to apologise for the "cold and tasteless" food, with an open invitation to dine at the premises without charge. This will communicate the sincere intention with an implied commitment to meeting the customer's feedback in future service encounters, instead of dismissing it with something more perfunctory like a discount voucher. This can be phrased as "We have passed on this feedback to the kitchen staff, who acknowledge their fault in the omission of Premier Inn's quality standards. We invite you to experience the breakfast and dining facilities again to your satisfaction, as we have improved our service checks following the valuable feedback”. While the issue could have been resolved had the guest informed the staff about cold food during the stay, it is not professional to raise this fact as the issue must have been prevented from occurring in the first place. Therefore, it is important to maintain empathy for the guest’s situation by not directing blame anywhere else as well as not appearing to take their feedback seriously.
It is also important to acknowledge the guests' negative experience due to noise from the adjacent room caused by a baby crying and the unhygienic bathroom. A tactful response is needed here as the involuntary behaviour of babies is not an area of direct control for staff workers, and it is also not feasible to interrupt the neighbouring room’s inhabitants to calm their baby’s cries. This can be communicated to Mr Frederick in a supportive manner by agreeing and affirming with his statement. This can be phrased as “We wholly agree with our responsibility for accommodating all guests in a peaceful and comfortable environment, and regret that your experience was affected by the neighbouring room’s noise. We have discussed this concern with the management to find an inclusive solution that does not impede any guest’s experiences at Premier Inn and have provisioned comfortable ear mufflers for our rooms. We have also created a new checklist of individual duties for our housekeeping staff members to ensure such oversights in cleanliness and hygiene are prevented from occurring again. We thank you for highlighting this shortcoming and are grateful for the opportunity to improve our inclusive hospitality experiences at Premier Inn”.
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Component Three:  Portfolio of four elements
This essay component discusses the management of guests across the four stages of the guest cycle in the hotel scenario. The discussion will incorporate findings from industry practices by leading hospitality brands, as well as a link to studies from scholarly publications to justify the discussion's context.
	
Element 1 – Pre-Arrival 


	
The pre-arrival stage denotes the first service encounter that the customer has with the hotel's representatives (Wood, 2017, p.13). Such encounters are meant to facilitate the guest's inquiry about room availability, as well as increase their knowledgeable decision-making regarding satisfaction of more information on the hotel premises. The pre-arrival stage can be optimized by accounting for the different touchpoints in the pre-arrival stage of contact (Voorhees et al., 2017). For instance, remote encounters can occur from emails and direct messaging to the hotel website domain. These touchpoints must be monitored and responded to with a standard reply that addresses the inquiry directly and provides a link to the hotel's information section with detailed gallery images and other information on the premises. Phone call encounters are more visceral as they involve vocal communication, and the front desk receptionist must be trained in communicating with professionalism and conveying the service intention of facilitating guest response to their satisfaction (Nikolich and Sparks, 1995). A similar level of interpersonal communication effectiveness is needed for face-to-face encounters to book rooms, which overlaps with the arrival stage in cases of spontaneous guest arrangements without prior notice. In each case except the spontaneous on-the-spot booking, it is necessary to immediately block the selected room from all booking channel platforms to ensure real-time room availability is communicated to other prospective customers (Abdel‐Hamid et al., 2022). Spontaneous bookings can also be accommodated as special requests, such as for guests who are new to the local destination and have difficulties finding accommodations. This exemplifies the professional conduct of hospitality for all guests (Chen et al., 2022).


	
Element 2 – Arrival 


	
The arrival stage involves the guest interacting face-to-face with the remainder of the hotel staff members, across different touch points such as doorman, front desk attendants, the porters, or other various staff role representatives (Wood, 2017, p.13). The processing of guest information for legal purposes must be streamlined to reduce their lead time from entering the hotel premises to checking into their rooms privately. The use of a Guest Registration Card with a template for information and details is useful in increasing this process of creating a guest record. This can also be improved by using digital forms for checking in and filling in the details during the pre-arrival stage, such as commuting from the airport to the hotel after confirming the stay (Yang et al., 2021). This reduces the lead time and creates an omnichannel process of integrating the guest cycle stages for innovation and increased guest satisfaction (Kim and So, 2022). It also provides opportunities for making the guest experience more personalized, as special instructions can be communicated mid-commuting to the front desk attendants. This provides the necessary time to make rapid arrangements for various special requests of guests, such as ensuring the dining services are kept open near closing time to allow guests to dine upon arrival (Guillet, 2020). Outside of these potential approaches for improving the guest cycle performance here, the standard functions must be performed such as handing over the room card or key as well as updating the hotel room occupancy status.



	
Element 3 – Duration of stay 


	
The stage of occupancy characterizes the duration of the guest’s stay, where the guest experiences the hotel room across tangible and intangible qualities. Tangible attributes such as room cleanliness, availability of toiletries and restocked items must be fulfilled before guest check-in. Intangible attributes such as design, aesthetics and room orientation allow for a seamless guest experience across the duration of their stay (Melián-González and Bulchand-Gidumal, 2017). During the guest’s stay, all functions related to their occupancy must be attended to for maximizing their satisfaction. This includes daily auditing of in-room expenses such as room service orders or using the minibar if available. It also includes handling guest mail, room change preferences, additional tangible needs like extra blankets as well as intangible needs like information regarding local places of interest. This scope of tangible and intangible guest dimensions in hotel satisfaction helps to perceive their occupancy needs in a panoramic manner that is beneficial for securing guest satisfaction outcomes (Boto-Garcia et al., 2021). Innovation can be introduced here through the use of smart hotel room lighting systems that are accessible from the smartphone apps of hotel room guests (Kim, Montes and Han, 2021). This allows them to dynamically control lighting and other functions with greater customization and reduced effort, as it reduces the need to physically control the in-room conditions through the interactive switch panels. Reducing such dynamic pain points ensures a more enjoyable guest experience is shaped in this stage (Kim and So, 2022).



	
Element 4 – Departure 


	
The last stage involves outgoing activities related to the guest exiting the premises after the conclusion of the duration of their occupancy at the hotel. This stage must also reduce the lead time from departure from hotel rooms to exiting the premises as a whole, which ensures a continuity of streamlining the guest experience is achieved (Kim and So, 2022). The guest's bill must be prepared and readied before their departure, ensuring they have the time and opportunity to make the payment using cash or non-cash means as their preference. The guest account can be settled for zero balance by allowing credit refunds or returns through cash and digital options as well, such as mobile banking or instant transfer through NFC technology in smartphones (Morosan and DeFranco, 2016). This reduces the guest’s lead time in departure and also prevents awkward situations for considering tipping due to the cross-cultural differences of various guests. Therefore, giving the option of digital tips allows guests to engage as they want. Lastly, guests must be given a warm and hospitable farewell with a spoken intention of visiting again, and this can be followed by promotional materials, digital newsletter emails and other forms of consensual marketing leads as per GDPR 2016 and terms of conditions upon the initial guest registration for contact details (Granmar, 2021).

Conclusion
The essay has discussed the four stages of the guest cycle in a proactive manner, where traditional and best practices are integrated with opportunities for innovation to increase guest satisfaction across different stages of the guest cycle at the hotel.
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