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In modern hospitality, the artistry of creating a moment stands as an inherent feature desired by now more discerning guests. Yet, it is common for restaurateurs to invest substantial time and resources in vying for attention to persuade people to become patrons, only to squander the one opportunity to evoke magical emotions upon their visit. Contributing to the discourse that quality customer service is the exception rather than the norm nowadays, this paradox underscores a significant need for a shift in focus in hospitality, from purely transactional approaches toward more heart-centered human interactions. Therefore, in the course of this practical experience my objective is to enrich the lives of others through my hospitality by prioritizing emotional connection in every guest interaction. This approach will help me with my future aspirations because it will provide a clear focus and direction in my pursuit of excellence in the world of hospitality by transforming my existing customer service paradigm from negligible to one that can make a meaningful difference. 

Walt Disney understood that guests are drawn to moments created through the very beginning (Ford et al. 2012). Suggesting that an initial encounter is not merely a part of the service routine, but an opportunity to connect with guests emotionally. Although this might be perceived as demanding to achieve, leading hospitality brands such as The Ritz known for creating an outstanding first impression and generosity, have become a useful source of reference to prove that guest awareness and caring does cost anything. Through fantastic approaches such as personalization, evident in all procedures, The Ritz continuously ensures comfort, which yields significant returns in customer loyalty. Conversely, an underwhelming first contact with a customer may cause skepticism, deterring further customer engagement (Michelli, 2008). Perhaps, this could explain why first impressions are defined as irreversible (Christison, 2019).

Although, while The Ritz may excel in providing an excellent first impression, smaller businesses such as the Millefogile Cafe may find it challenging to replicate the same initiative. I came to that conclusion during my placement and time as a host when I needed to manage a high volume of guests arriving, between an efficient flow of the Cafe. At that point, it became apparent that while I tried to strive to resonate with my guest on an emotional level, I often opted for a more pragmatic approach to ensure smooth operations. However, I instantaneously realized that in the face of such challenge, prioritizing key touchpoints has to be my priority. Therefore, after ensuring comfortable seating, I consistently initiated conversations with my guest by expressing my delight in their decision to dine at Millefogile while offering a menu. My goal was to pause the moment and connect my heart with words I speak to infuse passion and to earn a memory with each guest I encountered. This approach has helped me to create a warm and welcoming atmosphere, fostering a positive rapport with guests from the outset.
However, while for some guests it was an excellent first impression, as they actively engaged in further interactions, for many others it was simply an expectation. This was visible through guest neutral and uncertain attitude. Such patrons needed other stimuli. For instance, through experiencing the quality of food, sense of flavour or consistency of service their perceptions have gradually shifted meaning that first impression can be improved. This shift was evident in the feedback we received where guest noted ‘this is one of the best Cafes I have been to in Swansea’ (Prime, 2024). Research (Todorov, 2017) seems to support this by arguing that initial impressions are prone to error because they are often influenced by unconscious biases, which can perpetuate unfair treatment. Consequently, I disagree with a notion that ‘it takes seven seconds to make first impression’ and that first impressions are ‘irreversible’ because while it is true that some individuals may form quick judgments based on limited information, these initial impressions can be subject to change upon delving deeper into the dining experience. This was valuable experience because it allowed me to understand the importance of interpreting guest nonverbal cues and signals. Now I have the convenience to judge the first impression a guest could experience to then be flexible and responsive with my approach to accordingly improve it, rather than allowing guest to rely on a fixed belief. Consequently, I am committed to infuse moments of delight and craft moments that make patrons feel at home, away from home. For example, I will actively look for special occasions to discreetly arrange for personalized experience turning the ordinary visit into a cherished moment. Based upon the fact that wine service inspires a great experience (Wine Spectator, 2008) I initiated that to create personalized interactions at Millefogile the introduction of a dedicated wine list should be greatly considered. 

On the other hand, upon starting my placement, my knowledge of wine was limited. Therefore, offering such resolution could have been perceived as absurd. Thereupon, I immersed myself in the world of wine to broaden my knowledge and assist Millefogile in successfully considering this strategy. Firstly, I have discovered that wine holds an identity of being challenging and, at times, intimidating (Meyer,2019). Further study by Wine & Spirit Education Trust (WSET, 2024) supports this and underscores that even pronouncing wine terms correctly can be difficult aligning with further research which suggests that the nature of wine is intricate (Brown, 2007). My goal for the wine element of my placement was to find ways of how to simplify the wine communication and make it a secret ingredient of maximising customer experience. Beach House Restaurant has served as the perfect mentor. 

Due to the depth of wine expertise, or the way wine is communicated in restaurants, many guests may lack courage to engage in meaningful conversation about wine seeing is at exclusive refined or almost elite (Brewer, 2016). Adopting a friendly demeanor and introducing a bubbly personality has been a particularly useful technique that was demonstrated.  By interacting directly with the sommelier at the Beach House and careful observation of how sommelier interacted with guests, I realized that creating a personal, enjoyable and intimate wine service is more than just technical knowledge. It involves empathy, intuition and ability to connect with guests on a human level. Moreover, by shadowing, I discovered that creating such atmosphere often involves storytelling. When a sommelier started to share anecdotes about wine, I felt shocked because in my hospitality career I was accustomed to more formal manner. However, as he continued, I found myself drawn to depth and modernity of his narratives. It was a refreshing departure from the formalities of the past where learning or talking about wines felt monotonous.
This experience has significantly alerted my approach to communicating wine knowledge. In relation to customers, rather than rigidly sticking to sommelier etiquette, I plan on introducing a bit of humour to wine service and make it become my signature feature where guest would be able to see me as friendly and genuine guide on their wine journey, instead of stern personality dictating what they should enjoy.  Moreover, this relaxed environment has opened up new avenues of knowledge sharing and communication with my colleagues where my approach will allow to freely exchange insights about wines and confront knowledge without fear of judgment, fostering a more positive and supportive work environment.

This mindset also extends to evaluation of the Beach House wine list, which gives me the impression of being complex rather than exciting. With all respect, the variety of wine options from unique regions spoil for choice. Yet, this diverse selection can contribute to a fact that ‘’many guests rather peeling grapes than engaging with the wine list to make a selection for the table’’ (MacLean,2005). What is more, customers differ in their ability to understand and utilize information about wine to deduce its taste or style (Cox, 2009). Both indicating that a long wine list can be overwhelming. It is also apparent that one sommelier is not able to assist every table with his charisma and advanced knowledge during busy times. Whereas other waiters, may lack knowledge, experience or training to confidently make trusted recommendations. Consequently, I can argue that one solution and a great strategy that could be implemented for both Beach House and in future Millefogile is to provide wine style, taste and pairing notes information on the wine cart to support guest with their preference among choices. Compellingly, such features have been identified as one of the most influential cues of selecting a wine (Thach, 2023). Research by (Staub and Siegrist, 2022) supports this and through careful examination approve that by including such information about the wine on the menu, the risk of customer selecting a bottle of wine they do not like significantly decreases. 

What is more, during my placement I have acquired how to adapt my communication style, which before could have been perceived by guest as direct and rigid. Perhaps, this may have stemmed from cultural influences because according to (Hall, 1989) and similarly (Hofstede, 2001), what is considered natural in one culture, may be seen as rude or blunt in another. Meaning that foreign may struggle to adapt their communication styles when interacting with people from different backgrounds. On the other hand, it could have arisen from unintended signals such as my tone of voice, which according to foremost scholars (Burgoon, Buller and Woodall, 1989) could have conveyed a negative impression of my attitude and personality. Central to my development of communication skills was various situations. For example, handling customer complains. I realized that merely placating the customer with empty apologies, not being present in the moment and lack of appropriate formality was often prove ineffective. Now, I place greater emphasis on connecting with customer through more empathic interaction style and active listening, which I realized, is more than act of hearing; but a safe space where a customer feels truly heard. It involves engaging with customer emotions and simply hearing the underlying message behind the spoken words (Sinek, 2021). This has a positive effect on customers because they are more likely to trust (Forbes Coaches Council, 2020). 
Therefore, the only way to demonstrate to customers that they hold significance to me, was demonstrating a genuine interest in what is important to them. However, numerous steps preceded in achieving a successful outcome. One pivotal step was mastering the skill of substituting judgment with care, and defence with rationality because sometimes my strong personality could overshadow the customer needs and perspectives. This was cultivated through working on self-awareness by engaging in regular self- reflections, which helped me to become more attuned to my thoughts and reactions. Only then I was able to engage in more meaningful and emotionally controlled dialogue to find a common ground. 


This has profoundly transformed my perception of the sector, revealing that hospitality is not about changing people; it is about adapting our own behaviour to accommodate those who cross our path to encourage a belief in a better world also defined a hospitality mindset (Lang, 2015). The most significant impact came from observing how acts of generosity and rationalism can positively impact others day. Now, I hold empathy in high regard considering it my superpower, particularly because currently, the lack of it is prevalent issue in leaders and teams (Bruce, 2022). This was a positive experience because it has taught me how to 
‘collect the dots to be able to connect the dots’ (Meyer, 2017), meaning that I am capable of noticing and understanding the needs of my guest to solve and exceed them in unexpected ways. 

In the immediate future, my aspirations are deeply rooted in the ambition to ascend to leadership role, not merely as manager, but as coach spearheading the initiatives aimed at fostering success of future generations. Through active listening, empathy, generosity and communication skills l will be able to create space full of trust as well as manage and guide others through unique circumstances and ensure clarity of goals set. Although self-doubt may arise in the realm of confidence, particularly in the public speaking and presenting. Therefore, I must commit to confronting and overcoming this obstacle by actively seeking strategies from experienced mentors and engaging in practice sessions to reach my full potential.

One of the most profound insights to emerge from this study is that the experience I craft for my guest are a direct reflection of my own values and character. This understanding underscores the deeply personal nature of hospitality, where every interaction becomes an extension of oneself. Only by learning to cherish guest perspectives, welcoming guest on their own terms and incorporating their viewpoints into the service process a declaration of being a true and dedicated hospitalian can be made. As I chart my course forward, I pledge to uphold these principles and serve as a support for aspiring industry professionals. 
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