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OPERATIONAL AIMS
& OBJECTIVES

LUXURY RESORT HOTEL – SWANSEA
TARGET MARKET: LEISURE, BUSINESS, INTERNATIONAL VISITORS
AIM: ENHANCE WALES’ TOURISM APPEAL



MISSION
STATEMENT

STATEMENT:

Mission:
Deliver exceptional guest
experiences
Focus on quality, efficiency &
sustainability
Showcase Welsh culture
(Johnson et al., 2017)

To deliver exceptional and memorable guest
experiences through high-quality service, while
embracing sustainability and showcasing Welsh
culture.



 VISION &
CORPORATE
CULTURE

SIGNATURE
RESTAURANTS

UNIQUE
OFFERINGS

Become leading UK coastal resort
Focus on service excellence &
innovation
Build strong service culture & brand
identity

Ritz-Carlton: “Gold Standards”

(Kotler et al., 2017; Michelli, 2008)



OPERATIONAL &
COMMERCIAL AIMS
Operations

Quality
Speed
Dependability
Flexibility
Cost

Commercial
Revenue Management
Yield Management
Dynamic Pricing
Maximise RevPAR

Slack et al., 2010; Kimes, 1989;
Cross, 1997



SMART
OBJECTIVES

85% occupancy rate
90% customer satisfaction
Check-in under 5 minutes
£5 million annual revenue
Break-even within 18 months
Parasuraman et al., 1988; Slack et al., 2010;
Drury, 2013



CRITICAL
CONSIDERATION

Balance revenue &
service quality
Avoid overloading
operations
Maintain staffing &
service standards

(Slack et al., 2010)



CONCLUSION TO
AIMS & OBJECTIVES

Mission & vision guide strategy
Aims support operations & performance
SMART objectives drive success
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