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Introduction 
According to Solomon (2019) in the book ‘The Heart of Hospitality’ he suggested ‘The Hospitality Industry transforms essentials like a bed, a room, a meal into an experience that is warm, comforting, memorable and even magical’. this shows that over time people's perspectives in the expectations of hospitality have changed. 
 
The service experience is an important aspect of the tourism industry, playing a key role in shaping the perceptions, satisfaction, and overall enjoyment of guest in tourism and that cannot be emphasised enough. It’s a diverse element that influences customer satisfaction, loyalty, and economic contributions, this shows by the number of employed people in this sector which is 3.5million people and contributes £93 billion to the UK economy, (UK Hospitality,2024)
Service experiences creates an emotional connection and contributes to the overall success and sustainability of tourism industry. By investing in the service experiences is a fundamental driver for long-term success in the sector. As Hortz Shultz co-founder of Ritz Carlton says, ‘caring doesn't cost anything’ ‘if you want respect, you have to create excellence’ (Hortz Shultz,2019) 

In this report by focusing on the trends and changes to service culture in the hospitality provision in Swansea and inform conclusions for future sustainability of the tourism industry using academic supporting theories and research to underpin my evaluation.

Hospitality provision
According to Curran (1995), ‘the employee is absolutely vital to the provision of service because service cannot be separated by the provider', this related to that without employees in the industry the service experience would not exist or function effectively, service is connected to the interaction between humans or customers in this example their emotions and behaviors. Customers perceive quality service by the interactions with employees. The dedication, attitude and competence directly impact satisfaction and the organization's success. 
 Pratten (2003) research says that ‘waiting staff are undervalued and any training given is too informal’, the need to have product knowledge, technical skills and interpersonal skills are neglected and these three are necessary to perform effectively for jobs in this industry, Fernandez(2021) from EHL Insights   are implementing clear structure to ‘hire for attitude, train for skills’ emphasizes their importance to have structured training programs which is to demonstrate, to motivate practice, give valuable effective feedback and implement these at work correctly and positively. From following these steps, they state that their employees will become more customer-oriented and loyalty towards the organization will increase leading to lower staff turnover. 

However, (Gronroos 1984; Oliver,1980) models identified that the customer is the key aspect of the industry and these two flow charts that can be found in appendix A show that the industry functions by the image and expectation that the customer has. Based on the functionality, technical and perceived service to then make the customer repurchase and come back multiple times gaining them loyalty to the business. (Mariott Bonvoy,2024) is an example of their loyalty program that gives their loyal customers exclusive access to amazing benefits like exclusive discount rates, gift cards and free night stay with their brands.
This relates to how important it is to be successful please your customers, for example trying to exceed their expectations by their level of service. At Delta Mariott , Andrew briefly mentioned their system that connect all delta hotels to a customer database, this is a chance for the staff to exceed the customers expectation if they already know what type of room or extras those guest enjoy, or why they have decided to book with them, it may be because of anniversary or visiting a local friend. This gives them the opportunity to go that extra mile to give their guest a one-of-a-kind experience. 
This data base that Mariott uses give them a chance to interact with their interest or leave a special message or gift, another example of this is from Morgans, Sophie the event manager at the hotel will personally buy a gift for the married couple and place it on their bed to say a little thank you for choosing them to host their special day with them, all the little things add up to becoming the wow factor for the guest. Walt Disney stated that ‘people don't buy things, they buy expectations about service, performance and quality’.

By looking at the reverse organizational chart from Fallon(2011) that can be found in appendix B the customer the top  priority and also the reason why the provision thrives, the idea of this pyramid chart is to focus on that every guest leaves satisfied and returns, when visiting the Morgans hotel in Swansea their customers book with them due to their personalization at reception and the human interaction throughout their stay with their Unique selling point surrounding the customers and ‘people serving people’ Morgans (2024).  Solomon (2018) states that ‘great hospitality must be focused on one guest at a time, For the moment that you are together, treat every guest as if she were the only customer in the world’. 
Disney’s quality compass is a model for corporate practices. The model focuses on 4 points, guestology, quality standards, delivery systems and integration, by following the compass it will guide a business towards efficiency and a benchmark that brings success.(Disney institute,2020) Even though Morgans or Delta Mariott hotels in Swansea don't specifically use this model to train and improve their business but this model of Disney's shows and explore that these 4 points are the basics in utilizing the staff members to full potential to in the end give a seamless guest experience.



Industry Trends and changes of service Culture
One of the main trends in the service culture is sustainability and becoming more environmentally friendly. At Morgans hotel(2024)in Swansea  they have implemented multiple ways to become more environmentally friendly, whilst at a visit at this boutique hotel it shows that their change from giving out plastic complimentary shampoo to glass reusable pump bottles for their bathrooms and their ways of reducing waste from the kitchen and restaurant by keeping track of food wastage and using local produce to ‘support the city’. Due to business client are their most frequent guest Morgans(2024) they have implemented the use of recyclable coffee pods in their establishment but most importantly in their meeting rooms. 

Service standards are one of their main priorities and its shows that this has a positive interaction by looking at their feedback from Tripadvisor (2024), their guests' expectations are high, but they successfully meet these standards by their ‘happy family atmosphere’ and ‘everybody employed at the hotel enjoys their job and takes pride in their work’. However, at Delta Mariott (2024), the expectations of their guest are slightly different as the standards to their room are all the same, each room has the same linen and added extras and all room are accounted as numbers whereas in Morgans they are named after the ships docked in Swansea representing the history and concept of the hotel.

However, comparing this hotel to Accor brand who are very forward in the sustainability side to their hotels across Europe, in 2022 they removed all guest related single use plastic in over 5,000 of their hotels in 110 countries Accor (2022)  are now moving forward to use local products, furniture, source second hand construction materials from the local area to become 100% circular. This is relating to how the rest of Europe is thinking about the future of their brand and implementing big ideas into the sustainability of their business, whilst here in Swansea, Delta Mariott and Morgans hotel both haven't yet made major impacts to their daily routine of sustainability.    

Emotional intelligence plays a key role in this industry, where service quality and customer satisfaction are valued, Miao, Humphrey, and Qian (2021) states it as the ability to, understand, regulate, and harness emotions and apply them to more important tasks such as problem solving and critical thinking. As the industry thrives on interpersonal interactions and the ability to great positive guest experience, this shows that emotional intelligence is important as it elevated hospitality from good to exceptional service.

Conclusion
In summary as shown in the research above Swansea's hospitality provision is an important economic contributor and its success relies on constant improvement, collaboration and commitment to provide excellent guest experience, exceeding their expectation by transforming the essentials ‘like a bed, a room, a meal into an experience that is warm, comforting, memorable and even magical.’ Solomon (2019)
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Appendix A

Gronroos (1984) and Oliver (1980)
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This model represents that the customer expectation beforehand is how the industry works, necessarily the customer has an expectation regarding the hotel or business before perhaps entering or starting their stay. 
It shows the 5 stages of expectation confirmation which are the expectation before entering this could be because of the trip advisor reviews or comments online which are not fully reliable as one's standards can be higher than another person as ‘everyone is different’.  Then it shows the last three steps of the perceived performance of the whole trip, satisfaction and repurchase intentions. The repurchase intention is most important because the guest would like to finish the trip happy and pleased to return soon and spread the word or become a promoter for the hotel. 















Appendix B
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This is the inverted pyramid model from  (Fallon,2011) It represents that the customers is top priority of the business and the reason that its successful, if you focus on giving your customers and guest the best experience then they are more likely to recommend to others and even return, creating those memories and exceeding their expectations by ,making the guests feel that they are the most important person in the building. That  bring us back to the fact that the concept of a hotel being just a room with a bed so that the guest can rest has changed with time and trend throughout the year, people book a hotel room for an experience and they look for more value for their money, so by the hotel such as morgans or delta focusing and creating those guest feel special and important it create a sense of belonging and then they feel like that hotel is a home away from home.
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Figure 1. Expectation Confirmation Theory (Oliver, 1980)
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