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[bookmark: _Toc214044346]Introduction
During my placement at Morgans Hotel Swansea, a four-star hotel, part of the Collection, known for its personal service, attention to detail, and strong local reputation, I had the opportunity to work with the events department team. This experience gave me the chance to see how much effort and teamwork go into creating special occasions for guests. The hotel won multiple awards, including Tripadvisor Travellers Choice 2025, Boutique Hotelier Awards-Team of the Year (Morgans Hotel Reception Team), and Welsh National Weeding Award 2025 and many more (Morgans Hotel 2025; Dowrick, 2025).
The events department is in charge with planning and creating occasions from weddings, birthdays, charity events to afternoon teas and business meetings. 
Morgans has several beautiful spaces that help create the right atmosphere for every event. The Banqueting Hall has an elegant design, usually hosting weddings, on the other hand The Sir Galahad Suite provides more on private space. The Atrium often becomes the centre of attention, in contrast Champagne Bar and Morgans Bar creates a relaxed evening mood, and the menu is highlighted by local Welsh produce (Morgans Hotel, 2025).
[bookmark: _Toc214044347]Main Body
Working with Sophie and Rachel, who manage and coordinates and with Molly, the head of marketing made me realise how this departments work hand in hand. Every dinner, tasting or celebration is not only an occasion for guests to enjoy, but also a live opportunity for Morgans to promote itself and its offerings. Kotler, Bowen, and Baloglu (2019) explains that successful hospitality marketing is based on understanding what are the guests’ expectations and deliver services that meet or exceed those expectations. I assisted the team with arrangements for weddings, preparing for special dinners, and for a wedding tasting menu evening, where couples were invited to sample a seven-course meal alongside with wines tasting, to choose their final wedding menu. The event was host in the Banqueting Hall, with a small reception before in the Atrium, with live music, cocktails, and a candy bar. The setup was elegant, and every part of the night reflected the luxury image that Morgans promotes by its marketing materials and social media (Morgans Hotel, 2025). My main role was greeting the guests followed by presenting each course, clearing the plates and help to keep maintain a smooth service, alongside two colleagues. The bartenders managed the beverage part, serving different types of wines to each course, whilst Sophie and Rachel led the coordination. 
The evening went well overall, and the guests seemed pleased by the quality that Morgans is known for in both, setting and the way it was presented.
However, I did notice one thing that made me think about how marketing and image are linked to service quality. While the seven-course meal was being served, some of the staff seemed a bit nervous and uncertain. They were nice and worked hard, but I think they could have done a lot better with a little more direction or experience. This stood out because Morgans Hotel markets itself as a high-end, exclusive place to stay, and the service should always live up to that image. Kotler (1987) says that marketing is more than just advertising; it is also about meeting and beating customer expectations. The services should meet the way the hotel was advertised and set up. “Every interaction with a guest is a moment of truth,” according to Walker (2021). 
Panchapakesan and Jiseon (2020) suggest that a guest's happiness in a hospitality industry is not just based on the food or the décor, it is also based on how the service makes the guests feel.
When I reflected about this, I noticed how closely marketing and service quality are connected. A hotel can only keep a good reputation if guests experience matches what they see online or in advertisements. According to Kotler, Bowen, and Baloglu (2019), effective hospitality marketing starts with understanding what guests value most and designing services that meet or exceed those expectations. Bowie et al. (2017) explain that every time staff speak or interact with a guest, it can function as a form of marketing because it affects what people think and say about the hotel afterwards. These ideas show that giving good service is more than just following the rules, it also means making sure that guests have experiences that live up to what the hotel promises. I noticed that design and marketing are only half of the battle, people that work for the hotel are what really make the difference. For further improvements, I believe three small steps would help the team feel more confident and ensure service always matches the high standards Morgans promotes.
First, having a short training or team briefing before big events could make a difference. Even fifteen minutes to go over the service plan, menu details or special guest requests would help everyone feel more prepared. It would make sure that all staff members are clear about their roles and what needs to be done. 
Second, holding post-event meetings would allow the team to reflect on what went well and what could be improved next time. These discussions have the potential to inspire staff, boost self-esteem, and forge closer bonds between colleagues and it also gives everyone a chance to share their experiences and ideas for improvement.
Lastly, having a simple checklist or service plan could help keep everyone organised before and during events. This plan could include key tasks like greeting guests and timing courses correctly. Following the same structure each time would help keep service flow, even when the hotel is busy or when there are new members on the team.
[bookmark: _Toc214044348]Conclusion
During my time working in the events department at Morgans Hotel, I learned how much effort and teamwork are needed to create great experiences for guests. The way a hotel presents itself online, on social media creates expectations, and it is the team’s job to make sure the authentic experience, and the service is just as good. As Kotler, Bowen, and Baloglu (2019) explain that hotels keep a good reputation when they understand what guests want and make sure they are happy with the service. Working with Sophie, Rachel, and Molly also showed me how much the events and marketing teams depend on each other. When an event goes well, it becomes material for marketing, photos, videos, and guest feedback are shared online to attract new customers. Likewise, good promotion and marketing bring more bookings for the events team, helping the hotel stay busy and successful. Seeing this connection made me understand how important communication and teamwork are between departments. Good teamwork creates great experiences for guests and mistakes can be avoided, just like Bowie et al. (2017) describe that service quality depends on coordination between people. It made me understand how the theories learned connects to real experiences, and that hospitality is not just about what guests see, but about how you make them feel.
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