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Introduction

 Hello ladies and gentlemen, we will be discussing our new hotel in Swansea called the Marina Suites Swansea which provides the ideal combination of comfort, luxury, and breathtaking seaside views. Whether you're here for business, pleasure, or a peaceful getaway, our stylish accommodation and outstanding service will make you feel at home.

Aims and Objectives
Our goals and aspirations play a crucial role in the long-term success and reputation of our hotel, as they rely on our staff being well-trained to deliver exceptional, authentic service that aligns with our brand and the local culture. This approach encourages ongoing innovation and development, enhancing guest satisfaction, loyalty, operational efficiency, and community connections. (O'Fallon & Rutherford, 2020; Walker, 2020).
Our aims are to promote repeat business and positive reviews; we want to give our front-of-house staff the abilities and confidence they need to continuously wow guests and create unforgettable experiences. We also want to establish a culture of service that emphasises professionalism, empathy, and individualised interactions (Walker, 2020).
And our objectives are to - Our objectives are to train staff to anticipate guest needs, pay attention to detail, exceed expectations like the FORBES 5-STAR SERVICE STANDARDS(Heppell,2010) communicate effectively, and handle challenges with empathy and professionalism. We aim to ensure technical proficiency in front desk operations, reservation systems, and upselling, while promoting teamwork and understanding of our hotel's mission and values. Staff will also be trained in standard operating procedures, technology systems like PMS and POS, and efficient methods in complaint handling and service recovery emphasizing paying attention, listening, empathy, clarifying, ownership, empowerment and acting like the ACT and AREC models (Walker, 2020; O'Fallon & Rutherford, 2020).
Role Play



Now we will showcase a roleplay to provide an example of how to provide the WOW factor for our guests.

Role Play: Receptionist Delivering the Wow Factor

Receptionist – Karina

Good afternoon and welcome to the Marina Suites Swansea Hotel! My name is Karina. How may I assist you today?


Birthday Guest - Eva
Hi, I’m checking in for the weekend. The reservation is under Eva Thomas. I booked last night. I’ve heard good things about this hotel, so I’m hoping for a memorable stay.


R - K
Great, Ms. Thomas! I see you’re with us for a special weekend. Oh, and happy birthday! Is there anything we can do to make your stay extra special?

BG - E
Oh, thank you! That’s so thoughtful. I’m just looking forward to relaxing, really.

R - K
We’d love to help you celebrate. With your permission, we’d love to send a complimentary bottle of champagne to your room and a little birthday treat from our chef. Would you prefer it delivered to your room as soon as possible or later towards evening time?

BG - E
That’s amazing! Evening would be perfect, thank you.




R - K
It’s our pleasure! If you’d like any recommendations for things to do in Swansea or would like us to book you a spa treatment or dinner reservation, just let us know. We’re here to make your birthday memorable.

BG - E
Thank you so much. That’s lovely.

R – K

Here is your key card to room number 568.
One last thing before the porter comes to take your baggage there is currently an offer for a free breakfast after the second visit. Would you like a loyalty card?

BG – E

Yes, thank you.

R – K

Have a lovely afternoon!





Anniversary Guest - Caitlin
Hi, I’m checking in as well. The name’s Caitlin Bollard. Tomorrow is my 1st wedding anniversary, and I’d love to surprise my husband, but I’m not sure what to do.

R - K
Congratulations, Mrs. Bollard! That’s so special. We’d be delighted to help you create a wonderful surprise. May I ask if your husband enjoys live music or fine dining?

AG - C
He loves both, but I’m not sure what’s possible at short notice.

R - K
No worries! Tomorrow evening, we can arrange a romantic dinner for you both in our restaurant, with a complimentary three-course meal as our anniversary gift to you. We also have a talented local musician who can perform your special song live during dinner. Would that be something your husband would enjoy?

AG - C
Wow, he would absolutely love that! Could you really arrange the music?

R - K
Absolutely. If you let me know the song, I’ll coordinate with our musician. We can also decorate your table with flowers and candles for a truly romantic atmosphere. And if you’d like, we can have a bottle of sparkling wine waiting for you. And even a special desert.

AG - C
That sounds perfect. Thank you so much!

R – K – It’s our pleasure, Mrs. Bollard We’ll take care of everything. I’ll confirm the details with you later today, and if there’s anything else you’d like to add, just let us know. We hope to make your anniversary unforgettable. We’ve booked you in for room number 255 with the sea view you requested. Here are the two key cards. The porter will show you to the room and before you go would you like a loyalty card for a free breakfast after the second visit?

AG – C

Yes, thank you! I will let you know later if I have any problems or questions.



Now we will be moving forward to visitor typology.





Visitor Typology

The ideal tourists for the new opened hotel in Swansea marina would be a varied mix of leisure travellers, event and business travellers, families, and couples looking for unique travel experiences. The hotel attracts corporate and event clients because of its proximity to Swansea Arena, the LC leisure centre, and city sites (Walker, 2020). Visitors who seek relaxation and scenic coastal experiences. Travelers interested in sports and exploring local attractions. Guests who appreciate convenience, modern amenities, and easy access to both city and nature. This will attract millennials, young people and couples celebrating special events to the waterfront views and luxurious facilities (O'Fallon & Rutherford, 2020; Swansea Council, 2023; Invest Swansea, 2024).  The area's diverse attractions, including the Dylan Thomas Centre and National Waterfront Museum, along with family-friendly venues and leisure facilities, attract a diverse range of tourists. (Visit Wales, 2024; Tripadvisor, 2025).

Brand identity

The hotel’s brand identity is based on its modern waterfront location in Swansea Marina, offering warm, personalized hospitality, comfort, authentic local charm and memorable guest experiences (Walker, 2020; Tesone, 2022). By applying the SERVQUAL model, the hotel ensures high service quality and consistently exceeds guest expectations.

Our values are to prove tailored services - with thoughtful, customised touches, anticipate and exceed guests' demand (O'Fallon & Rutherford, 2020). Show true empathy and care for every guest (Walker, 2020) The concept of "Atithi devo bhava – guest is God" reflects a deep appreciation for the guest. Appreciate and spread the word about Swansea's breathtaking scenery, lifestyle and culture, and people (Walker, 2020). Empowerment Theory guides our approach, encouraging staff to make proactive decisions, while ethical practices and community support reflect our commitment to the Triple Bottom Line (Tesone, 2022).
Our vision is to become the most famous hotel in Swansea known for providing visitors with exceptional service, local experiences and a generous spirit that raises the bar for hospitality in the area.

Our mission is to empower our staff to provide genuine, unforgettable experiences so that each visitor wants to come back.


Corporate and property culture


Property culture is all about the distinct values, behaviours, and expectations that define a particular hotel, influencing how staff interact with each other and with guests (Tesone, 2022; O'Fallon & Rutherford, 2020). Corporate culture incorporates the shared values, vision, and mission that bind an entire hotel group together, steering decisions and fostering teamwork across different properties. In the hospitality industry, a powerful corporate culture—like that is seen in well known companies such as Ritz-Carlton and Marriott—it is crucial for delivering excellent service and creating a welcoming atmosphere for both guests and staff (Tesone, 2022; Walker, 2020).

We want to - Create a nurturing, inclusive atmosphere that prioritizes growth and teamwork.
· Embrace the local culture and actively participate in the Swansea community.
· Maintain high standards of ethics, integrity, sustainability, and transparency in everything we do.
· Foster a culture of continuous learning, creativity, and innovation at all levels of the organization.
· Motivate our staff to exceed guest expectations with a friendly approach and a focus on the little things that matter.
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