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[bookmark: _heading=h.yrholi5173o3]Introduction
I have been working in the Housekeeping department at Hotel Ibis Brighton. This department is one of the most important areas in any hotel. It keeps the rooms clean, tidy, and ready for new guests. The team looks after cleaning, laundry, restocking items, and reporting any maintenance issues. They also help the front office when guests check in early or ask for special requests. Good housekeeping service makes guests feel happy and comfortable (Anon, 2010). If the rooms are not clean or not ready on time, guests get upset and complain. In this placement at Hotel Ibis Brighton, I worked as a trainee in the housekeeping team. My main jobs were making beds, cleaning bathrooms, replacing towels, and checking if everything was in order. I also reported any damage and helped to prepare rooms for new guests. Sometimes I spoke with the receptionist about special requests. In this reflection, I will talk about Marketing and Guest Experience in the Housekeeping department. I will discuss how guests’ expectations are managed and how the real service affects their satisfaction


[bookmark: _heading=h.ek1xhvnrnk0v]Main Body
[bookmark: _heading=h.f2job3trff0a]Department Overview and Identified Issue
At Hotel Ibis Brighton, the Housekeeping department works quietly but has a huge impact on the guest experience. Every day, the team cleans rooms, changes bed sheets, vacuums, dusts, and makes sure all amenities are in place (Casado, 2012). They also deal with laundry, report lost and found items, and keep communication with the reception team. 
This department depends a lot on timing and teamwork. Rooms must be cleaned on schedule before new guests arrive. If one person is late or one room takes too long, it delays the check-in process, and guests have to wait (Mr. Rohit Manglik, 2024).
I noticed one important issue during my placement. It was about Marketing and Guest Experience. Many guests came with very high expectations after seeing the hotel photos or reading descriptions online (Felce, 2019). They expected perfect rooms with special touches, but sometimes what they found was more basic (Dixit, 2025). Some small things, like a missing item, old furniture, or a little stain, made them disappointed.
I realised that marketing creates a promise, but housekeeping must deliver it. If the online images show spotless, bright rooms, guests expect to see exactly that. Even a small mistake in cleanliness can break their trust. This issue is serious because it affects guest satisfaction, online reviews, and the hotel’s reputation. Poor reviews can stop new guests from booking. 
[bookmark: _heading=h.yzo1l4qrera4]Reflection: Linking Experience to Theory
When I started working, I did not think about marketing at all. I thought marketing was only done by sales or the front desk. But later, I saw that Housekeeping also plays a big role in marketing. Every time we clean a room, we are delivering what the website and pictures promised.
One day, a guest came to the reception angry because their room was not ready at check-in time. The receptionist told us that the guest had booked an early check-in online (Jones, 2008). But the message did not reach the housekeeping team. The guest had to wait, and this made them upset. I helped clean that room faster with another team member, but the guest was already disappointed.
Another time, a guest complained that their room did not look like the pictures. The photos online showed big windows and a sea view, but their room had a smaller window and faced the back (Walker, 2021). I understood that the guest felt misled by marketing. They did not shout, but they were not happy. I tried to make their stay better by providing extra towels and making sure everything was spotless. The supervisor also spoke kindly to them. 
From my Marketing Essentials module, I remembered the Service Marketing Mix (7Ps): product, price, place, promotion, people, process, and physical evidence. Housekeeping connects directly to “people”, “process”, and “physical evidence” (Pogodayev, 2021). Our cleaning process and our attitude as people show the hotel’s real quality. The room itself is the physical evidence of the brand. Marketing can say “clean and modern rooms”, but if the guest sees dust or broken items, they lose trust (Wood, 2013).
In Hospitality & Guest Services, we studied the SERVQUAL model. It talks about reliability, assurance, tangibles, empathy, and responsiveness (Kuo Tan Han, 2009). I can see these every day. Reliability means doing our job well and on time. Assurance means giving guests confidence through good service. Tangibles mean the visible qualities of the room, linen, and smell. 
In real life, it is hard to do all these things at once. When the hotel is busy, the team works under pressure. Sometimes we are short of staff, or we must clean too many rooms. This causes delays, and the level of tangibles and responsiveness drops. 
Comparing theory and reality, I see a big gap. Marketing promises perfection, but the staff can only do their best within time limits. However, I also learned that guests forgive small problems if they feel we care. 
[bookmark: _heading=h.fiq9oybv465j]Critical Evaluation: Why the Issue Matters
The connection between marketing and guest experience is very important in hospitality. Guests book a hotel because of what they see online (Felce, 2019). They trust that what they saw is what they will get. But if their room looks or feels different, they feel disappointed even if the problem is small (Dhouha Jaziri and Raouf Ahmad Rather, 2022).
Housekeeping is responsible for turning that marketing promise into reality. Clean rooms, fresh towels, and a good smell create comfort and satisfaction. Guests then leave good reviews, which help marketing again. But one bad experience can cause a bad review that stays online for years (Robert Ebo Hinson et al., 2024).
Marketing sets the expectation, but Housekeeping delivers the experience. Without strong performance in this department, marketing means nothing. Authors like Walker (2021) and Wood (2013) say that consistent service quality builds brand reputation. Johnston et al. (2012) also explain that daily operations shape how customers judge service quality. 
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	Step
	Operational Change
	Best Practice Alignment
	Expected Impact

	1
	Create a daily communication board between reception and housekeeping to share early check-ins, late check-outs, and special requests (Robert Ebo Hinson et al., 2024).
	Follows good service operations practice by improving internal communication and coordination.
	Staff will know priorities better, prepare rooms faster, reduce waiting time, and give guests a better first impression.

	2
	Start a short “guest experience awareness” training session for housekeeping staff.
	Aligns with Hospitality & Guest Services' best practices about empathy, service quality, and understanding guest expectations.
	Staff will understand marketing promises clearly and prepare rooms with more care and consistency.

	3
	Collect small guest feedback during the stay. Supervisors can ask guests politely if the room is okay.
	Follows marketing best practices of using real-time customer feedback for continuous improvement (Robert Ebo Hinson et al., 2024).
	Quick feedback allows problems to be fixed before checkout, increasing guest satisfaction and preventing bad reviews.


[bookmark: _heading=h.b1t1axnwwyri]Conclusion
This placement helped me see how the Housekeeping department is deeply linked to marketing and guest experience. I learned that clean rooms, good timing, and friendly service are not just operations; they are part of the hotel’s marketing image. Every detail I do affects how the guest sees the brand. I understood that marketing creates guest expectations, but it is the housekeeping team that fulfils them. When there is a gap between what is promised and what guests find, disappointment follows. However, I also learned that small actions like fast responses, apologies, and smiles can repair this gap. Working in this department taught me how important teamwork and communication are. I now see that every department, even the one behind the scenes, is part of the guest experience. My confidence has grown. I talk more with guests and colleagues and care more about details. 
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Appendix 1: Theories: 
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[bookmark: _heading=h.zfblrc62jqbt]Figure 1 Marketing Mix (7Ps)
Source: (Pogodayev, 2021)
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[bookmark: _heading=h.n9kk4oy4htvd]Figure 2 SERVQUAL model
Source: (Mr. Rohit Manglik, 2024)
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7P’s Of Marketing Mix

The marketing mix defined as set of marketing tools that the used to pursue its marketing objectives
in market. The process is exploring, creating, and delivering value for target market
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SERVQUAL (RATER)

Reliability
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