


Introduction

 SpringHill Suites has established itself as a
dependable provider of exceptional hospitality

experiences for visitors who are enthusiastic about ‘1

travel.

* With an unwavering dedication to providing
industry-leading service, SpringHill Suites
distinguishes itself from rivals by providing a
combination of s’alle, comfort, and functionality
that is unmatched.

 Springhill Suites is a Marriott International
trademark recognised for its distinctive service
culture. This is reflected in the brand's service
culture, which strives to provide guests with a
home-like environment.
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Main consumers

* Business Travelers: Experts who require a practical
location, extras like a business center, and close access
to corporate offices or meeting facilities.

e Families: Travelers in need of roomy accommodations,
fun amenities like a pool, and a convenient location
close to family-friendly attractions.

* Tourists: Passengers who wish to explore the
neighborhood and require a convenient starting point
for their sighseeing excursions.

e Groups: Organizations or clubs that require a location
for meetings or events like conferences or weddings.

e Guests who require temporary housing for a long
period of time, such as those moving or on business
trips.



Nature of Guest Services and Facilities

* In order to improve the visitor
experience, the hotel provides a
variety of services and facilities.

* The facilities and services are
designed to make visitors feel
comfortable, convenient, and
entertained.

* The hotel staff has received
training on how to satisfy guests
demands and offer exceptional
customer service.




Scope of guest services and facilities
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Accommodations: The hotel offers roomy, well-
appointed accommodations with contemporary
conveniences including fast internet, flat-screen
TVs, and plush linen.

Food and beverage options include a restaurant,
bar and room service at the hotel.

Facilities for business travelers include a
business center, meeting spaces, and audio-
visual equipment.

Fitness & recreation: To keep visitors active and
relaxed, the hotel offers a fitness center, an
indoor pool, and a whirlpool.

For the comfort of its guests, the hotel also
provides laundry, dry cleaning, and concierge
services.



Role of guest services and facilities

* Enhance the guest experience: The hotel’s
facilities and services are designed to make
visitors feel relaxed and at home during their
stay.

* Boost customer satisfaction: Providing
exceptional customer service and practical
facilities can increase customer satisfaction
and encourage repeat business.

» Offering a variety of services and facilities
can give the hotel a competitive edge and
help it draw in more visitors.




Role and Function of Guest Services
* Customer satisfaction is SpringHill Marriott's top
priority when it comes to offering great service and

Immediately attending to customers' wants and

Wy
concerns.
* Brand reputation: A ooddguest experience can boost
SpringHill Marriott's brand reputation, resulting in
more repeat customers and brand loyalty.

* Competitive advantage: SpringHill Marriott can
distinguish itself from rivals and get an advantage in

the market by providing superior guest service.

* Revenue generation: Happy visitors are more inclined
to stay again and refer SpringHill Marriott to others,

which boosts sales and profits.
* Employee satisfaction: Employees that deliver
exceptional guest service and are well-trained and

engaged are more content with their jobs, which
results in higher retention rates and lower recruitment
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Importance of Hospitality and How Hotels
Meet Guest Expectation

Importance of Hospitality:

* Hospitality is the cornerstone of
the hotel sector and entails giving
visitors a warm greeting,
welcoming assistance, and
pleasant lodging.

* A great guest experience and
boosting client satisfaction are two

important goals of the hospitality
industry.




Importance of Hospitality and How Hotels
Meet Guest Expectation (Cont)

Meeting Guest Expectations:

* Understanding the value of hospitality, SpringHill Marriott works to go
above and beyond what is expected of them by offering individualised
service, meticulous attention to detail, and top-notch facilities.

* Assuring that visitors have a pleasant and happy stay is the hotel's top
priority, thus staff members are teach to anticipate requirements and

offer fast assistance.
* In order to satisfy the needs of guests and improve their stay,

SpringHill Marriott provides a variety of facilities and services,
including fitness centres, business centres, and complementary

breakfasts.




Importance of Hospitality and How Hotels
Meet Guest Expectation (Cont)

Positive Outcomes:

* By providing excellent service, businesses can encourage repeat
business, boost brand loyalty, and receive favourable feedback and

referrals.

» Offering top-notch customer service can help SpringHill Marriott
stand out from other businesses and generate more income and

profits.
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