Revision of module objectives from the module book.

1. The service management system:

A service management system is a set of specialized organizational capabilities, providing value to customers in a form of services.

Components of a service management system:

1. Market segment.

2. Service concept.

3. Service delivery system.

4. The image.

5. The culture and philosophy.

2. The role of management vision in service concepts:

· Direct activities and guide actions.

· Not necessarily written down or articulated well.

· Without a vision it is difficult to create a sense of unity of purpose.

· Like the culture, business is deeply rooted in the history of the company and in the driving ideals of the founders.

3. The role of vision for concept development:

· The organisations view of itself beyond the immediacy of existence.

· The existence of a vision is a critically important feature of almost every service which people generally admire.

4. Restaurant design:

Designing a restaurant requires taking a lot of things into account. The quality of a concept design is dependent on how it corresponds with everything.
The image should correspond with:

· Market

· Restaurateur – Person opening or owning a restaurant

· Other aspects of the operation

Lighting is an important design feature it should embody:

· Directional light

· Overall, ambient or sky light

· Sparkle

5. The phases in restaurant design process:

1. Schematic design:
· Establish the scope, conceptual design, scale and relationships among the components of the project.

· The Architect will prepare a series of rough plans, which show the general arrangement of rooms and of the building on the site. 
· Models and/or illustrations are prepared to help visualize the project as necessary. 
· The project proceeds to the next phase when the Owner approves the Schematic Design.
2. Design development:

· Floor plans show all rooms in correct size and shape.
· Outline specifications are prepared listing major materials and room finishes.

· The architect verifies that the design meets the building codes and engineers design structure.

· The project goes to the next phase when the owner approves the design development documents.

3. Construction documents:

· Detailed drawings (blueprints) and specifications which the contractor will use to establish construction cost and building the project is prepared by the architect.  

6. Guestroom and suite design:

Guestroom and suite design requires a series of steps:

· Major target market segments.

· Typical guestroom dimensions.

· Room mix including number and type of suits.

· Typical guestroom layout

· Suite and special room layout (handicapped, etc.)

· Proposed furniture, fixture and equipment (FF&E) budget for guestrooms, suits and corridors.

7. Public space design:

1. Arrival – Parking, driveways, canopy, security.

2. Lobby – Balance usual and function.

3. F&B outlets – Market characteristics, concept, operations.

4. Function space – Group all together.

5. Recreation facilities – Major components.
6. Parking – Entrance, access, handicapped, safety, security, sings.

8. Administration and back of the house:
1. Administration offices

· Front desk and front office

· Executive office

· Sales and catering

· Accounting office

2. Food preparation and storage area

· The design team must plan the kitchen so that all food related activities are located close together.

· Distances between the kitchen and the several outlets are as short as possible and the individual layouts are flexible in order to accommodate changes in the future.

· The planning and design aspects of the kitchen require the attention of a variety of specialized kitchen and engineering consultants.

3. Receiving and trash area

· While sharing the loading dock, require clear separation of incoming and outgoing goods.

· Only in smaller hotels and motels are the two functions combined into a single area.

· The receiving area cornets directly to the main back of the house corridor and eventually to each major service area.

· In some properties the receiving area is immediately next to the kitchen, this may be good for the F&B department but may require a long route to move goods to the laundry, housekeeping, maintenance or general storage areas.

· The security of an incoming area is controlled at the receiving dock. 

4. Employees areas

· The staff areas form a third of the hotels back house areas.

· Components are: personnel offices, men’s and women’s lockers and employee dining.

· Major hotel chains require that their general manager live in the hotel.

5. Laundry and housekeeping area

· Are closely related and should be close together, even though they are managed separately.

· Have key requirements, related to servicing the guest rooms and providing staff uniforms and other linen.

6. Engineering and maintenance area

· Deals with all departments, anything that needs to be repaired, electrical items and non electrical items.

9. The competitive marketing environment:

· Perfectly competitive (small restaurant).

· Monopoly (state owned electric company).

· Oligopoly (airlines).

· Monopolistic competition (cloths retailers).

10. Image as a management tool:

· The image is a model, signifying our beliefs and our understanding of a phenomenon or situation.

· What people once conceived can be reconceived as something else, that’s why the image is a powerful weapon with which to exert influence.

· Management is the art of making things happen by way of combined and coordinated human action, influencing peoples images, the way they perceive reality, a management tool with great potential.

· The image is relied on heavily by managers, its tendency to reinforce itself, once it has become established, to become self fulfilling as well. 

11. The determinates of image:

· Culture, organisation, people

· Product and services

· Market segment (customer club)

· Specific image influencing activities

The most important factor determining the image or social reality is the currently prevailing conception of reality. To the extent that their cognitive and other metal processes function with reasonable accuracy, people will try to form useful mental models of reality, models which generate less successful action and will probably be discarded or modified.

12. The target groups of image:

Target groups:

· Recruitment target groups

· Other resource holders

· Personnel

· Shareholders

· Clients (the market)

The predominant group at which the image is aimed is probably still the market, i.e. present and future customers, although personnel and shareholders are rapidly becoming important targets too.

As well as creating an image in the minds of its own personnel, a company can create a profile on the recruitment market. Individual employees may be presented in advertisements with information about their backgrounds, their hobbies and their perceptions of the job.

13. The relationship between internal marketing and the image:

1. It maintains the standard of quality in the provision of the service.

2. It achieves cost efficiency by way of higher productivity.

3. Motivated and professional staff represent an important part of the image vis a vis the customer. This promotes selling and reselling, which in turn usually has a significant impact on commercial success.

4. Recruitment becomes easier.

14. The differences between industry and consumer trends:

15. 16 major consumer trends:
1. Cocooning:

The stay at home trend, reflect our desire to protect ourselves from the harsh, unknown realities of the outside world.

2. Clanning:

Joining up, belonging to, hanging out with groups, provides a feeling of security, our belief system will somehow validate by consensus. 

3. Fantasy Adventure:

Breaking from tension, we actively seek excitement, whether it be travel, food etc.

4. Pleasure revenge:

Consumer, tiered from work, rules and regulations, want to break free sit back and relax.

5. Small indulgencies:

Stressed out from increasing expenses, consumers are finding ways to reward themselves with affordable luxuries.

6. Anchoring:

A trend of reaching back to the past, taking what was comforting from the past in order to be securely anchored in the future.’

7. Ergonomics:

In a direction reaction to sterile computer era, we are looking for new ways to make more personal statements.

8. Female Think:

A trend reflecting a new set of businesses and societal values, encouraging us to more marketing from traditional goal oriented to more caring and sharing, familiar ones.

9. Mancipation:

A new thinking for men going beyond business and embracing the freedom of being an individual.

10. 99 Lives:

A new look at the modern motto of too fast a pace, less time forcing us to assume many roles in order to cope with busy, high tech lives.

11. Cashing Out:

Working women and men, question the values of a high powerful career, hoping for more fulfillment in a simpler way of living.

12. Being Alive:

A growing awareness of a new concept, wellness, can add more years of good health, giving us a better quality live.

13. Down Ageing:

Introducing a new sense of lightness into our often serious adult lives.
14. Vigilante Consumer:

Finding many ways the frustrated, angry consumer can change the market by pressure, protest and politics. 

15. Icon Toppling:

A new transformation forcing us to question and often reject our monuments of business/government, the long accepted pillars of society.
16. S.O.S (Save Our Society):

In order to protect our endangered planet, we must rediscover a social conscience on a necessary blend of ethics, passion and compassion.
16. The trends of major concern ( Cocooning, fantasy adventure, female think, pleasure revenge, small indulgencies):

Cocooning:
· It impossible to move from cocoon to cocoon without tension. 
· When we move out, we move out carefully.
· Places in our lives where we once felt secure have all disappeared.

· A big click in the realm of Cocooning is anything that smacks of extra safety or security. 
· Better safe than sorry is the principle of Cocooners today.
Fantasy Adventure:

· A look into the exotic instead on the usual and strange.

· Fantasy adventure embraces our need to experiment, to scramble the neatly arranged molecules of our everyday lives.  
Female Think:

· Female think is not old think, which was the only way old business, old ways of looking at the world happened. 

· Female think is a whole new think. 

· Old think represents the past. Female think / new think offers a future way of solving both business and relational problems. It’s a click on, click on forward.

·  Women’s brains are more active in a region where complex expression takes place, while men’s brains have higher levels of activity in the primitive zone where aggressiveness resides.

Pleasure Revenge:

· Pleasure revenge is a feeling of reward for all we’ve suffered. 

· Clicking into the pleasure revenge is an overriding obsession, both of a feeling deprived younger generation and of an ageing population.

Small Indulgencies:

· A sweet and softer trend. 

· Paying more to get something better, Affordable luxuries. 
17. The essences of experience:

1. Experiences are memorable.

2. Events that engage, individuals in a personal way.

3. The newly identified offering of the experiences occurs whenever a company intentionally uses services as the stage and goods as props to engage an individual.

18. The difference between goods, services and experiences:

Goods:

· Using commodities as their raw materials, companies, make and inventory goods, tangible items sold to largely anonymous customers who buy them off the shelf, from the lot, out of the catalog etc.

· Tangible products that companies standardize and then inventory.

Services:

· Intangible activities performed for a particular client.

· Service providers use goods to perform operations on a particular client such as haircuts or eye exams or their property or possessions such as lawn care or computer repair.

· Clients generally value the benefits of services more highly than goods required to provide them. Services accomplish specific tasks they want done but don’t want to do themselves, goods merely supply the means.

Experiences:
· The newly identified offering of the experiences occurs whenever a company intentionally uses services as the stage and goods as props to engage an individual.

· Experiences are memorable.

· Events that engage, individuals in a personal way.

· While the work of the experience stager perishes the value of the experience lingers.

· As the experience economy unfolds, many experience stagers won’t stay in business. 

19. The relevance of engaging customers in an experience.

20. The various forms of experience:

The realms of experience:

· Staging experience is not about entertaining customers, it’s about engaging them.

· Set the stage by exploring the possibilities of each realm.

· Plain space must become a distinctive place for staging an experience. 
The realms of experience:

· The richest experiences include aspects of all four realms: entertainment, education, aesthic and escapist.
The four aspects of the realms of experience: Entertainment, Aesthetic, Educational & Escapist. 

 Entertainment: 
· Entertainment is passively absorbed through the senses.

· When guests are entertained, they’re really not doing anything but responding to enjoying, laughing at etc the experience.

· Sports events, concerts theatre.

Aesthetic:

· In asthetic experiences individuals immerse themselves but remain passive.

· In asthetic there’s no such thing as an artificial experience. 

· Museum, art gallery.

Educational: 
· With education experiences a guest absorbs the events unfolding before them while actively participating.

· Learning requires the full participation of the learner. What do you want your guests to learn from the experience? What information or activities will help to engage them in the exploration of knowledge and skills? 

Escapist:
· The guest of an escapist experience actively participates in an immersive environment.

· Escapist experiences are not just about embarking from but voyaging to.

· Theme parks, casinos.
21. Why to theme experiences:
22. The differences between industry and consumer trends:

23. The elements of the organizational structure:
1. Specialization

· The process of identifying particular tasks and assigning them to individuals or teams who have been trained to do them.

· An arrangement within an alliance wherein a member or group of members most suited by virtue of technical skills, location, or other qualifications assume(s) greater responsibility for a specific task or significant portion thereof for one or more other members.
2. Standardization

· Refers to the uniform and consistent procedures that employees must follow doing their jobs.

· An item's characteristic or set of characteristics generally accepted by the manufacturers and users of the item as a required characteristic for all such items.
· The process of defining and applying the conditions necessary to ensure that a given range of requirements can normally be met, with a minimum of variety, in a reproducible and economic manner based on the best current techniques.
3. Co ordination

· Comprises the formal and informal procedures that join the activities that separate individuals, teams and departments in an organisation.

4. Authority

· The right to decide and act.

24. Departmentalization:

1. Function departmentalisation

· Groups employees according to their areas of expertise and the resources to perform a common set of tasks.

· Functions are the groups of activities that an organisation performs (e.g. production, marketing and finance).

2. Place departmentalisation

· Functions for a geographic area at one location under one manager, rather than dividing functions among different managers or grouping all tasks in one central location.

· It is commonly used by organisations with large numbers of customers or key sources of raw materials in different locations. 

3. Production departmentalisation
· Divides the organization into self contained units, each capable of designing, producing and marketing its own goods and or services.
· In their most strategic form these units are often called strategic business units or divisions.
4. Customer departmentalisation

· Involves organising around the type of customer served.
· It is used when management wants to focus more on customer’s requirements than on the organisations skills or the brands it produces and sells (goods and services).
· It can also be used with one or more other forms of departmentalisation.
25. How coordination can make an organizational structure work:
1. The unity of command principle

· States that an employee should have only one boss.

· Employees are supposed to know who is giving them directions and to who they report.

· Managers must minimise any confusion over who makes decisions and who implements them because uncertainty in this area can lead to ineffectiveness and morale problems. 

2. The scalar principle

· A clean chain of command should link everyone to someone at a higher level.

· Task should be delegated clearly with minimal overlapping or splitting of assignments.

3. The span of control principle

· The number of people reporting directly to any one manager must be limited.

26: The role of authority in organizational structure:

Authority:

· Authority is the right to make a decision and act.

Authority implies:

· Responsibility, an employee’s obligation to perform assigned tasks.

· Accountability, the expectation that employees will accept credit or blame for the results of their work.

Delegation of authority:

1. Establish goals and standards

· Employees should participate in developing the goals.

2. Define authority and responsibility

· Employees should clearly understand the work delegated to them.

3. Involve subordinates

· Motivation by decision making, keeping them informed, improve their skills and abilities.

4. Require complete work

· Employees should be required to carry a task through to completion.

5. Provide training

· Can be only as effective as the ability of people to perform the work and make the necessary decisions.

27. Common hospitality organizational structures:
1. Sole proprietorship

· A single individual owns all of the business and its responsibility for all of its debts.

· A business organisation in which one person owns and often operates the business.

2. General partnership

· Two or more owners who agree to share for the operations financial performance.

· A business organisation in which two or more owners agree to share the profits of the business, but are also jointly and severely liable for its debts.

3. Limited partnership, limited and general

· Someone who invests money in the partnership, general partner may or may not be an investor.

· A business organisation with two classes of owners. The limited partner invests in the business, but may not apply control over its operation, in return for protection form liability.

· The general or managing partner assumes the full control of the business operation, but can also be held liable for any debts the operation incurs. 

4. C corporation

· Is formed when groups of individuals choose to join together to achieve a common purpose.

· A group of individuals granted a charter, legally recognizing them as separate entity with rights and liabilities distinct from those of its members.

5. S corporation

· Is a type of corporation that avoids the double taxation inherent in a C corporation.

· A type of business entity that offers liability protection to its owners and is free from corporation taxation on its profits.

6. Limited liability

· Is a form of corporation created under state law.

· Members are all protected from the company’s debts.

· Is governed by an operating agreement. 

· A type of business organisation that protects the owners from liability from debts incurred by the business, without the need for some of the formal incorporation requirements.

28. The hospitality franchise:

The franchise agreement:

· A contract between a parent company (franchisor) and an operating company (franchisee) to allow the franchisee to run a business with the brand name of the parent company, as long as the terms of the contract concerning methods of operation are followed.

The franchise agreement includes:

· License granted

· Franchisee responsibilities

· Franchisor responsibilities

· Proprietary rights

· Transfer or ownership policies

· Areas of protection

· Termination policies

· Terms of the agreement

29. The general function of culture within hospitality organizations.

30. Corporate culture within the hospitality concept (family, Eiffel, guided missile, incubator):
1. The family culture:

· Bonded relationships.

· Intuitive and error correcting.

· Attitudes to people, family members.

· Satisfaction in being loved and respected.

· Save others don’t lose power game.

2. The Eiffel tower culture:

· Hierarchical system of authority.
· Superior roles who are distant yet powerful.

· Logical, analytical and rationally efficient.

· Attitude to people, human resources.

· Changing rules and procedures.

· Promotion to greater position, larger role.

3. The guided missile culture:

· Specific task in a system targeted upon share objectives.

· Status is achieved by group member contributing to targeted goals.
· Problem centered professional, specialists and exert.

· Shift aim as target moves.

4. The incubator culture:

· Spontaneous relationships growing out of shared creative process.

· Status is achieved by individuals demonstrating creativity and growth.

· Process or creative and informal.

· Attitudes to people, co creators.

· Improvise and adjust.

31. The need for budget analysis:

· An estimate of probable future income and expenditure that is made by a government, similar estimate made by a business company, society, private person etc.
· A systematic plan for the expenditure of a usually fixed resource, such as money or time, during a given period.
· Once overall concept of the restaurant is developed, enough capital must be available to construct the type of restaurant that is being considered.
· Every single decision that is made within the conceptual design influences the costs of the construction phase.
32. The composition of departmental budget plans:
· Detailed information gathered in the budget preparation process and recorded on worksheets and summary sheets.

· These types of documents could answer questions that come up during the budget review stages and may also give help in the preparation of the budgets for the future years.

· Completed departmental plans are handed to the accounting department where they are check for correctness and completeness and also make sure that all forms and schedules with the departmental budget plans are finished.

· After the departmental budget plan has been checked a summary statement of income is prepared by the accounting department. This statement becomes the budget package to be checked by the properties general manager and controller.

33. The composition of the GMs budget plan:

· The process of identifying and analyzing differences between budgeted amounts and actual results of operations.
· Monthly reports are prepared, so that budgets are used effectively. 
· After the final budget report has been reviewed with department heads, the general manager and controller present the operations to the owners of the property.

· If the budget is not satisfactory, then the budget report is returned to the appropriate department managers to be reviewed and checked. This process may happen many times until a satisfying budget is prepared.

34. The mission statement for concept development:

· It is simply the tangible expression of a deeper sense of belief in the vision of the organisation.

· The mission statement has also formed the basis for the success of organisations which are really diverse.

· Link the definition of our business and the definition who we need to be.

· Be capable of clear articulation in simple terms.

· Be capable of providing a clear statement of the organisational imperatives, (the values).

· Act as a framework or guide for all strategies and all plans.

35. The need for hotel classification systems:

· The grouping together of hotels providing a given range of services and facilities.

· Used for quality assessment.

· Special symbols to indicate the average service and cuisine.

· Often confused with grading.
· The breakdown of different types and ranges of accommodation.

· The wide variation of hotel accommodation allows four, five and sometime six or seven categories to be applied.

· Other forms of accommodation, e.g. motels, guesthouses and self catering apartments, seldom justify more than two or three classes.

36. The fundamentals of hotel classification systems:
1. Assists government planning by supplying authoritative and reliable statistical data for different types of accommodation.

2. Helps identify the need for developing certain categories of establishment.

3. Improves marketing strategies by enabling tourist board promotion of hotels in particular geographical locations (e.g. resort, city, riverside and mountain).

4. Allows the travel trade and visitors to identify more easily and accurately the types of hotels they are seeking.

5. Encourages hoteliers to improve standards and the range of facilities by pinpointing weaknesses in operational services.

6. Eliminates bad hotels, which harm the good reputation of the better hotels.

37. The prerequisites for world wide standards:

Standardisation:
· A system of uniform service and product quality ,

· To identify more easily and accurately the types of hotels.

Marketing:
· Promoting the destination and encouraging healthy competition. 

· Classification assures certain standards. 

Consumer Protection:
· Minimum standards of accommodations, facilities, and service. 

· Classification can eliminate bad hotels. 
Revenue Generation: 

· Provide revenue from licensing, the sale of guidebooks , Michelin company 

Control / Tourism Planning: 

· Controlling general industry quality , 

· Supplying authoritative and reliable statistical data 

Encouragement of Hotel Owners, 

· Owners to improve standards and the range of facilities. 

· More guests and an opportunity to increase prices. 
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