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Text A
An Introduction to the Hospitality Industry (1)

RS A (D

Hotels treat their customers as guests and strive to provide a spirit of hospitality
that exceeds their guests’ expectations. Ellsworth M. Statler is credited with the
slogan, “The guest is always right”, and many would agree wholeheartedly. An
anonymous source later countered by saying, “The guest is not always right but he is

”

always the gpest,” Therein lies the ultimate challenge to the lodging industry
professional ; providing a level of guest service that meets the ever-changing needs and

demands of guests.

The attraction and glamour of the hospitality industry can be attributed to various
elements. For example, all hotels choose an image they wish to project. This is done in
part with architecture and design. Yet, no matter how effective the design may be, the
building is really only bricks, mortar, steel, glass, and furnishing. The architecture

and style of the property may be important in establishing its theme, but it is the hotel’s
staff

and its front office staff in particular that is essential to the creation of its

ambience.

Hotels may play an important part in a community. Prominent civic clubs, business
groups, and local and national companies may meet in hotels. Organizations are
attracted to communities with high-quality lodging facilities, A hotel can serve as a

central gathering place for an entire community.

The hospitality industry is part of a large enterprise known as the travel and
tourism industry. The travel and tourism industry is a vast group of businesses with one
thing in common: providing necessary or desired products and services to the traveler.
It is one of the largest industries in the world. Travel and tourism includes everything
which arises from the interaction of people who travel and the businesses, governments,

and people with whom they come in contact.
Hospitality (R BT %)

A hotel and catering company is an organization that sells food, beverages and

sleeping accommodation. But there is a clear difference with other production

olo



.companies, that’s to say products are not consumed at the customer’s home or
elsewhere but at the hotel and catering company itself. This means that customer
becomes a guest. He is welcomed and during his stay he eats, drinks, sleeps ect.
Consequently the company extends hospitality.

What is hospitality?

Hospitality has to do with a feeling of well-being of the guest. The guest has to feel
at ease in a situation where he is not at home, and he has to enjoy himself. This
concerns both material things (e.g. tables, chairs, food) and immaterial things (e. g.
atmosphere, other people’s behaviour).

This means that the hotel and catering product consists of ;

+ Food, drink and/or sleeping accommodation

* The environment in which this is consumed

+ The behaviour and the attitude of the staff

The specific combination of these three elements within a company forms the
concept (the corporate formula) of a company. Take for example the difference between
a McDonald’s restaurant and a member of the “Romantic Restaurant” Consortium. Both
extend hospitality, but each in its own specific way. The hospitality itself is not
established until the guest and the host meet. In the interaction between (the personnel
of) the company and the customer of the product, hospitality comes into being. On the
one hand there is the guest who feels treated more or less hospitably, on the other hand
there is the staff that is supposed to adopt a hospitable attitude. And all this takes place
in a particular environment. This environment too has an effect on what happens and

how one feels.
A Home Away From Home (RIp2Z HK)

What makes a hotel/motel successful? The answer is simple; A successful hotel or

motel must be a “home away from home” for its clients.

Some travelers may not like their own homes, so a hotel might offer them a style of
living they only dream of. This does not mean that a hotel must be “homey” or
“homelike”, but it does have to provide the basics that most people are accustomed to

finding in their own homes.

What are your basic requirements for your home ? Most people want their homes to

be attractive, clean, and relatively quiet. We discuss these three requirements in the

following sections.

Attractive Decor (B 3| A B3 4)

In choosing a decor a hotel must decide upon the image it wants to convey to its
guests. A chain of hotels might have ten individual properties all with the same decor,
. 2 L ]



thereby establishing continuity of its image. This sameness appeals greatly to many
people who travel frequently. They will generally know what to expect from a particular

hotel or motel from a visual standpoint.

Everyone’s idea of the perfect ambience differs greatly. No matter the decor,
tastefulness, eye-appeal, neatness, and well kept fixtures all make for an attractive
appearance. To please their guests, hotels and motels should strive for these qualities in

their facilities.

Cleanliness GE{E ) 2= [8))

Most people try to keep their own homes clean. When they are paying for a hotel
room, they expect cleanliness. Public rooms in hotels should also be kept spotless.
Cleanliness goes beyond merely scrubbing the toilet and providing crisp sheets.
Ashtrays in the lobby must be kept emptied, hallways vacuumed, and mirrors and brass

polished. Room-service trays must not be left for hours outside of guest rooms.

Quiet (Z#RIIFHE)
Hotel guests, in most cases, expect a reasonably quiet atmosphere. Most vacation
travelers want to relax. Business travelers often try to concentrate and work in their

rooms. Noise and activity are disruptive and conducive neither to relaxing nor working.
Personnel — The Key To Service (RIER T — RFHIXE)

The word service can be defined as conduct that is useful or helpful to others. In
the hospitality industry, however, service is much more. Service is the prime business.
If an establishment is providing lodging or food to a guest, it is providing a service. The
hotel/motel and food industries are certainly considered “service industries” and are a

significant part of the economy.

Who performs the service? People. To be successful, people in all phases of the
hotel/motel business must be courteous and friendly, efficient and prompt, attractively

attired and neat, able to serve others, and able to sell.

Courtesy and Friendliness (3LER & #F)
A bright smile with a cheerful “good afternoon” goes far in establishing the image

of a hotel. Certainly “thank you,” “I’m sorry,” and “please” cannot be said enough in
the hospitality industry.

People working in the hotel/motel business must be outgoing and got afraid to

speak with total strangers. Their voices must be clear and understandable, and they

must convey sincerity.



Efficiency and Promptness (R 2 & . sh{E § i)

Nobody likes to wait. Causing a guest to stand before the frant desk while the desk
clerk fumbles through papers has never helped a hotel’s image. Ordering breakfast from
room service at 7 a. m. and still waiting for it at 8 a. m. does not impress a guest with a

hotel’s efficiency.

What causes these inefficiencies? Often they are the fault of some person within the
hotel complex. They also may be caused by a poor system or, in some cases, a computer
failure. Whatever the causes of inefficiency, good management and personnel choices go

a long way in insuring efficiency and promptness in a hotel/motel.

Attractive and Appearance (i S EA75M3E)

Not all are created equally attractive, but all can do their best to be neat.. No gum
or food when in public, tasteful make-up, good haircuts, and abiding by the
management’s dress code all contribute to an attractive image for employees.

Cleanliness, of course, goes without saying.

Ability to Serve Others (y fi AR & B98E 1)

Subservience is probably the most difficult attitude for people to assume. In the
hotel industry a desk clerk learns not to cringe when a guest barks, “Hand me my room
key,” or the front desk manager commands, “Go up to the fourth floor and see if Room
428 has been cleaned. ” A person in the hospitality business is there to serve others.

Good training and supervision both go a long way toward making this requirement less

difficult.

Selling Skills (FE& % T5)

Another highly desirable attribute for almost all lodging industry workers is the
ability to sell. Most lodging facilities have a sales/catering office which sells meeting
space for conventions and banquets, but this function is quite different from the selling

which occurs in almost all departments.

All employees must sell on a day-to-day basis to each guest or potential guest. This
one-on-one selling entails selling the different services of the hotel. Employees must

also participate in the hotel’s return business selling effort.

Words and Expressions

1. hospitality [ hospi'teeliti] n. friendly and generous reception and entertainment of

guests. EX ST &
“ 4.
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13.

14.
15.
16.

17.
18.
19.
20.
21.

22.
23.
24.
25,
26.

27.
28.
29.
30.
31.
32.
33.
34.
35.

expectation [ ekspek'teifon] »n. thing that is expected BB FH Y

credit ['kredit] v. believe #{Z,{E#

wholeheartedly ['houl'ha:tidli] adv. nothing less than — St 24k
anonymous [a'nonimas | adj. without a name G4 /Y

counter ['kaunta] v. oppose R Xt

ultimate ['aAltimit] adj. last;basic /5 H,BEH

lodging ['lod3in] n. room or rooms rented to live in 3 F8 &4 5 8] SHES
glamour ['gleemo] #. charm or enchantment % /7,8 7

. attribute [a'tribju:t] ». consider as coming from JHHEF
. architecture ['akitektfs] n. design or style of buildings B Hi% 3+

. mortar ['moita] ». mixture of lime,sand and water used to hold buildings, stones

etc. B3

ambience ['embiens] . the character,quality, feeling etc. of a place S, 5
5

prominent ['prominant] adj. important EEH

civic ['sivik] adj. of the official life and affairs of a town or a citizen A B S THERH
cater ['keita] v. to provide and serve food,drinks usu. for payment, at a public or
private party rather than a restaurant K E(ESL)

beverage ['beverid3] n. any sort of drink 4k}

accommodation [a,koma'deifen] n. lodgings, rooms for visitors f&f}

have to do with: be connected with &« 753%

well-being n. welfare, health, happiness and prosperity TR, G, KR
consortium [ken'soitjom] n. temporary co-operation of a number of powers, large
banks etc. for a common purpose [E FrifH

interaction [\inta'reekfen] 7. action on each other #H {E Fd

personnel [ \paisa'nel] n. staff £{K5H R

motel [mau'tel | n. motorists® hotel & Z jk1H

decor ['deiko:] n. all that makes up the general appearance £¥Bri%

property ['propati] n. possession (esp. an area of land and buildings) BF&E4; (I
1) =

appeal to: attract R 2| H

visual ['vizjual] adj. concerned with, used in seeing R ; FE LY

fixture ['fikstfo] n. sth. fixed in place FEZ %)

make for: contribute to HEjF

scrub [skrab] v. clean by rubbing hard F H# %k

crisp [krisp] adj. dry #tF#y

vacuum ['veekjuem] v. take up dust,dirt etc. T2

brass [bra:s] n. things made of brass %452

polish ['polif] v. make smooth and shiny by rubbing BE%



36.
37.
38.
39.

40.
41.
42,
43.

44.
45.
46.
47.
48.
49,
50.

51.
52.

concentrate [ 'konsentreit] v. come together £ 4

disruptive [dis'raptiv] adj. causing splitting & 472409

conductive [kon'djuisiv] adj. helping to produce H&F «---Hj

establishment [is'tzblifmant ] n. that which is established eg. a large organized
body of persons &P

courteous [ 'ka:tjas] adj. showing good manners WH & FLHY

attire [o'taia] v. dress ZEH

sincerity [sin'seriti | n. honesty X%

fumble ['fambl] v. handle or deal with (sth.) nervoursly or incompetently 'E 3k =%
T i AL R (514)

complex ['kompleks] n. complex whole B & &

go a long way to be helpful Xf----- KB HEH

abide by {a'baid] v. keep H5F

code [kaud] n. system of rules and principles &

subservience [sab'sa:vjens] n. giving much respect to others Jii A, i\

cringe [krind3] v. move the (body) back or down in fear (FRZMET )B4 B 45
attribute ['@&tribju:t] n. quality looked upon as naturally or necessarily belonging to
sb. or sth. PEfR. WtE.BYE

entail {in'teil] v. make necessary {FME

therein ['8ea'in] adv. in that place; in that FEHSE ; ABHE

Sbecial Terms

. Hospitality Industry: It is also called hotel and travel Industry. It is the industry

which gives guests friendly and generous reception and entertainment. 4% JE 1\l , B2 1§

FEW

. Travel and Tourism Industry: FE{gE’L

3. Room Service ;:Food and beverage delivery,on demand,to the guest rooms of a hotel

EERERS

Front Desk: It’s the place where the guests make reservation,checking and
checkout. B &

. Return Business: A business which makes a guest return [A] 3L % 4= &%

Notes to Text A

. Therein lies the ultimate challenge to the lodging industry professional. ¥ B 3% A4k

BFUWRBTHREAORE. TR BEEH. 5 F 1 EE N “the ultimate
e
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lenge”, 1B1E & “lies”,

It is the hotel’s staff that is essential to the creation of its ambience. ERIRIER R T

MIRESLEAMEER T RBENER. KARANRBAEIs. .. that "3 “the

hotel’s staff”,

3. Not

all are created equally attractive, but all can do their best to be neat. 3#IEF4 A

HRBEEDIN EREEMABERERFMHE. “not all” HFFEE, BHRLE

="
= o

1l : Not all English people like fish and chips. A& 3% E A H5 = W 0ELE & ke

tEk.

less

Good training and supervision both go a long way toward making this requirement

difficult. ARV R AT M E M GBI AR ER ., “less difficult "ZE I E

“requirement” Ry EIE.

Exercises

I . Comprehension and interpretation.

© 0 N B U W N e

Ot
N o= O

13.
14.

15

Where do the attraction and glamour of a hotel come from?
What part can a hotel play in a community?

What do all travel and tourism business have in common?

Tell the differences between a hotel and a factory.

What is hospitality?

What is a hotel’s concept?

Why must a successful hotel be a “home away from home”?
What are the} basic requirements for a lovely home?

How can a hotel be attractive?

. As long as we make the room clean,the guest will be pleased, won’t they?
. Why should we say “the personnel is the key to serve”?

. When people greet you with a smile, are you glad with it ?
Can you do it to others?

How can a hotel insure efficiency and promptness ?

What should a hotel employee keep on the appearance ?

. Why should a hotel industry worker possess the ability to sell?

I'. Match the words on the left with the meanings on the right.

1. ambience A. thing that is expected
2. well-being B. giving much respect to others
3. lodging C. any sort of drink

4. subservience D. staff
5 E

. expectation . Toom or rooms rented to live in



_______6. beverage F. all that makes up the general appearance
7. hospitality G. welfare, happiness and prosperity
8. property H. the character, quality, feeling etc. of a place
9. personnel 1. friendly and generous reception of guests

10. decor J. possession

I . Translation.
Section A. Translate the following sentences from Chinese into English:

1 HAE—MRENREETEHEE. (atibute. . . to)

2. RESEANSE BN . BBEFEAKRE. (not. .. untiD)

3. IEME R ERIEEEUERTHAEE X, (have to do with)

4. ILERF N RSIELEHHE . (go along way)

5. ERIFREVTENRALEREESMIFE. (entail)

Section B. Translate the following passage from English into Chinese;

Return Business Selling. The entire operation of the hotel depends on the ability of
employees to sell the guest on returning. One way a hotel can make guests want to
return is through providing special amenities. Making people feel special will often
assure their return. Many hotels have a good filling system whereby the guest’s likes,
dislikes, and habits are noted and recorded. Courtesy cars, transfers to and from the
airport,express check in or checkout, flowers, and wine in the room all make for that
special feeling . All of these are VIP treatments that can be incorporated into any hotel
operation.

Other amenities that are not so elaborate but effective are babysitting services and
free use of appliances such as irons and typewriters. Cable television is an incentive that
is often used. Small refrigerators in the rooms or ice already in the ice bucket are

“extras. "Hotel employees help make guests aware that these amenities are available to

entice the visitors to return.



