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	1.i Define the term ‘quality’

As a starting proposition, the course notes state quality is “Supplying a standard that you sense is correct for your customers, always”.  My analysis is that there are two limbs to this definition.  The first limb being a “standard” provided by “you”, the hotel, with the second limb being based on what the customer wants.

The above definition appears to be an amalgam of various definitions such as “Quality is meeting or exceeding customer expectations”[footnoteRef:1] and quality in the hospitality industry being defined as “the consistent delivery of products and guest services according to expected standards”[footnoteRef:2].  The theme seems to be identifying the needs of hotel guests and consistently meeting those needs against objective standards. [1:  Soultana (Tania) Kapiki Alexander, Quality Management in Tourism and Hospitality: an Exploratory Study among Tourism Stakeholders, (2012) International Journal of Economic Practices and Theories, Vol. 2, No. 2, 2012 (April) p.53]  [2:  Above at p. 54] 


It follows that in order to meet or exceed guest needs or expectations, a hotel must appreciate the physical and service attributes that create guest satisfaction and ongoing loyalty to the hotel.   These seem to be based on the tangible attributes of the hotel e.g. its cleanliness, location, room rate and security, and intangible factors such as the guest being cared for and made to feel important to the hotel.  The latter being influenced by the performance, attitude and behaviour of hotel staff the guest has interacted with.  

In relation to the second limb of the definition in the notes, (the standards), reference
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can be made to the International Standard, Quality Management and Quality Assurance-Vocabulary, 1994, which defines quality management as “all activities of the overall management function that determine the quality policy, objectives and responsibilities and implement them by means such as quality planning, quality control, quality assurance and quality improvement within the quality system”. The control of quality is critical to the success of a hotel if it is to consistently meet and ideally exceed, its guest’s expectations.  The components of quality in the hospitality industry have been described as: consideration of the guests being served; determination of what the guests desire; development of procedures to deliver what guests want; training and empowering staff; implementing revised systems; and evaluating and modifying service delivery systems.[footnoteRef:3]  Quality has increasingly become a source of competitive advantage for hotels as competition for the business and holiday spend increases, especially with the slowdown in parts of the world economy. [3:  Hayes, K. D., Ninemeier, D. J., Miller, A. A. (2011), Foundations of Lodging Management, Pearson Education, UK, p. 48] 


In light of the above analysis, I have come to the view that quality in the hospitality industry is the consistent delivery of products and guest services according to the expected standards of the guest and management.  From a guest perspective, this translates to the provision of an aesthetically pleasing and comfortable room, service from professional and friendly staff, and appetising food and a good range of beverages, at a price which represents value for money to the guest.  From management’s perspective, quality is the delivery of consistent service excellence to a guest based upon the hotel’s operating procedures and policies leading to guest satisfaction and loyalty, and enhanced brand reputation contributing to sustained long term profitability.

1.ii.  What is the difference between ‘tangible’ and ‘intangible’ elements of service quality?

The concept of service quality focuses on satisfying a guest’s quality needs and is a guest’s view of the hotel’s service delivery.  Parts of service quality can be characterized as being either tangible or intangible. 

In the hospitality context, tangible aspects of service quality include: the exterior and interior design of a hotel; its décor (colour, lighting, seating comfort and overall cleanliness and maintenance of the hotel), layout and ambience including things such as music; the furniture, fittings, amenities and equipment at the hotel; and the surrounding environment of the hotel.  These aspects have a direct influence on the guest’s perception of service quality due to their objective and constant nature with a corresponding perception of reduced risk for the guest.  For instance, when booking and checking into a Hyatt Hotel, a guest can confidently predict in advance that the hotel will be of five star luxury with high-end facilities and each room will be very well
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appointed.  What cannot not be determined (but always hoped for) is a welcoming atmosphere created by the staff – an intangible element.

The tangible elements generate internal responses of guests and would probably influence decisions with respect to their length of stay, whether they would stay at the hotel again or even whether they would avoid the hotel and the brand of hotel in the future.  Additionally, in my view, guests would expect there to be a relationship between the tangible environment of a hotel and the quality of the service they may expect to receive as a guest.  For example, again selecting Hyatt Hotels, a guest may reasonably expect to receive a better service quality based on the tangible elements than they would expect at a budget hotel.  

Another point worthy of noting is that the tangible elements of say luxury would most likely influence the behavior and attitude of staff causing them to provide a superior service quality.  This is because service is intangible for the hotel’s staff as it is for the hotel’s guests. Tangibles therefore help staff form a mental image of the service they should be providing to fit in with the hotel’s ambiance and what the hotel’s quality level should be.

Intangible aspects of service quality are those elements that cannot be touched and they include reliability, responsiveness, courtesy, assurance, competence, credibility, security, accessibility, communication, understanding the customer and empathy.  These elements are assessed subjectively by the guest and it follows that each guest experience at a given hotel would therefore be different.  For example, two guests allocated the same type of room at a hotel on the same floor with the same view and with the same facilities and amenities etc., may very likely have a different experience based upon their perception of the intangible elements of service quality.

The notes comment with respect to intangibles, “The elusive components of the service make it hard for guests to find the benefits to be obtained from a service before the purchase. This can only be managed after experiencing that service”.  Accordingly, hotels in seeking to attract guests must find ways to make the intangible tangible through means such as advertising material, virtual tours of the hotel on the internet, provision of restaurant menus and wine lists to the public, the display of service excellence awards in the hotel lobby and on advertising material, displays provided to travel agents, and endorsements from celebrities who have stayed at the hotel or endorsements from market segment participants the hotel is seeking to target e.g. families or business personnel. 

Successful hotels concentrate on both the tangible and intangible factors of service quality because such elements influence customers’ decisions with respect to patronage, bringing with them more revenue and hopefully greater profit to the hotel. A hotel is not likely to be successful if it does not ensure that both elements of service quality meet its guest’s expectations.
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1.iii How is the hospitality service quality different from retail service quality?

For clarity, service quality is the subjective perception customers produce by comparing their pre-service expectation and real experience.[footnoteRef:4] [4:  Parasuraman, A., Berry, L. L., & Zeithamal, V. A. (1988). SERVQUAL: a multiitem
scale for measuring consumer perceptions of service quality. Journal of
Retailing, 64(1), 12-40] 


One of the key differences between hospitality service quality and that of retail service quality is, unlike the purchasers of a given physical product (e.g. a toaster), hospitality service quality is elusive in the sense that the product: is intangible and transitory; cannot be stored; frequently involves the customer in the delivery of the product; and is not perceived as a product by employees. The intangible nature of the service in hospitality as a product means that it could be very difficult to place quantifiable terms on the features that contribute to the quality of the product.  In the retail sector, a customer takes with him or her the physical product (the toaster) and has it for some time and is able to utilize its features and benefits during that time.  The customer can readily determine the quality of the retail product just bought.
As service products are perishable, they cannot be stored on a shelf waiting to be selected for purchase by a customer - the service is delivered at the moment it is produced.  They are produced to meet the needs of the guest or customer and often involve the co-ordination of many systems (personnel, equipment and processes) in what is usually a very time sensitive relationship with the guest.  This is not necessarily the case with respect to a retail product, where although time may be an important aspect in the delivery of the goods it is not usually a feature of the goods which will affect its quality. 
In the case of a service provider, time is regarded as an assessable quality or feature of the product.  For example, people usually make a restaurant reservation for a specified time.  If the customer and his or her guests are expecting to be seated at a specified time and there is a two hour delay for them to be seated, the product will most likely have failed to meet the customer’s quality satisfaction levels. This is irrespective of how welcoming and attentive the staff were, how delicious the food and wines were and the wonderful décor of the restaurant.
As stated in the notes, effective service delivery often is dependent on the guests experiencing feelings of belonging and luxury that are hard to produce.  The guest is generally a participant in the delivery of the service in the hospitality context and accordingly introduces personal elements and an unknown and unpredictable influence on the process. The guest further adds uncertainty to the process because it is often difficult to determine his or her requirements and what they regard as an acceptable standard of service – unless they are a known and regular guest. This 
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problem is exacerbated by the fact that standards are often subjective, based on the guest’s personal preferences, prejudices, experiences or even mood, rather than on measurable objective standards.  Therefore unlike in the retail sector where the product is standardized (the toaster), in hospitality it is often inconsistent and hard to standardize service delivery due to the personal nature of the interaction between the guest, the hotel and its personnel.  Even a totally satisfied, regular guest experiencing the exact same service from one day to the next, may not be satisfied today because of his or her mood – a problem which does not exist with respect to quality of a retail service product (the toaster).

A further difference, and this point is best demonstrated by considering manufacturing, is that a production worker in addition to being aware of his or her job (fitter and turner for example), knows they are producing a tangible product that can be seen, felt and used (the toaster).  However, in service organisations, the staff know they have a job (waiter for example) but they are not necessarily attuned to the fact they have a product and that this product is service.  Taking this further, in manufacturing the product is highly visible and therefore identifiable whereas in hospitality the 'product' is frequently 'invisible'. Often a person in a service industry has no perception of their work being a product and that the way in which his job is performed has an impact on the success of the hotel as a whole.

As the notes state, another key difference is that defects in service quality cannot be addressed and given back to the customer, as you can with a manufactured product. For example, if a toaster fails, it can be returned and replaced with another identical one.  Finally, due to the elusive components of the service, it is not really possible for guests to find the benefits to be obtained from a service before the purchase. This can only be managed after experiencing that service. 

1.iv What are the five dimensions of service according to the SERVQUAL System of Quality?

By way of introduction, SERVQUAL is one model that is used to measure quality service in the hospitality industry and is a model that includes the intangible and tangible elements of the service quality scale.  SERVQUAL is based on the guest’s evaluation of service quality and the concept is based on the gap between expectations and perception of the guests The developers of the model suggested that service quality is an abstract and elusive construct because of three psychometric procedures unique to services: intangibility, heterogeneity and inseparability of production and consumption. 

Originally, ten determinants of service quality were considered: accessibility; reliability; responsiveness; competence; courtesy; communication; credibility; security, understanding/knowing the customer and tangibles.  Subsequently, the dimensions were reduced into five dimensions: tangibles; reliability; responsiveness; assurance and empathy.  
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The five SERVQUAL dimensions are:

1. Reliability the ability to perform the promised service dependably, consistently and accurately, that is, to deliver what has been promised on time, e.g. if a guest has a problem, hotel staff clearly demonstrate a willingness to solve it immediately;
2. Tangibles-Presence of physical facilities, equipment, personnel, and communication materials, e.g. the decoration in the hotel is attractive and the appearance of the employees in the hotel is neat;
3. Responsiveness-Willingness of staff to help guests and provide prompt service, e.g. even if busy, hotel staff are available to meet guest’s needs; 
4. Assurance-Knowledge and courtesy of employees and their ability to convey trust and deliver with confidence, e.g. guests are able to trust employees in the hotel to perform their work competently; and
5. Empathy-Caring, individualized attention the hotel provides its customers, e.g. hotel staff provide guest’s with individual attention and understand their needs.

Reliability is mainly concerned with the service outcome.  From the guest’s perspective, reliability of the service is key and they tend to have higher expectations for it. The other dimensions are more concerned with the service process.

Reliability it seems is the most important dimension in meeting guest’s expectations, whereas the dimensions of assurance, responsiveness and empathy are more important in exceeding guest expectations. With the process dimensions, there is an opportunity to surprise guests with uncommon swiftness, grace, courtesy, competence, commitment, or understanding, and to go beyond guest’s expectations.[footnoteRef:5] [5:  Janet LeBlanc, The Five Dimensions of Service Excellence, Ottawa Chamber of Commerce 14 October 2014] 


Service quality is one of the indicators of guest’s satisfaction with a hotel.  Satisfied guests hopefully become loyal guests leading to increased patronage from which increased revenue and profitability should flow.  It is therefore important for managers to understand and to apply models such as SERVQUAL in order to meet guest’s expectations.  If I have a criticism of the model, it is that the measures can realistically only be obtained after the service is delivered.

1.v. What is Total Quality Management?

Quality in the hospitality industry requires the consistent delivery of services in accordance with expected standards.  I acknowledge the notes make reference to the ISO 9000 series in discussing Total Quality Management (TQM).  For completeness, ISO 9000 is a set of international standards on quality management and quality assurance developed to help companies effectively document quality 
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system elements to be implemented to maintain an efficient quality system. 

ISO 9000 can help a hotel (ISO 9002) satisfy its customers, meet regulatory requirements, and achieve continual improvement – a key feature of TQM.  The standard is based on seven quality management principles that can be applied for organizational improvement.  These are: customer focus, leadership, engagement of people; process approach; continuous improvement; evidenced based decision making; and relationship management.  

Total Quality Management (TQM) is one tool that can be used to measure and improve quality service in order to help hotels improve guest satisfaction, cost effectiveness and achieve competitive advantage.  TQM has been defined as:

“Total Quality is a people-focused management system that aims at continual increase of customer satisfaction at a continually lower real cost . . . In the area of hospitality, total quality management (TQM) is a participatory process that empowers all levels of employees to work in groups in order to establish guest service expectations and determine the best way to meet or exceed these expectations”.[footnoteRef:6] [6:  Alexander, above n 1] 


TQM focuses on quality as being the key to success.  Its components are the:

1. focus on the customer or guest in defining Quality. 
2. importance of teamwork in unifying goals; and 
3. need for a scientific approach with decisions based on data.

TQM differs from SERVQUAL in that it focuses on ongoing monitoring and improvement of quality whereas the SERVQUAL dimensions can only be obtained after the service is delivered and so potentially, any shortcoming can only be detected when it may be too late for the hotel to respond.

According to the Chartered Quality Institute, there are eight principles of quality management.  Adapting them to the context of a hotel, they are:

1. customer-focused organisation - hotels depend on their guests and therefore should understand current and future guest needs, meet guest requirements and strive to exceed guest expectations;
2. leadership - leaders establish unity of purpose, direction and the internal environment of the hotel. They create the environment in which people can become fully involved in achieving the hotel’s objectives;
3. involvement of people - people at all levels are the essence of a hotel and their full involvement enables their abilities to be used for the hotel’s benefit;
4. process approach - a desired result is achieved more efficiently when related 
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resources and activities are managed as a process;
5. system approach to management - identifying, understanding and managing a system of interrelated processes for a given objective contributes to the effectiveness and efficiency of the hotel;
6. continual improvement - continual improvement is a permanent objective of a hotel;
7. factual approach to decision making - effective decisions are based on the logical and intuitive analysis of data and information; and
8. mutually beneficial supplier relationships - mutually beneficial relationships between the hotel and its suppliers enhance the ability of both organisations to create value.

The key benefits to using TQM are improved customer satisfaction, reduced costs and improved profitability; and improvement and innovation.  

I am aware that The Mayfair Crest Hotel in Brisbane, Australia, has adopted an approach to service quality which resembles TQM.  It is based on an overall mission for the hotel: "The Spirit of the Mayfair Crest is Serving You". The mission was flowed through the hotel by each department head and subsequently each employee was required to define the meaning of this mission in his or her own context. Accordingly, the overall direction of the staff of the Mayfair Crest was brought together to develop the teamwork that is integral to the success of TQM.[footnoteRef:7]  [7:  Kerr, V., Kehoe, B. & Dwan, T. (1988) Mayfair Crest International Hotel-A Case Study, Proceedings of the QUALCON 88 Conference, Sydney, Australia] 


Noting the service based deliverable in the hospitality industry, I suspect that the major difficulty for hotels in implementing TQM could be determining measurements that provide quantifiable data.  From the material I have read guest feedback forms and indirect measures of employee satisfaction are generally used to measure performance.  However, similar to the measures in SERVQUAL, they may be received too late to prevent a problem affecting a guest.

2. Discuss in detail the quality advisors’ visit report and the areas it covers

My understanding of the concept behind a review of a hotel by a quality advisor, the completion of a visit report and the awarding of a grading is that it ultimately provides potential guest’s with confidence in the services the hotel offers and assurance that the hotel has been independently reviewed and that it meets the reviewing authority’s standards. The achievement of the quality standard may be used in marketing material and could be used by a hotel as one way to differentiate itself from its competitors. 


The notes make reference on page 7 to “One of the units is Bedrooms” that are 
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addressed by quality advisors when undertaking a check on a hotel.  Other units described on pages 12 – 14 are: the façade; bathrooms, public areas; dining room; food; hospitality and service; and other factors such as tourist information.  From my research, this list seems to be consistently used in the hospitality industry in undertaking quality checks but described differently.  For example, in Northern Ireland, where all hotels must be certified by Tourism Northern Ireland (Tourism NI) to ensure compliance with the Tourism (Northern Ireland) Order 1992, the units checked are:[footnoteRef:8]  [8:  Tourism Northern Ireland, Guidance notes for hotel operators on quality grading] 


1. Hospitality and Friendliness;
2. Service and Efficiency including: booking; arrival; lounge service – daytime; bar; restaurant (food); restaurant (drinks); room service; other including room information; breakfast; and departure;
3. Exterior Leisure including: car parking; buildings / appearance; grounds / gardens / frontage; and leisure facilities;
4. Bedrooms including: décor; furniture, fittings and furnishings; flooring; beds and bedding; lighting / heating / ventilation; accessories; and space / comfort / ease of use;
5. Bath / Shower Rooms and Ensuite including: décor; fixtures and fittings; flooring; lighting / heating / ventilation; towels, toiletries and accessories; space / comfort / ease of use; and décor;
6. Public Areas including: furniture, fittings and furnishings; flooring; lighting/ heating / ventilation; space / comfort / ease of use; stairs / corridors / hallways / landings and public WCs;
7. Restaurant / Dining Areas including: décor; furniture, fittings and furnishings; flooring; lighting / heating / ventilation; table appointment; and space / comfort / ease of use; and
8. Food including: dinner – quality; dinner – choice and presentation; room service / other; breakfast – quality; and breakfast – choice and presentation.

In conducting the check, an advisor seems to concentrate on eight distinct areas: namely, safety and security; cleanliness; maintenance; annexes, reservations and prices; administration, advanced ratings requirements; and access.  A hotel will need to satisfy elements to reach a particular star rating, namely: (1) all relevant requirements must be met; (2) the overall percentage score for quality must reach the appropriate band; and (3) the relevant standard for the star rating.

In relation to Safety and security, the advisor is likely to consider physical and personnel considerations. He or she would expect the preferred entry, and exist points in the event of emergency, to be clearly identified with the main entrance being very visible and identifiable to guests, visitors and if necessary, emergency personnel.   Entrances and exits would have to be well illuminated for safety and comfort as do public rooms and stairwells; particularly those stairwells which act also
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as emergency exits.  The advisor would need to be comfortable guests are informed of or have access to information about what to do in the event of an emergency, via for example, signage in each room and on each accommodation floor identifying how to trigger an alarm and demonstrating emergency escape routes and muster areas.  Staff would need to demonstrate they are fully informed of emergency procedures and how to engage with customers and guests in the event of all types of emergencies.

One of the key areas from a guest’s perspective is his or her room.  It is their ‘citadel’ especially in the event of an emergency.  The advisor would again need to be comfortable guest’s can feel confident that there should be no unauthorized access to their room and that in the event of an emergency they can quickly leave it without the need for a key. The advisor would also want to check the safety and security of guests and their belongings in car parks, external paths and walkways, and ground floor and annex bedrooms.

Cleanliness is extremely important to a hotel and its guests and will be of paramount importance to the advisor.  Poor hygiene can lead to un-wellness in staff and guests and can significantly damage a hotel’s reputation and that of the brand if it is part of a chain.  The advisor would want to verify consistently high standards of cleanliness are applied with focus given to bathrooms, shower rooms, washbasins and toilets and other areas having direct contact with guests, for example: flooring and seating; crockery, cutlery and glassware; and bedding, linen and towels.  Bathrooms and shower rooms must be cleaned with particular attention paid to WCs, plugholes, shower curtains, mirrors and extractor fans. 

In relation to maintenance, the advisor would check if buildings, fixtures, furnishings, fittings and exterior and interior décor are maintained in a sound, clean condition fit for the purpose ordinarily intended for such items. He or she would want to be satisfied all electrical and gas equipment is in good working condition and regularly serviced to ensure staff and guests’ safety. Importantly, there should be a monitoring procedure in place for identifying, reporting and repairing defective items.  Maintenance should not merely rely on guests reporting defects.

With respect to annexes, guest should be informed at the time of their booking if this type of facility is to be used for their accommodation or function at the hotel.  Guests utilizing such features are more likely to be exposed to the hotel’s external areas than perhaps guests utilizing the main accommodation.  To ensure these guests are not alienated, the advisor would consider if care has been taken to ensure the appearance of the buildings, grounds and gardens, pathways and driveways and any car parking leading to or adjacent to the annex.  Grounds and gardens should be well-maintained and kept tidy as well as parking areas and these should also be clearly defined, well lit and clearly signed.

In relation to reservation and pricing, the advisor is likely to check that all bookings
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are handled in a friendly and courteous manner, ideally taken 24 hours a day or say up until 11PM, and there should be an easy and efficient booking system that ensures guests are fully informed of:
1. what is included in the prices quoted to them for functions, accommodation, meals and beverages, including service charges, taxes and any surcharges;
2. any factors which may affect a guests’ stay e.g. the hotel’s smoking policy, if any heavy maintenance work is to take place during their stay, functions or events which may limit their access to facilities e.g. they cannot use the main restaurant because a wedding reception is taking place;
3. if some of the hotel’s facilities need to be pre-booked e.g. spa treatments, dinner etc.;
4. if the restaurant is to be closed or likely to become fully booked during their stay
5. details of the hotel’s cancellation policy including information about charging credit cards for cancellation or changes to the booking;
6. information about deposits for bookings, including details of how the deposit is taken and whether or not it is refundable on cancellation or amendment and an explanation of charges for additional services or available facilities including their cancellation terms e.g. spa treatments must be cancelled with at least 24 hour’s notice;
7. information about any unacceptable types of payment, e.g. credit cards, travellers’ cheques etc.
8. details about any fees charged for the use of credit cards; 
9. their booking confirmation in writing by email/letter, verbally by phone or via text message by the hotel even if the guests book via a third party travel agent or online booking site; and
10. Details of the hotel’s location and any handy hints such as any car parking restrictions.

With respect to administration, the advisor would want to verify that potential guests feel confident that their booking has been recorded accurately. To convey this proposition, the guest’s name, address and/or contact telephone number(s) should at the very least be recorded at the time of booking and repeated back to the caller for confirmation purposes.  On registration each guest should be provided with a printed or clearly written note of payment due and a receipt on request should be provided for any advanced payment.   When accounts are presented they should be accurate ensuring that all entries are clearly detailed so that the guest can feel confident that the purchases relate to him or her including any VAT or Goods and Services Tax (Australia).  Guests should be able to charge all hotel charges to one account and pay on departure or say weekly if the guest is staying longer term.  Ideally, guest accounts should be updated on an ongoing basis to minimise any delay at check-out and the need to send supplementary accounts after a guest has checked out.  On checking out, the guest’s account should be explained to the guest and be presented in a professional manner in an envelope or folder.
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The notes make reference to legislation relevant to the hospitality industry in the UK which I will keep for reference purposes.  I suggest however that the year of the Trade Descriptions Act is 1968 in lieu of 1928.  Noting I am located in Australia, I have ascertained some of the legislation relevant to the hospitality industry in Australia.  In Australia, each state and territory has its own legislation in addition to that of the Commonwealth or federal level.  At the Commonwealth level, Competition and Consumer Act 2012; and Corporations Act 2001 are the most relevant.

In the state of New South Wales, Australia’s most populous state,  the following is a list of the more relevant legislation: Food ACT 2003 (NSW), Liquor ACT 1982 (NSW); Smoke-free Environment Act 2000 (NSW); Smoke-free Environment Act Regulation 2001; Gaming Machines Act 2001 (NSW); Gaming Machines Regulations 2002 (NSW); Work Health & Safety Act 2011 (NSW); Work Health & Safety Act Regulations 2001 (NSW); Workers Compensation Act 1987 (NSW); Workplace Injury Management and Workers Compensation Act 1998 (NSW); Gambling Legislation Amendment (Responsible Gambling) Act 1999 (NSW); Anti-Discrimination Act 1977 (NSW);Sex Discrimination Act 1984 (NSW); Racial Discrimination Act 1975 (NSW); and Disability Discrimination Act 1992 (NSW).

With respect to ratings, I note in the UK, AA Hotel Services have been assessing accommodation since 1908.  AA Hotel Services has adopted five levels of quality ranging from One to Five Stars. To obtain a higher star rating a progressively higher quality and range of services and physical facilities is be provided across all areas with particular emphasis in six key areas - cleanliness, service, food, bedrooms, bathrooms and hospitality. Research indicates that quality is of key importance but visitors also expect the level of services and range of facilities in hotels to increase at each star rating level.[footnoteRef:9] [9:  AA Hotel Services Recognising Excellence Hotel Quality Standards brochure retrieved on the internet 5 September 2016, p 5] 


The key requirements for each level rating are extracted below.[footnoteRef:10] [10:  Above p.6] 


	One star
	Two star
	Three star
	Four star
	Five star

	30-46% 
•  A minimum of five letting bedrooms. 
•  100% of bedrooms with en suite or private facilities. 
•  Resident guests, once registered, have access to the hotel at all times. Proprietor and/or staff on site all day and as a minimum on call to resident guests at night.
•  A dining room/restaurant or similar eating area serving a cooked or continental breakfast seven days a week.
•  A dining room/restaurant or similar eating area serving evening meals at least five days a week (but hotels that do not offer dinner and are located within easy walking distance of a choice of places to eat dinner, can also be rated under the hotel scheme as a metro or town house hotel, as long as this is made clear to all prospective guests in all marketing and all other hotel requirements are met). 
•  A bar or sitting area with a Liquor Licence.
•  Hotel generally open seven days a week during its operating season providing, on every day open, the level of service and facilities appropriate to its star rating.
•  Proprietor and/or staff available during the day and evening to receive guests and provide information/services such as hot drinks and light refreshments.
•  A clearly designated reception facility.
•  Meeting all the current statutory obligations and providing Public Liability insurance cover.
	47-54% (In addition to the requirements for One Star)
 •  All areas of operation should meet the Two Star level of quality for cleanliness, maintenance and hospitality, and for the quality of physical facilities and delivery of services.
	55-69% (In addition to the requirements for Two Star) 
•  All areas of operation should meet the Three Star level of quality for cleanliness, maintenance and hospitality, and for the quality of physical facilities and delivery of services. 
•  Once registered, residents have access at all times during the day and evening (e.g. from 7 am until 11 pm) without use of a key. 
•  Access available outside these times.
•  Dinner served a minimum of six evenings a week with bar snack or equivalent available on seventh evening (unless hotel does not have a restaurant – i.e. metro or town house hotel, located close to choice of places to eat).
•  Room service as a minimum of hot and cold drinks and light snacks (e.g. sandwiches) during daytime and evening. Option to provide on request only, without need for full menu promoted in bedroom. Guests should be made aware of this service provision via room information and made aware of prices before ordering.
•  All bedrooms with en suite bathrooms.
•  Internal or direct dial telephone system required (minimum is ability to phone from bedroom to reception and vice versa).
•  Wi-Fi available in public areas.
	70-84% (In addition to the requirements for Three Star)
•  Expectation is for higher quality of service levels in all departments and in general higher staffing levels; as well as a serious approach and clear focus to the food and beverage offering.
•  All areas of operation should meet the Four Star level of quality for cleanliness, maintenance and hospitality, and for the quality of physical facilities and delivery of services. 
•  24 hour room service, including cooked breakfast and full dinner during restaurant opening hours. •  Once registered, residents should have 24 hour access, facilitated by on-duty staff. •  Enhanced services offered, e.g. Afternoon tea, offer of luggage assistance, meals at lunchtime, table service on request at breakfast.
•  At least one restaurant, open to residents and nonresidents, for breakfast and dinner seven days a week. Hotels without restaurants located within easy walking distance of a range of places to eat are required to serve as a minimum snacks/light refreshments in public areas/bedrooms, at least in core hours of between 7am to 11pm. 
•  All bedrooms with en suite bathrooms and all with WC and thermostatically controlled showers. 
•  Wi-Fi or internet connection provided in bedrooms.
	85-100% (In addition to the requirements for Four Star)
•  Excellent staffing levels with well-structured and dedicated teams with depth in management levels. 
•  Exceptional levels of proactive service and customer care. •  All areas of operation should meet the Five Star level of quality for cleanliness, maintenance, hospitality, and for the quality of physical facilities and delivery of services.
•  Hotel open seven days a week all year. 
•  Enhanced services offered e.g. valet parking, escort to bedrooms, proactive table service in bars and lounges and at breakfast, ‘concierge’ service, 24-hour reception, 24-hour room service, full afternoon tea. •  At least one restaurant, open to residents and non-residents for all meals seven days a week.
•  A minimum of 80% of bedrooms with en suite bathroom with WC, bath and thermostatically controlled shower, 20% may be shower only.
•  A choice of environments in public areas of sufficient relevant size to provide generous personal space.
 •  Additional facilities e.g. secondary dining, leisure, business centre, spa, etc. 
•  At least one permanent luxury suite available comprising of three separate rooms - bedroom, lounge and bathroom.




[bookmark: _GoBack]With respect to access, once registered, resident guests should have access to the hotel at all times and to appropriate staff as necessary 
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