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PREFACE 
 

Praise and gratitude we offer to the presence of God Almighty, 

who has given His grace and gifts so that the book entitled English 

for Hotel and Tourism: a Practical Guide to Professional 

Communication can be completed. The contents of this book include 

discussions on introduction to the hospitality industry, exploring 

hotel facilities, professional communication: room reservations  and 

handling  guest complaints, and  the art of tour guide. Finally, we 

hope that this book can be a useful reference and an inspiration for 

all readers. 

 

Padang,      Agustus 2026 
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CHAPTER 1 

INTRODUCTION TO THE 

HOSPITALITY INDUSTRY 
 

 

By Lies Faiza Suraya 

 

 

The hospitality industry is one of the most dynamic 
service sectors, directly oriented towards cross-cultural 
human interaction. In the context of globalization and the 
increasing mobility of international tourists, hotels can no 
longer be understood solely as accommodation providers, but 
rather as spaces for social, cultural, and linguistic encounters. 
Hotels serve as the starting point for the tourist experience, 
where first impressions are formed and perceptions of a 
destination are constructed through the quality of service 
provided. 

The very essence of the hotel industry is rooted in the 
concept of hospitality, namely the art of welcoming, engaging, 
and serving guests in a professional manner. Hospitality is not 
simply a set of operational procedures, but a service 
philosophy that prioritizes guest comfort, safety, and trust. 
The reference article emphasizes that true hospitality is 
created when guests feel understood, valued, and able to 
interact seamlessly, especially in the context of language and 
communication. 
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In a service industry like the hospitality industry, the 
product offered is intangible and heavily dependent on the 
quality of interactions between service providers and 
customers. Therefore, communication is a key element that 
brings the entire service process to life. Language serves not 
only as a means of conveying information but also as a 
medium of empathy that builds emotional connections 
between hotel staff and guests. Without effective 
communication, even the most sophisticated physical 
facilities and high operational standards will fail to deliver a 
meaningfulguest experience. 

Provides a critical reflection on hospitality practices in 
various international contexts, particularly through the 
example of the Italian hospitality industry, demonstrating 
how multilingual competence is consistently used to create a 
sense of security, clarity, and comfort for guests. This practice 
confirms that language skills, especially foreign languages, 
are not merely an added value but an integral part of 
professionalism in the hospitality and tourism industry. 

English, as the lingua franca of the global tourism 
industry, plays a strategic role in bridging linguistic and 
cultural differences. However, the use of English in a 
hospitality context is not solely focused on formal linguistic 
aspects. What is needed is professional communication skills 
that are contextual, functional, and service-oriented. The 
mistaken assumption that international guests must adapt to 
the local language can actually diminish the essence of 
hospitality and decrease the quality of the customer 
experience, as criticized in the reference article. 

Therefore, the understanding of the hospitality industry 
in this book is deliberately placed alongside discussions of 
language and communication. This chapter serves as a 
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conceptual foundation for understanding the inseparable 
relationship between hotels, hospitality, and language. 
Students and readers are expected not only to understand the 
structure and characteristics of the hospitality industry but 
also to recognize that the ability to communicate in English is 
a professional competency that determines service quality, 
guest satisfaction, and workforce competitiveness in the 
global industry. 

As an introduction, Chapter 1 will cover the basic 
concepts of the hotel industry, its relationship to the 
hospitality industry, the characteristics of hotel services, and 
the central role of language, particularly English, in building a 
professional and guest-oriented service experience. This 
discussion will lay the foundation for subsequent chapters, 
which will examine practical English communication skills in 
various work contexts within the hotel and tourism industry. 

 

1.1 Basic Concepts of Hospitality and Hotel 
Industry  

1.2.1 Definition of Hospitality As a Service Philosophy 

Hospitality is defined as a service philosophy 
centered on friendliness, empathy, and a commitment to 
creating positive experiences for guests through genuine 
attention and personalization (Adi et al., 2025). 

The Essence of Service Philosophy 

As a philosophy, hospitality goes beyond the 
ordinary service transaction; it encompasses the mental 
attitude of staff to anticipate guest needs, build 
emotional connections, and offer a sense of "home away 
from home" in a hotel or tourism environment. Its core 
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principle is service excellence, where every interaction is 
designed to deliver customer delight, satisfaction that 
exceeds expectations, such as the prompt handling of 
complaints or personal touches like a name-check. 

Applications in Industry 

This philosophy is implemented through 
organizational culture training that emphasizes values 
such as authenticity and inclusivity, distinguishing 
hospitality from other, more transactional service 
sectors. In the experience-based era, hospitality is the 
foundation of competitiveness, where guest loyalty relies 
on emotional perception rather than mere amenities. 

1.1.2 Definition of the Hotel Industry 

The hospitality industry is defined as a broad 
service sector focused on providing accommodation, 
food and beverage, and support services to tourists and 
travelers, with hospitality at the core of its operations. 

Main Scope 

This sector encompasses star-rated hotels, resorts, 
motels, hostels, and related services such as restaurants, 
event catering, and recreational facilities, all aimed at 
meeting the need for temporary accommodation on a 
commercial basis. Unlike other industries, hospitality is 
experience-oriented, where guest satisfaction is 
measured by the holistic experience from reservation to 
check-out. 

Economic Characteristics 

This industry is vulnerable to fluctuations in global 
tourism, pandemics, and digital trends, but contributes 
significantly to GDP through employment and foreign 
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exchange earnings, particularly in developing countries 
like Indonesia. Its structure involves a complex supply 
chain, from property management to multilingual 
marketing (Rifka et al., 2025). 

1.1.3 Hierarchical Relationship Between the Hospitality 

Industry and the Hotel Industry 

The hospitality industry is a broader concept that 
includes the hotel industry as one of its main pillars in 
the hierarchy of the tourism services sector. 

Overall Hierarchy 

The hospitality industry is a broad umbrella 
encompassing all hospitality services such as 
accommodation, food and beverage, tourism 
transportation, recreation, and event management, 
while the hotel industry specifically focuses on providing 
commercial lodging, ranging from star-rated hotels to 
resorts. This hierarchical relationship is inductive: the 
hotel industry serves as the operational foundation of 
hospitality, contributing approximately 40-50% of the 
sector's total revenue globally. 

Functional Interdependence 

The hotel industry relies on other hospitality 
elements like restaurants and spas to create a holistic 
experience, while the hospitality philosophy enriches 
hotel operations through personalized service 
standards. At the macro level, both support tourism 
growth, with hotels serving as hubs for the broader 
distribution of hospitality services. 
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1.1.4 Hotels as a Real Manifestation of Hospitality Values 

Hotels are a tangible manifestation of hospitality 
valuesthrough physical forms and services that translate 
friendliness, empathy, and genuine care into a holistic 
guest experience. 

Expression of Friendliness Values 

Hotel design, from the welcoming lobby to the 
comfortable rooms, directly reflects hospitality 
principles such as safety, inclusivity, and 
personalization, where every element is designed to 
make guests feel valued as "hosts." Services such as 
concierge services, butler service, and authentic 
welcomes are tangible evidence of the staff's 
anticipatory mindset, creating an emotional bond that 
distinguishes hotels from ordinary accommodations 
(Wulantari et al., 2024). 

Integration in Operations 

Hospitality values are embodied in ergo-iconic 
(efficient and symbolic) service standards, such as 
prompt complaint handling or a touch of local culture, 
which continuously enhance guest satisfaction and 
loyalty. In high-star hotels, additional amenities like spas 
and restaurants reinforce this philosophy, making the 
hotel a center of experience that transcends functional 
expectations. 
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1.2 Characteristics of Hospitality Products and 
Services 

1.2.1 Services as Intangible Products 

Services in the hospitality industry are intangible, 
meaning that guests cannot see, touch, smell, or taste the 
service product before consuming it, so that assessments 
depend on emotional experiences and perceptions. 

Characteristics of Intangibility 

This characteristic distinguishes services from 
physical goods; guests are buying the promise of 
experiences like room comfort or staff friendliness, 
which are only realized during the interaction and 
cannot be stored or tested beforehand. In hotels, 
intangible elements like the lobby's ambiance or check-
in efficiency are key determinants of satisfaction, even 
when tangible amenities like furniture are present. 

Marketing Challenges 

Because it's intangible, hotels address guest 
uncertainty through online reviews, strong branding, 
and physical cues like professional staff uniforms to 
build trust before the visit. The variability of experiences 
between guests demands consistent training to maintain 
high perceived quality. 

1.2.2 Simultaneous Production and Consumption of 

Services 

Hospitality services are characterized by 
production and consumption occurring simultaneously 
(simultaneity), where the guest must be physically 
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present to receive the service while the service is being 
produced by the staff. 

Characteristics of Simultaneous Processes 

This process means there is no separation between 
the provider (hotel) and the recipient (guest); for 
example, check-in, room service, or dinner at a hotel 
restaurant are created solely through direct interaction, 
without separate inventory or distribution like physical 
goods. This reliance on guest presence creates a real-
time service, where quality depends on the staff's 
immediate performance and the guest's response to the 
situation. 

Operational Implications 

Simultaneity demands tight coordination between 
front-line and back-office staff to ensure consistency, 
including intensive training to ensure every interaction 
delivers a positive experience, despite unpredictable 
human factors. In the hospitality industry, this has driven 
innovations like digital self-check-in to reduce reliance 
on direct contact while maintaining a personal touch. 

1.2.3 The Role of Human Interaction in Service Quality 

Human interaction is a central element in 
determining the quality of hospitality services, as guest 
experience depends on emotional communication, 
empathy, and staff responsiveness that create a sense of 
appreciation. 

Key Factors of Interaction 

Interpersonal communication, including verbal 
(courtesy, clarity of instructions) and nonverbal (eye 
contact, smiling, body language), directly influences 
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perceptions of quality, with front-line staff such as 
receptionists or waitstaff acting as the "face" of the hotel. 
Proactive behaviors such as anticipating needs (e.g., 
greeting guests by name) and quickly handling 
complaints build trust and loyalty, even with the 
availability of supporting technology (Tania & Hamson, 
2024). 

Impact on Guest Satisfaction 

Soft skills training, such as hospitality and cultural 
sensitivity, ensures consistent service amidst human 
variability, which AI struggles to fully replace due to its 
emotional element. In high-star hotels, supervisory roles 
like captains reinforce these interactions through team 
coordination, resulting in positive reviews and repeat 
visits. 

1.2.4 Guest Perception as the Main Indicator of Service 

Satisfaction 

Guest perception is a key indicator of service 
satisfaction in the hospitality industry because it is 
subjective and reflects an emotional evaluation of the 
holistic experience, not just the physical facilities. 

Factors that Form Perception 

Perceptions are formed from the simultaneous 
interaction of pre-visit expectations (from advertising 
and online reviews) with service realities such as staff 
friendliness, responsiveness, and quality consistency. 
Nonconformances lead to dissatisfaction even when 
objective standards are met. Intangible elements such as 
a friendly atmosphere or personalized complaint 
handling are often more influential than tangible 
attributes such as room size (Arsani et al., 2024). 
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Measurement and Impact 

This indicator, measured through Net Promoter 
Score (NPS), digital reviews, and post-stay surveys, 
predicts loyalty and word-of-mouth; guests with positive 
perceptions are three times more likely to refer guests 
than those with negative ones. Top hotels leverage this 
for continuous improvement, increasing occupancy by 
15-20% through personalized, data-driven perceptions. 

 

1.3 Hospitality Industry in a Global Context 

1.3.1 Development of the Global Hospitality and Tourism 

Industry 

The global hospitality and tourism industry 
continues to thrive, driven by post-pandemic recovery, 
technological innovation, and shifting traveler 
preferences, such as those favoring authentic 
experiences among Gen Z travelers. 

Key Hospitality Trends 

The hospitality industry faces challenges such as 
inflation, debt constraints, and labor shortages, 
prompting many hotel chains to shift to asset-light 
models for operational efficiency. The luxury hotel sector 
is growing in emerging markets like Indonesia, while 
technology and sustainability are shaping personalized 
and eco-friendly guest experiences. The global 
hospitality market is projected to reach $5.8 trillion by 
2027, with a full recovery in the Americas, Europe, and 
the Middle East by 2024. 
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Global Tourism Dynamics 

Global tourism is shifting, with Gen Z and 
millennials dominating destinations through social 
media and AI, as well as new tourist sources from South 
Asia and the Middle East. Trends for 2026 include 
cultural immersion, ecotourism, nature adventures, and 
culinary and wellness, opening up significant 
opportunities for Indonesia. Overall, this sector is 
growing rapidly, with tourist arrivals increasing to 1.4 
billion since 1950, supported by infrastructure 
investment and new flight routes. 

Opportunities and Challenges 

Sustainability is a focus, including green skills in the 
hospitality TVET curriculum for energy efficiency and 
waste management. The staycation and workcation 
trends are driving service innovation in urban areas, 
increasing hotel occupancy. However, markets like China 
are slowing down post-pandemic, with an emphasis on 
building conversions rather than new construction 
(Riswano et al., 2025). 

1.3.2 Hospitality as an Experience-Based Service Sector 

(Experience-Based Industry) 

Hospitality is a service sector that is highly 
dependent on guest experience (experience-based 
industry), where the main value lies in creating 
emotional moments and positive memories rather than 
simply providing physical facilities (Adi et al., 2025). 
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Main Characteristics 

This industry is intangible, so it focuses on holistic 
interactions from reservation to check-out, including 
personalized service and rapid response to guest needs. 
The guest experience encompasses sensory, emotional, 
and cognitive elements, distinguishing it from other 
service sectors, such as leisure, business, or lifestyle 
hotels. 

Impact on Satisfaction 

Positive experiences drive customer delight—a 
feeling of satisfaction exceeding expectations—which 
increases loyalty, recommendations, and repeat 
occupancy. Superior customer service, such as 
anticipating needs and quickly handling complaints, is 
the foundation of a hotel's positive image and online 
reputation. 

The Role of Technology 

Technologies like AI, IoT, and PMS systems support 
personalization (e.g., automated room assignments) and 
efficiency, enriching the guest experience without 
diminishing the human touch. This trend makes hotels 
more competitive through data-driven decisions and 
innovations like smart rooms. 

1.3.3 Challenges of Globalization, Tourist Mobility, and 

Cultural Diversity 

Globalization, increasing international tourist 
mobility, and cultural diversity pose complex challenges 
for the hospitality and tourism industry, particularly in 
maintaining authenticity while meeting global 
expectations. 
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Impact of Globalization 

Globalization has driven the international 
standardization of hotel services, but it has often led to 
the homogenization of local cultures, where indigenous 
traditions are replaced by foreign practices to attract 
mass tourism. High tourist mobility, aided by technology 
and low-cost flights, has increased the number of visits 
by billions annually, putting a strain on infrastructure 
and the environment in popular destinations (Rahayu et 
al., 2025). 

Challenges of Tourist Mobility 

The rise in international tourism demands rapid 
adaptation to diverse preferences, such as halal, vegan, 
or accessibility, while managing overtourism that 
damages cultural sites like Bali and Komodo. The 
previous pandemic accelerated the shift to sustainable 
tourism, but the global recovery has instead triggered a 
surge in mobility that is difficult to control (Gabriella et 
al., 2023). 

Managing Cultural Diversity 

Cultural diversity necessitates multicultural staff 
training for effective communication, avoiding 
misunderstandings such as differing dining or privacy 
norms across countries. Strategies such as cultural 
competence and ecotourism help preserve local identity, 
although the commercialization of traditional 
ceremonies often erodes their original meaning (Amelia 
et al., 2025). 
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1.3.4 The Role of Cross-Language Communication in 

Creating a Sense of Security and Trust Among Guests 

Cross-language communication plays a crucial role 
in the hospitality industry by building a sense of security 
and trust among international guests, especially amidst 
the diverse mobility of global travelers. 

 

Building Guest Trust 

Multilingual communication, such as in English, 
Mandarin, or through translation apps, reduces cultural 
misunderstandings and ensures guests feel understood, 
enhancing emotional comfort from reservation to check-
out. Fluent multilingual staff can accurately explain local 
norms, preventing conflict and strengthening the hotel's 
perception as an inclusive destination. 

Implementation Strategy 

Language training for hotel employees, multilingual 
signage, and AI technologies like translation chatbots are 
effective tools for personalizing service, which in turn 
increases positive reviews and guest loyalty. In 
destinations like Yogyakarta, this approach has been 
proven to increase traveler satisfaction through easy 
access to information and meaningful interactions. 

Impact on Overall Experience 

With seamless cross-language communication, 
guests feel safe from the risk of miscommunication, such 
as incorrect orders or incorrect directions, which are 
often the top complaints in global reviews. This not only 
supports guest retention but also strengthens the hotel's 
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competitiveness in the increasingly global tourism 
market. 

 

1.3 Language as the Core of Hospitality Services 

1.3.1 Language as a Tool to Build Guest Comfort and Trust 

Language serves as a primary tool for building guest 
comfort and trust in the hospitality industry through 
clear, inclusive, and empathetic cross-cultural 
communication.  

The Role of Verbal Communication 

The use of appropriate language, such as standard 
English or multilingual staff, in international hotels 
reduces barriers to understanding, allowing guests to 
confidently express their needs and feel heard, creating 
a sense of emotional security. Simple phrases like 
"Welcome" in the guest's native language or Multilingual 
signage or clear check-in instructions reinforce the 
perception of authentic hospitality. Furthermore, 
language training for hotel employees are effective tools 
for personalizing service, which in turn increases 
positive reviews and guest loyalty. In destinations like 
Bali Yogyakarta, this approach has been proven to 
increase traveler satisfaction through easy access to 
information and meaningful interactions. 

Implementation Strategy 

Multilingual signage and language training for hotel 
employees, and AI technologies like translation chatbots 
are effective tools for personalizing service, which in 
turn increases positive reviews and guest loyalty. In 
destinations like Yogyakarta, this approach has been 
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proven to increase traveler satisfaction through easy 
access to information and meaningful interactions. 

 

Impact on Trust 

Adaptive language, including a friendly tone and 
culturally sensitive terms, builds trust by preventing 
miscommunications like incorrect food orders or 
location directions, which often lower online reviews. In 
multicultural destinations like Indonesia, multilingual 
staff increase guest loyalty by up to 30%, as guests feel 
valued and protected from travel uncertainty. 

1.3.2 Two-Way Communication in Hotel Services 

Two-way communication in hotel service involves 
dynamic interactions between staff and guests, where 
real-time feedback allows for service adjustments to 
enhance personal satisfaction. 

Two-Way Interaction Form 

This process involves active listening when guests 
express preferences or concerns, followed by a prompt 
response such as verbal confirmation of understanding 
or corrective action, distinguishing transactional from 
experiential service. For example, at check-in, the 
receptionist asks, "Are there any special requests?" and 
offers immediate solutions based on the guest's answer. 

Operational Benefits 

Two-way communication builds trust through 
transparency, reduces cultural misunderstandings, and 
increases NPS by up to 25% through feedback that is 
translated into improvements such as menu specials or 
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room layouts. In modern hotels, digital channels like 
WhatsApp chat complement face-to-face interactions for 
24/7 flexibility (Arsani et al., 2024). 

1.3.3 Multilingual Competence as a Professional Standard 

in the Hospitality Industry 

Multilingual competence has become an essential 
professional standard in the global hospitality industry, 
enabling staff to serve guests from diverse backgrounds 
effectively and personally. 

The Essence of Professional Standards 

Proficiency in a foreign language such as English, 
Mandarin, Arabic, or Korean is not just an additional skill, 
but a key recruitment requirement for front-line 
positions, as it facilitates smooth communication, 
reduces miscommunication, and improves perceived 
service quality by up to 40%. Certifications such as 
TOEIC or specialized multilingual training are becoming 
career benchmarks, especially in 4-5 star hotels and 
international tourist destinations. 

Applications in Daily Operations 

Staff with this competency can accurately handle 
reservations, complaints, or local recommendations in 
the guest's language, building instant trust and loyalty, as 
in Balinese resorts that cater to 70% foreign tourists. 
This trend is supported by AI translation technology, but 
human interaction remains a priority for emotional 
nuance. 
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1.3.4 Language as a Differentiator Between Transactional 

Services and Emotional Experiences 

Language is a crucial differentiator between 
transactional services (merely fulfilling basic needs) and 
emotional experiences (deep affective bonds) in the 
hospitality industry, through the ability to create 
personal and authentic connections. 

Transactional Services 

At the transactional level, language is used 
functionally, such as standard check-in instructions or 
order confirmations, which are efficient but impersonal, 
resembling retail transactions without leaving an 
emotional impression on the guest. This limitation is 
often seen in budget hotels, where communication is 
limited to the essentials, resulting in low satisfaction 
despite smooth operations. 

Emotional Experience 

Conversely, adaptive and empathetic language, such 
as multilingual local stories or personalized 
compliments, builds emotional bonds, making guests feel 
special and return for the memories, not just the 
amenities. In premium hotels, this approach increases 
loyalty by up to 35%, as guests experience a "home away 
from home" through cultural nuances and genuine 
attention. 
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1.4 English as a Working Language in the Hotel 
and Tourism Industry 

1.4.1 English as the Lingua Franca of the Global Tourism 

Industry 

English serves as the primary lingua franca in the 
global tourism industry, facilitating cross-cultural 
communication between tourists, hotel staff, guides, and 
business people from various countries (Syafitri et al., 
2023). 

Global Strategic Role 

As an international language, English enables rapid 
information exchange for reservations, destination 
promotions, and business negotiations, particularly in 
the aviation, hospitality, and digital platforms like 
Booking.com. In destinations like Indonesia, English 
proficiency enhances competitiveness by reaching 70% 
of international tourists, while supporting ICAO 
standards for transportation safety (Abimanto et al., 
2023). 

Impact on the Tourism Industry 

English proficiency promotes guest satisfaction 
through fluent interactions, professional training, and 
economic expansion, although challenges such as local 
skills gaps require ongoing programs. This strengthens 
tourism's position as a major foreign exchange earner in 
developing countries. 
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1.4.2 Function of English in Hotel Operations (Front 

Office, Food & Beverage, Housekeeping) 

English plays a vital function in hotel operations in 
the front office, food & beverage, and housekeeping 
departments, as a standard means of communication 
with international guests to ensure smooth service 
(Mahena et al., 2025). 

Front Office 

At the front office, English is used for reservations, 
check-in/out, and complaint handling through standard 
phrases such as "How may I assist you?" or "Your room 
is ready," reducing errors and establishing a professional 
impression. This skill is crucial for coordinating with 
international guests, where language barriers often lead 
to operational issues such as overbookings. 

Food & Beverage 

The F&B department utilizes English for bilingual 
menus, ordering, and banquet service, with phrases like 
"Would you like the menu?" or "Enjoy your meal," 
supporting international events and enhancing guest 
satisfaction. This facilitates accurate communication 
about food allergies or preferences, essential in a resort 
hotel. 

Housekeeping 

In housekeeping, this language is applied when 
interacting with guests via "May I clean your room now?" 
or reporting maintenance such as "I'll report the issue," 
complete with cleaning equipment vocabulary (mop, 
sheets). This allows for quick responses to additional 
requests such as extra towels, maintaining cleanliness 
standards without miscommunication. 
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1.4.3 Linguistic Assumption Errors and Their Impact on 

Service Quality 

Linguistic assumption errors, such as translating 
directly from the mother tongue to English or assuming 
guests' understanding of local idioms, often degrade 
hotel service quality by causing miscommunication and 
dissatisfaction (Mahena et al., 2025). 

Common Types of Errors 

These errors include omission (omitting keywords, 
40%), misinformation (incorrect sentence structure, 
35%), and overgeneralization, often due to literal 
translations that ignore English grammar, such as 
incorrectly using "seat" instead of "with" in a F&B 
context. In the front office, these assumptions result in 
ambiguous instructions at check-in, while in 
housekeeping they lead to errors such as 
misunderstanding requests for extra amenities 
(Purwaningsih, 2013). 

Impact on Service Quality 

Linguistic miscommunication leads to guest 
frustration, negative online reviews, and a 25% decrease 
in repeat visits, as guests feel unappreciated or unsafe. 
Operations are disrupted by repeated complaints, 
overbookings due to incorrect confirmations, and a loss 
of trust, particularly among non-English travelers, such 
as those from Asia or the Middle East. 

1.4.4 Best Practices for English Communication in an 

International Guest Service Context 

Best practices for English communication in 
international guest service in hospitality emphasize 
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simplicity, empathy, and practical training to build 
positive and professional experiences (Khabib et al., 
2025). 

Effective Communication Techniques 

Use simple, clear, and polite language such as 
standard phrases ("Welcome, how may I assist you?") 
with correct pronunciation, avoid jargon, and confirm 
understanding through paraphrasing ("Did I understand 
correctly that you need...?"). Combine this with non-
verbal communication such as smiling, eye contact, and 
open body language to overcome linguistic barriers, 
especially with non-native guests. 

Training and Role-Play 

Interactive training, such as role-playing check-in, 
handling complaints, and cultural sensitivity through 
simulations, increases staff confidence by up to 50%. It 
focuses on basic grammar, contextual vocabulary (e.g., 
amenities, directions), and quick responses. This 
approach has been effective in Indonesian hotels for 
Asian-European guests, with follow-up via WhatsApp 
groups for ongoing practice. 

Long-Term Benefits 

This practice increases guest satisfaction, positive 
reviews, and loyalty, making hotels globally competitive 
through a friendly and inclusive image. 
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1.5 Language Competence and Professionalism of 
Hotel Human Resources 

1.5.1 Linguistic Competence as Part of Service 

Competence 

Linguistic competence is an integral part of service 
competence in the hospitality industry, complementing 
technical and emotional skills to create effective and 
satisfying guest interactions. 

Main Components of Competence 

These competencies include mastery of functional 
vocabulary (such as reservation or housekeeping 
phrases), basic grammar, and clear pronunciation, 
integrated with soft skills such as empathy and cultural 
adaptation to handle multilingual guests. Without 
linguistic skills, service remains hampered even with 
excellent facilities, as 60% of guest complaints stem from 
miscommunication. 

Integration in Service Training 

Holistic training combines linguistics with 
operational role-playing (front office, F&B), making it a 
standard of professional competency evaluated through 
TOEIC or simulation, thereby improving the overall 
perception of service quality. 

1.5.2 Relationship Between Language Skills, Staff Self-

Confidence and Job Satisfaction 

Language skills, especially English, have a positive 
relationship with staff confidence and job satisfaction in 
the hospitality industry, as they enable smooth 
interactions with international guests which enhances a 
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sense of competence and professional accomplishment 
(Khabib et al., 2025). 

Relationship with Self-Confidence 

English language training increases staff confidence 
by 40-50% through role-playing and simulations, 
reducing anxiety about speaking with foreign guests and 
strengthening self-perceptions as global professionals. 
Fluent staff feel more confident handling complaints or 
personalizing services, creating a positive cycle between 
linguistic ability and self-efficacy (Ni Luh Desy Suari et 
al., 2026). 

Influence on Job Satisfaction 

This capability correlates with higher job 
satisfaction (up to 63% of the variance), as staff 
experience positive feedback from satisfied guests, 
reducing turnover and increasing motivation through a 
sense of recognition for team contributions. In 
Indonesian hotels, this is evident in improved front-line 
performance, which impacts employee self-image and 
retention. 

1.5.3 The Impact of Language Skills on Employability in 

the Hospitality Industry 

Language skills, especially English, significantly 
increase employability in the hospitality industry by 
being a top priority in recruitment and career promotion, 
as it meets the need for communication with 
international guests (Efendi, 2025). 

Impact on Recruitment 

3-5 star hotels prioritize English proficiency in front 
office and F&B selection (up to 63% of job readiness 
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variation), with in-person interviews assessing fluency, 
attitude, and grooming, so fluent candidates are 3x more 
likely to be hired than weak ones. In the global market, 
multilingual staff are moving into managerial positions 
more quickly, such as Guest Relations Manager, to 
support the expansion of international hotel chains. 

Long-Term Career Impact 

This skill opens up job opportunities in premium 
hotels, resorts, or abroad, with salary increases of 20-
30% and low turnover thanks to the high confidence 
gained from successful interactions. In Indonesia, 
tourism graduates with ESP (English for Specific 
Purposes) certification have a 79% higher employability 
rate, particularly in Bali and Jakarta. 

 

1.6 Relevance of Learning English for Hotels and 
Tourism 

1.6.1 The Need for Professional Context-Based Language 

Learning 

Professional context-based language learning in the 
hospitality industry is necessary to equip staff with 
functional communication skills that are directly 
applicable in daily operations, such as front office and 
international guest service. 

Characteristics of Needs 

This approach focuses on English for Specific 
Purposes (ESP), encompassing contextual vocabulary 
(check-in phrases, menu descriptions), realistic role-play 
simulations, and essential grammar to avoid 
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miscommunication, as 70% of hotel staff needs stem 
from guest interactions, not general theory. This need is 
urgent in non-English-speaking countries like Indonesia, 
where Asian-European tourists dominate, requiring 
intensive 3-6 months of pre-employment training 
(Guntoro, 2021). 

Benefits of a Contextual Approach 

Task-based learning increases guest confidence, job 
readiness, and satisfaction by 50% through accurate 
responses, unlike general teaching that is less relevant to 
scenarios such as handling complaints or upselling 
rooms. 

1.6.2 English As a Strategic Skill, Not Just Academic 

English is a strategic skill in the hospitality industry, 
not just an academic one, as it directly supports global 
competitiveness through effective communication with 
international guests and business operations. 

Operational Strategic Role 

As a lingua franca, English enables staff to handle 
reservations, complaints, and upselling professionally, 
increasing guest satisfaction by up to 30% and 
improving the hotel's reputation on global platforms like 
TripAdvisor. Practical training, such as role-playing, 
focuses on business functions rather than memorizing 
grammar, accelerating adaptation to the dominant 
Asian-European travel market. 

Competitive Advantage 

This skill is a "golden ticket" to career expansion and 
hotel economic growth, with international chains 
prioritizing fluent staff for global partnerships and 
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increased foreign exchange earnings. In Indonesia, 
integration with local wisdom makes it a strategic tool 
for sustainable tourism, not just a school subject. 
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CHAPTER 2 

EXPLORING HOTEL FACILITIES 
 

By Kurnia 

 

 

2.1 Introduction to Hotel Facilities 

Hotel facilities are all the physical spaces, services, and 

amenities provided by a hotel to fulfill the needs and 

expectations of its guests. In the hospitality industry, facilities 

are not only supporting elements but also the main attraction 

that influences guests’ decisions to stay, return, or 

recommend the hotel to others (Jones, et al 2004). For 

students of English for Hotel and Tourism, understanding 

hotel facilities is fundamental because daily communication 

with guests is closely related to explaining, offering, and 

solving problems about those facilities. 

In real hotel operations, guests frequently ask questions 

such as “What facilities are available in this hotel?”, “Is 

breakfast included?”, or “Where is the fitness center located?” 

Hotel staff must be able to respond clearly, politely, and 

professionally in English. Therefore, learning about hotel 

facilities is not limited to memorizing vocabulary; it also 

involves understanding the function of each facility, the 

appropriate expressions to describe it, and the standard 

procedures related to guest service. 
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Hotel facilities vary depending on the type and class of 

the hotel. A budget hotel usually provides basic facilities such 

as guest rooms, a small restaurant, and limited public areas. In 

contrast, a four- or five-star hotel may offer a wide range of 

facilities including swimming pools, spa centers, ballrooms, 

business centers, children’s playgrounds, and various food 

and beverage outlets (Kasavana, et al, 2017). Each facility is 

designed to meet different guest needs business travelers 

require meeting rooms and high-speed internet, while family 

tourists may look for recreational areas and kids clubs. 

From a communication perspective, hotel facilities 

become important topics in several situations. First, during 

the reservation process, guests often ask about available 

amenities before making a booking. Second, at check-in, 

receptionists usually introduce key facilities such as breakfast 

location, Wi-Fi access, or operating hours of the pool. Third, 

during the stay, guests may request directions, make 

reservations for certain facilities, or report problems related 

to them. All these interactions require accurate English 

expressions and good service attitude. 

Understanding hotel facilities also helps students 

develop professional vocabulary. Words such as lobby, 

concierge, banquet hall, room service, laundry service, and 

executive lounge are frequently used in hospitality 

communication. Without sufficient knowledge of these terms, 

staff may find it difficult to assist international guests. 

Moreover, each facility has specific collocations and 

expressions, for example “make a reservation at the 

restaurant,” “book the meeting room,” or “use the 

complimentary shuttle service.” 



 
English for Hotel and Tourism: 

a Practical Guide to Basic Spoken English 
 

 

 

  

 

35 

Another important aspect is the relationship between 

facilities and guest satisfaction. Facilities represent the 

tangible quality of a hotel. Clean rooms, well-maintained 

swimming pools, comfortable restaurants, and reliable 

internet access create positive impressions. When staff can 

explain these facilities confidently in English, guests feel more 

secure and valued. On the other hand, poor explanations or 

misunderstandings may lead to complaints even if the 

facilities are actually good (Medlik, S., & Ingram, H. 2002). 

This sub-chapter aims to introduce learners to the 

general concept of hotel facilities as the foundation for further 

sections. Students are expected to recognize different types of 

facilities, understand their functions, and practice basic 

expressions used to describe them. By mastering this 

introductory knowledge, learners will be better prepared to 

handle real communication tasks in hotels such as giving 

information, offering services, promoting facilities, and 

responding to guest inquiries. 

In conclusion, hotel facilities are at the heart of hospitality 

services, and the ability to talk about them effectively in 

English is a key competence for future hotel and tourism 

professionals. The following sub-chapters will explore specific 

categories of facilities, practical dialogues, and language 

exercises to strengthen students’ communicative skills. 

 

2.2 Types of Hotel Facilities 

Hotel facilities can generally be classified into several 

main categories based on their functions and the needs of 

guests. Understanding these categories helps hotel staff 
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explain services more clearly and guide guests to the right 

places. The first category is accommodation facilities, which 

include guest rooms, suites, connecting rooms, and accessible 

rooms for guests with special needs. These facilities are the 

core product of any hotel because they provide comfort, 

privacy, and security for travelers. 

The second category is food and beverage facilities. Most 

hotels operate restaurants, coffee shops, bars, and room 

service. These outlets serve not only hotel guests but also 

outside visitors. Staff must be able to explain menus, operating 

hours, and reservation procedures. The third category is 

recreational facilities such as swimming pools, fitness centers, 

spas, and children’s playgrounds. These facilities add value to 

the guest experience, especially for leisure tourists and 

families. 

Another important category is business facilities. 

Business travelers usually need meeting rooms, conference 

halls, projectors, and high-speed internet access. Many hotels 

also provide a business center with printing and photocopying 

services. The last category is supporting facilities, including 

parking areas, laundry services, shuttle buses, prayer rooms, 

and ATM centers. Although these facilities are not the main 

product, they strongly influence guest satisfaction. 

Example Situation 

A receptionist in a three-star hotel in Makassar explains 

the facilities to a new guest: 

Receptionist: “Welcome to our hotel, Mr. Ahmad. We have 

a restaurant on the first floor that serves breakfast from 6 to 

10 a.m. The swimming pool and fitness center are located on 
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the rooftop. If you need laundry service, please dial 0 from 

your room. We also provide a free shuttle to Losari Beach 

every afternoon.” 

Guest: “Do you have a meeting room? I plan to meet my 

colleagues tomorrow.” 

Receptionist: “Yes, sir. Our meeting room is on the second 

floor and can accommodate up to 40 people. I can help you 

make a reservation.” 

This example shows how knowledge of different types of 

facilities enables staff to communicate professionally and 

respond to guest needs effectively. 

 

2.3 Describing Hotel Facilities 

The ability to describe hotel facilities clearly and 

attractively is one of the most important communication skills 

for hotel staff. Guests often rely on staff explanations before 

deciding to use a service, make a reservation, or upgrade their 

room. Therefore, descriptions must be informative, polite, and 

easy to understand. In English for hospitality, staff usually 

describe facilities by mentioning the name, location, function, 

and special features (Rutherford et al, 2007). 

There are several common patterns used to describe 

hotel facilities. The first pattern is introducing availability, 

such as: 

Our hotel provides a fully equipped fitness center. 

We offer 24-hour room service. 

The hotel has an outdoor swimming pool and a spa. 
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The second pattern focuses on location: 

The meeting rooms are on the second floor. 

The business center is beside the concierge desk. 

The third pattern explains features and benefits: 

The ballroom can accommodate up to 300 guests. 

Our spa offers traditional Indonesian treatments. 

High-speed Wi-Fi is available in all areas. 

Using positive adjectives such as comfortable, modern, 

spacious, relaxing, and well-equipped can make the 

description more attractive. However, staff should avoid 

exaggeration and always provide accurate information. 

Sample Dialogue 

Guest: “Could you tell me about your hotel facilities?” 

Receptionist: “Certainly, sir. We have a restaurant serving 

international and local dishes, a swimming pool on the third 

floor, and a fitness center that is open from 6 a.m. to 9 p.m. We 

also provide free Wi-Fi in all rooms.” 

Guest: “Is there any facility for children?” 

Receptionist: “Yes, we have a kids club next to the pool area 

where children can play safely.” 

Practice Tips 

When describing facilities, remember to: 

1. Speak slowly and clearly. 

2. Mention operating hours. 

3. Add simple benefits for the guest. 
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4. Offer assistance for reservations. 

Mastering these expressions will help future hotel 

professionals deliver excellent service and create a positive 

first impression for international guests. 

 

2.4 Giving Directions to Facilities 

In daily hotel operations, guests frequently ask for 

directions to various facilities such as restaurants, meeting 

rooms, swimming pools, or restrooms. The ability to give clear 

and polite directions in English is therefore essential for all 

hotel staff, especially receptionists, concierge officers, and 

guest relations personnel. Good directions help guests feel 

comfortable, save time, and create a professional image of the 

hotel. 

When giving directions, staff should use simple language, 

short sentences, and familiar landmarks inside the hotel. 

Common expressions include: 

Go straight ahead and turn left. 

Take the elevator to the third floor. 

The restaurant is next to the lobby. 

The gym is opposite the spa. 

It’s at the end of the corridor. 

It is also important to begin with polite opening phrases 

such as “Certainly, sir,” “With pleasure, ma’am,” or “Let me 

show you the way.” If the location is complicated, staff can 

offer to accompany the guest rather than only giving verbal 

instructions. 
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Sample Dialogue 1 

Guest: “Excuse me, how can I get to the meeting room?” 

Staff: “Certainly, sir. Please take the elevator to the second 

floor, then turn right. The meeting room is beside the business 

center.” 

Guest: “Thank you for your help.” 

Staff: “You’re welcome. Please enjoy your meeting.” 

Sample Dialogue 2 

Guest: “Where is the swimming pool?” 

Staff: “The swimming pool is on the rooftop. Go straight 

through the lobby, take the lift to the fifth floor, and you will 

see the pool next to the spa.” 

Practical Tips 

Use gestures or a hotel map when possible. 

Avoid saying only “there” or “over there.” 

Confirm understanding: “Is that clear, sir?” 

Offer further help: “I can escort you if you like.” 

Mini Practice 

Students practice in pairs: 

Student A asks for directions to the restaurant, gym, and 

parking area. 

Student B gives directions using at least three 

expressions above. 
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Clear and courteous directions are a simple but powerful 

way to show hospitality and professionalism in hotel 

communication. 

 

2.5 Explaining Rules and Operating Hours 

Every hotel facility operates under certain rules and 

schedules to ensure safety, comfort, and smooth service. Hotel 

staff must be able to explain these rules and operating hours 

politely and clearly in English. Guests may come from different 

cultural backgrounds, so explanations should sound 

informative rather than commanding. 

The most common information delivered by staff 

includes opening and closing times, dress codes, safety 

regulations, and usage procedures. Standard expressions used 

are: 

The swimming pool is open from 7 a.m. to 8 p.m. 

Smoking is not allowed inside the building. 

Children must be accompanied by adults in the pool area. 

Please wear proper sports shoes in the fitness center. 

Using polite markers such as please, kindly, and for your 

safety helps soften the message. Instead of saying “You cannot 

smoke here,” staff should say “I’m sorry, smoking is not 

permitted in this area.” 

Sample Dialogue 

Guest: “Can I use the gym at night?” 
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Staff: “The fitness center is open until 9 p.m., sir. After that 

time it will be closed for cleaning.” 

Guest: “Is there any dress code?” 

Staff: “Yes, please wear sports attire and proper shoes for your 

comfort and safety.” 

Handling Special Situations 

Sometimes guests request exceptions, for example late 

swimming or bringing outside food. Staff should respond 

professionally: 

“I’m afraid outside food is not allowed in the restaurant, 

but you may enjoy it in your room.” 

“The pool is closed after 8 p.m. for maintenance; however, it 

will reopen tomorrow at 7 a.m.” 

Practice Activity 

Students read several situations and choose the best 

explanation: 

1. A guest wants to smoke in the lobby. 

2. A family asks about breakfast time. 

3. A visitor wants to use the parking area overnight. 

Through mastering these expressions, future hotel 

employees will be able to maintain hotel standards while 

keeping communication friendly and respectful. 

 

2.6 Promoting Hotel Facilities 

Promoting hotel facilities is an important part of 

hospitality communication. Hotel staff are not only 
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responsible for giving information but also for encouraging 

guests to use available services ( David K at al 2009) (Mill, 

Robert Christie. 2011). Effective promotion increases guest 

satisfaction and hotel revenue at the same time. To promote 

facilities successfully, staff need persuasive language, friendly 

attitude, and good product knowledge. 

1. There are several useful expressions for promoting hotel 

facilities: 

2. We highly recommend trying our international buffet 

dinner. 

3. You may enjoy a relaxing massage at our spa after your 

trip. 

4. Our rooftop café offers a beautiful sunset view. 

5. For your convenience, we provide a free airport shuttle 

When promoting, staff should focus on benefits for the 

guest rather than only mentioning the facility name. For 

example, instead of saying “We have a spa,” it is better to say 

“Our spa can help you relax and refresh after a long journey.” 

Upselling Techniques 

Upselling means offering a better or additional service 

politely: 

Would you like to upgrade to a deluxe room with ocean view? 

For only a small additional charge, you can enjoy breakfast 

included. 

We have a special discount for today’s dinner buffet. 
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Sample Dialogue 

Receptionist: “While staying with us, you might like to 

visit our spa. We have a special promotion for guests today.” 

Guest: “That sounds interesting. What kind of treatments do 

you offer?” 

Receptionist: “We offer traditional massage and 

aromatherapy. It’s perfect for relaxing after your flight.” 

Mini Case Example 

In a hotel in Bali, the receptionist notices a couple 

celebrating their anniversary. She says: 

“Congratulations on your anniversary, Mr. and Mrs. Lee. 

We have a romantic dinner package at the rooftop restaurant 

tonight with live music. I can help you reserve a table if you 

wish.” 

The guests feel appreciated and decide to book the 

package. This shows how promotion combined with personal 

attention can improve guest experience. (Michael J., &  Steven. 

2019) 

Practice 

Students create promotional sentences for: 

Swimming pool 

Family restaurant 

Laundry service 

Through appropriate promotional language, hotel staff 

can build positive relationships while increasing the use of 

hotel facilities. 
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2.7 Handling Guest Questions and Complaints 

In hotel operations, not all interactions run smoothly. 

Guests often ask detailed questions about hotel facilities, and 

sometimes they express dissatisfaction when services do not 

meet their expectations. The ability to handle questions and 

complaints professionally in English is therefore a crucial 

competence for hotel staff. A calm, polite, and solution-

oriented response can turn an unhappy guest into a loyal 

customer. In the hospitality industry, effective communication 

is not only about providing information but also about 

maintaining guest trust, comfort, and satisfaction. 

Handling guest inquiries and complaints requires 

patience, empathy, active listening, and problem-solving skills 

(Bhatnagar, S. K. 2009). Hotel employees, especially 

receptionists, concierge officers, guest relation officers, and 

restaurant staff, interact directly with guests from different 

cultural and linguistic backgrounds. Therefore, they must be 

able to communicate clearly, respectfully, and professionally 

in various situations. Misunderstandings or inappropriate 

responses may negatively affect the hotel’s reputation and 

guest experience (Powers, et al, 2006). 

Common Guest Questions 

Guests usually ask questions related to hotel facilities, 

services, prices, schedules, and procedures (Chuck Y et al, 

2009.). These questions may occur during check-in, during the 

stay, or before check-out. Hotel staff should respond 

confidently and accurately while maintaining a friendly 

attitude. 
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Some common guest questions include: 

Is Wi-Fi free in the rooms? 

Do you have a laundry service? 

Can I reserve the meeting room for tomorrow? 

Is the swimming pool open for children? 

What time is breakfast served? 

Is airport transportation available? 

Can I request an extra bed? 

Where can I exchange foreign currency? 

Do you provide halal food? 

Is late check-out possible? 

Staff members should answer briefly, clearly, and politely 

while offering additional assistance if necessary. Guests 

appreciate responses that are informative and attentive. 

Examples of professional responses include: 

Yes, the Wi-Fi is complimentary for all guests. 

Certainly, I can arrange the laundry service for you. 

The meeting room is available; may I know the time you need? 

Yes, children are allowed in the swimming pool under adult 

supervision. 

Breakfast is served from 6 a.m. until 10 a.m. at the Jasmine 

Restaurant. 

We provide airport shuttle service every two hours. 

I would be happy to assist you with an extra bed request. 
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In hospitality communication, tone of voice and word 

choice are extremely important. Hotel staff should avoid 

sounding impatient or indifferent. Expressions such as 

“Certainly,” “With pleasure,” “I would be happy to help,” and 

“Allow me to assist you” create a more professional and 

welcoming atmosphere. 

Principles of Handling Complaints 

Complaints are unavoidable in hotel operations because 

guests have different expectations and standards. Problems 

may involve room cleanliness, noisy environments, delayed 

service, damaged facilities, poor internet connection, or 

misunderstandings regarding reservations (O’Fallon et al 

2011.). Although complaints may create stressful situations, 

they also provide opportunities for hotels to improve service 

quality and demonstrate professionalism. 

When handling complaints, hotel staff should follow 

several important steps: 

1. Listen carefully to the guest. 

2. Avoid interrupting the guest. 

3. Apologize sincerely. 

4. Show empathy and understanding. 

5. Offer practical solutions. 

6. Take immediate action. 

7. Follow up to ensure guest satisfaction. 

A professional response can reduce guest frustration and 

prevent conflicts from escalating. Hotel staff should remain 

calm even when guests speak emotionally or angrily. 



 

 English for Hotel and Tourism: 
a Practical Guide to Basic Spoken English 
 

 

  

 

48 

Responding defensively or arguing with guests should always 

be avoided. 

Useful expressions for handling complaints include: 

I’m very sorry for the inconvenience. 

Thank you for bringing this matter to our attention. 

I completely understand your concern. 

Please allow us to resolve this issue immediately. 

I sincerely apologize for the problem. 

I will contact the engineering team right away. 

May I offer you another room? 

We appreciate your patience and understanding. 

These expressions demonstrate empathy and 

professionalism, which are essential in hospitality service. 

Sample Dialogue 1 

Guest: “The air conditioner in the fitness center is not 

working.” 

Staff: “I’m very sorry about that, sir. Thank you for informing 

us. I will contact the maintenance team right away. 

Would you like to use the pool area while waiting?” 

Guest: “Yes, that would be fine.” 

Staff: “Certainly, sir. I’ll update you as soon as the problem has 

been fixed.” 

This dialogue shows how staff members acknowledge the 

complaint, apologize sincerely, and provide an alternative 

solution while the issue is being resolved. 
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Sample Dialogue 2 

Guest: “Excuse me, the Wi-Fi in my room is very slow.” 

Receptionist: “I apologize for the inconvenience, ma’am. Let 

me check the connection immediately. If necessary, 

we can move you to another room with a stronger 

signal.” 

Guest: “Thank you. I need the internet for an online meeting.” 

Receptionist: “I understand, ma’am. We will prioritize solving 

the problem as quickly as possible.” 

In this example, the receptionist demonstrates empathy and 

urgency because the internet problem affects the 

guest’s professional activity. 

Handling Difficult Situations 

Some complaints are more challenging than others. 

Guests may become angry, disappointed, or impatient, 

especially after long travel experiences (Clayton at al 2012) 

(James A. 2011) (Woods, Robert H. 2015). In these situations, 

hotel staff must maintain emotional control and avoid reacting 

negatively. Good hospitality professionals understand that 

guests are usually frustrated with the situation, not with the 

staff personally. 

When facing difficult situations, employees should: 

Maintain eye contact politely. 

Speak calmly and clearly. 

Avoid blaming other departments. 

Never argue with guests. 
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Focus on finding solutions. 

Inform supervisors if necessary. 

For example, if a guest complains loudly in the lobby 

about delayed room service, staff should invite the guest to 

discuss the issue privately and respectfully. This approach 

helps maintain guest dignity and prevents discomfort for 

other visitors. 

Cultural Awareness in Complaint Handling 

Hotels often serve international guests with different 

cultural expectations and communication styles. Some guests 

express complaints directly, while others communicate 

dissatisfaction indirectly (Clayton & Dennis, 2012) Therefore, 

cultural awareness is important in hospitality communication. 

For instance, guests from some cultures may expect 

immediate solutions and direct explanations, while others 

value politeness and indirect communication. Hotel staff 

should remain respectful and adaptable when interacting with 

diverse guests. 

Using polite language such as: 

“Please allow us a few moments to resolve the matter.” 

“We truly appreciate your understanding.” 

“We will do our best to assist you.” 

can help maintain positive relationships regardless of 

cultural background. 
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Importance of Follow-Up 

Follow-up is an essential part of complaint handling. 

After solving a problem, hotel staff should contact the guest 

again to ensure satisfaction. This simple action demonstrates 

responsibility and professionalism. 

For example: 

“Good evening, Mr. Lee. I would like to confirm whether 

the air conditioner in your room is functioning properly now.” 

This type of follow-up creates a positive impression and 

shows genuine concern for guest comfort. 

Case Example 

A family complains that the kids club is closed earlier 

than stated in the brochure. The receptionist listens carefully, 

apologizes sincerely, checks the information with the 

supervisor, and offers complimentary access for the following 

day. The receptionist also provides free snacks for the 

children while waiting. The guests appreciate the quick 

response and remain satisfied with the hotel service (Walker 

et al, 2016). 

This example illustrates how effective complaint 

handling can improve guest satisfaction even after a service 

failure. 

Practice Activity 

Work in pairs and practice the following situations: 

1. A guest complains about slow Wi-Fi in the room. 

2. A guest cannot find the parking area. 
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3. A family requests extra towels for the swimming pool. 

4. A guest complains that the room is too noisy. 

5. A visitor asks about late check-out procedures. 

6. A guest requests a refund for spa cancellation. 

7. A customer complains about cold food in the restaurant. 

8. A guest reports that the elevator is not functioning 

properly. 

Students should focus on: 

1. polite expressions, 

2. empathy, 

3. problem-solving, 

4. pronunciation, 

5. and professional hospitality language. 

Handling guest questions and complaints with respectful 

communication and positive attitude demonstrates true 

hospitality. Excellent complaint handling not only solves 

problems but also strengthens guest trust, protects the hotel’s 

reputation, and creates memorable customer experiences 

(Tesone, David V. 2010.). 
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CHAPTER 3 

PROFESSIONAL 

COMMUNICATION: ROOM 

RESERVATIONS  AND HANDLING  

GUEST COMPLAINTS 
 

By Rossi Evita 

 

 

Professional communication in a hotel is very important 
for ensuring guests' comfort and smooth hotel operations. 
This involves a combination of strategic communication 
through spoken words, body language, written messages, and 
digital platforms between staff and guests, as well as between 
different departments. 

Communication in the hospitality industry is essential 
for understanding guests' needs and ensuring smooth 
operations. Effective communication, whether verbal, non-
verbal, written, or through digital technology, plays a key role 
in determining the quality of service, customer satisfaction, 
and the hotel's reputation (Gisella, et al, 2023) 

Communication is essential in the hospitality industry 
because it helps provide excellent guest experiences and 
ensures that everything runs smoothly. It includes a variety 
of interactions, like talking with guests when they are in the 
front area and working together with the staff in the back 



 

 English for Hotel and Tourism: 
a Practical Guide to Basic Spoken English 
 

 

  

 

56 

area. It's about sharing information, but also creating 
connections, knowing what guests need, and making sure the 
hotel team works well together. It might look like the 
hospitality industry is focusing more on digital guest 
experiences, but internal communication in hotels is still 
important. The truth is, with all the recent changes towards 
digitalization and focusing on guest experience, 
communication in the hospitality industry is more important 
than ever, and now it's even more widespread. Your task is to 
make sure communication inside your company works well 
across different channels, so you can give your guests the best 
possible experience (www.Sitemunder.com, 2025). 

 

3.1 Room Reservation 

The front office department is one of the departments 
found in a hotel. This department plays an important role in 
the hotel's daily operations, especially when it comes to 
interacting with guests.Since it is located in the front part of 
the hotel, it is easily visible and accessible to guests. 

One of the primary purposes of hotel operations is room 
reservation, as it marks the beginning of any interaction 
between guests and the hotel before their arrival. Reservation 
is not limited to the role of booking rooms in the modern 
hospitality industry, but rather a crucial aspect of the service 
system that determines room management, pricing 
strategies, occupancy prediction, and guest satisfaction 
(Bardi, 2010). 

Information technology advancements have 
transformed the traditional manual reservation system into a 
digitally-integrated system. The hotel now makes use of 
multiple technologies, including a PMS, CRS technology, an 
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official website, and app for online bookings, to manage room 
requests more quickly and with greater accuracy. By 
incorporating this system, hotels can improve their 
availability and decrease the likelihood of record-keeping 
errors or double bookings www.Sitemunder.com, 
2025)(Agarwal, 2013).  

In today's digital age, room reservation has changed or 
gone through a revolution, moving from a manual system that 
used phones and letters to a more integrated information 
system that works with Channel Managers, Property 
Management Systems (PMS), and Online Travel Agents 
(OTA). The revolution will help hotels manage their room 
inventory more effectively, get the best pricing strategy 
through revenue management, and offer a more comfortable 
booking experience for customers (Kusuma, 2020). 

Revenue management in hotel management is closely 
tied to the booking of rooms. Information obtained from 
reservations can be utilized to formulate pricing plans, 
forecast cancellation rates and manage vacancy rates. 
Understanding the details of room reservations is crucial for 
improving operational efficiency and service quality, 
particularly for students, hotel professionals, and 
management personnel  who want to improve operational 
efficiency and service quality (www.Sitemunder.com, 2025).  

3.1.1 Definition of  Room Reservation 

The term “reservation” is also known as “booking.” 
This reservation refers to a hotel room reservation. In 
general, the concept of reservations is a part or section of 
the front office department that is responsible for 
handling room booking requests (Bagyono, 2016).  
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 Reservations involve booking a hotel room in 
advance to secure a room in a hotel on a certain date. 
There are many reasons for making reservations (Johson 
2017): 

1. Making sure there are rooms available for guests as 
they expect 

2. Estimating demand serves as the basis for planning 
the staff and facilities needed for operations. 

3. Increasing the occupancy rate through effective 
planning 

4.  Building good relationships with guests by 
providing professional reservation services. 

A reservation is a way to book a room before 
arriving at the hotel, so guests can be sure they’ll get the 
room they’ve chosen upon arrival. According to Walker 
(2024), room reservations are part of the Rooms 
Division, which includes all the steps a guest goes 
through before arriving, starting from making a 
reservation up to confirming the room. 

There are 2 advantages to having reservations, that 
are (Bagyono, 2016):  

1. The benefit for the guest: 

a. Guests will be assured that the room will be 
available when they arrive. 

b. Guests can estimate how much money they will 
spend on accommodation during their trip. 

c. Guests are kept safe from any dangers or risks 
that might happen while they are looking for a 
room to stay in. 
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d. Guests can enjoy the best service because 
everything has been prepared long before their 
arrival. 

 

2. Benefits of reservations for hotels, that are: 

a. Hotels can predict the occupancy rate of rooms 
during a specific period. 

b. Hotels should be able to predict their room 
revenue for a specific period, so they can create 
programs that use a certain budget. 

c. Helpful for creating schedules for employees 
who will be hired during a specific period.  

d. Hotels should provide the best possible service 
to guests so that they feel satisfied. Providing 
the best possible service. 

3.1.2 Classification and Typology of Reservations  

Reservations are clasified into different types to 
figure out how certain they are legally and financially 
(Hayes et al., 2017): 

1.      Guaranteed Reservation. This is a form of 
reservation that assures the hotel to have 
guaranteed rooms for the guests, even if the guests 
will be arriving extremely late past their normal 
check-in times, like late into the night or even the 
next day (Kasavana & Brooks, 2009). However, the 
guests are expected to offer some financial 
assurance in exchange for the assurance of getting 
their rooms. This implies that when the guests fail to 
arrive without cancelling their bookings, they pay a 
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fine equivalent to one night of stay (Hayes et al., 
2017). The guarantee methods are: 

a. Credit card guarantee: Guests will be provided 
with a valid credit card number, expiration 
date, and CVV code, and the hotel’s system can 
verify this information. 

b. Advance deposit: Guests pay the full or partial 
amount (usually equal to the first night’s rate) 
before their arrival. 

c. Corporate Guarantee: A Letter of Guarantee 
(LOG) from the company or embassy stating 
that all costs will be fully covered by their 
corporate account. 

2.     Non-Guaranteed Reservation 

This is a room reservation in which the hotel 
holds the room only until a certain time upon arrival 
often referred to as the “Release Time” with 
standard times typically being 4:00 p.m. and 6:00 
p.m. local time (Tarmoedi, 2007). If the guest does 
not complete the check-in procedure by that time 
without confirming a delay, the system will 
automatically cancel the reservation (Kasavana & 
Brooks, 2009). The room is then returned to 
“available” status. 

According to Bowen & Morgeson (2019), a 
good reservation system functions like a "nervous 
system" that links various hotel departments 
together to offer a seamless and connected service 
experience. Reservations can be categorized into 
different types, such as: 
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1. Based on Gurantee, reservations may be 
classified as : 

a. Guaranted Reservation, The guest 
promises to pay even if they don't arrive 
(No Show). 

b. Non Guaranted Reservation; a reservation 
for which payment is not guaranteed, so 
the room is held until the cutoff time. 

2. Based on Methode, reservations are divided 
into two categories, namely: 

a. Telephone Reservation; reservation made 
by phone through direct coversation 

b. Online Reservation; reservation through 
the hotel's website or via an Online Travel 
Agent (OTA). 

c. Mail Reservation; reservation via email  

3. Based on Duration, reservations are divided 
into two categories, that is: 

a. Short-Term Reservation; reservations for 
stays of one to three nights 

b. Long-Term Reservation; reservations for 
stays of more than 7 nights 

4. Time-Based, reservations can also be 
categorized as advance reservations and same-
day reservations: 

a. Advance Resevation, provide enough time 
to prepare for guest arrivals 

b. Same-day Reservation, take place at the 
day of arrival. 
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5. Base on The Reservation Channel And Type Of 
Transaction, Reservations are divided into two 
categories: 

a. Direct Reservations are the process of 
booking made through phone, email, and 
hotel website.  

b. Indirect Reservations are bookings made 
through travel agencies, online travel 
agents (OTAs), or other third parties, and 
these serve as valid proof. 

3.1.3 Hotel Room Reservation Process 

Each hotel has its own system for receiving 
reservations. The hotel reservation process is done 
according to the hotel's standard operating procedures. 
In general, the process of booking a hotel room is similar, 
but it may vary depending on the needs of each hotel. 

There are 7 stages in the room reservation process, 
which begins with a request from a guest through 
various channels and reservation sources (Baker, 1994). 
Below is an overview of the reservation procedure or 
process (Basic Reservation Activities) and an 
explanation of each step in that process. 
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Figure 3. 1. Basic Reservation Activities 

(Source: Sutanto, 2017 (adoption from Baker, 1994) 

 

The description of the 7 steps or procedures for 
booking a room is as follows (Suranto, 2017): 

1. Receiving Reservation Inquiries 

Getting reservation requests from various 
sources including the guests themselves, 
companies, travel agencies either online or offline or 
governmental organizations. Reservation inquiries 
will include the gathering of information from 
people who are planning on staying in the 
accommodation facility as well as those booking 
rooms. Information needed includes name of the 
guest, the guest's address and phone number, name 
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of the organization that the guest works for or the 
travel agency, date of arrival and departure, kind of 
the room that was booked, cost of the room, number 
of guests, mode of payment, and any special 
requests that the guests may have.Reservation 
inquiries are the process of gathering information 
from prospective guests and those making room 
reservations. Some of the required information 
includes the guest’s name; address and phone 
number; company or travel agency name; arrival 
date; departure date; room type reserved; room 
rate; number of guests staying; payment method; 
special requests; reservation reference. 

2. Determining Room Availability  

An important step in the hotel booking process 
that helps staff check if a room is available before 
they can accept or refuse a guest's request. In 
addition, this step also checks the availability of 
rooms on the dates the guest wishes to check in and 
check out. 

3. Accepting or Denying Request for Reservation 

Reservation staff will accept or decline a room 
reservation after checking room availability. If there 
are rooms available, the reservation request will be 
accepted. But if there are no rooms that fit the 
guest’s request, the receptionist will suggest other 
options like different room types, different dates, 
putting the guest on a waiting list, or other possible 
choices. 
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Room reservations may be denied (denying of 
booking) for several reasons, including: 
accomodation requested is not available; a hotel is 
fully booked; if the guest is blacklisted;  

4. Documenting Reservation Details 
Writing down important information accurately on 
a reservation form or in the hotel’s management 
system. This includes: 

a) Guest Information: Full name, phone number, 
and email. 

b) Dates and Time: Check-in date, check-out date, 
and estimated arrival time. 

c) Room Details: Number of rooms, room type, 
and number of guests (adults and children). 

d) Special Requests: Preferred bed type, room 
location like non-smoking rooms, or shuttle 
services. 

e) Financial Details: Payment method (cash, 
transfer, or credit card) and the status of the 
deposit or guarantee. 

5. Confirming Reservations 

A reservation confirmation is usually sent by 
the hotel to confirm a guest’s arrival. Reservation 
confirmation forms, (pre-printed confirmation 
forms), are sent to prospective guests along with the 
information needed to complete the registration 
card; in the form of a personalized letter using 
standard wording. 
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6. Maintaining Reservation Records 

The next step is maintaining reservation 
records, which involves organizing and archiving 
room reservation documents. Organizing 
reservation records involves two activities: filling 
bookings of the original bookings and modifying 
bookings of the bookings because of  
changes/cancel 

7. Compiling Reservation Report 

The final step in the room booking process is 
creating the booking report, which refers to the 
administrative part of the hotel's operations where 
all room booking data is collected, organized, and 
summarized into a structured daily or regular 
report. This step ensures that management can 
accurately track occupancy levels, guest arrivals, 
and revenue. 

 

3.2 Handling Guest Complaint 

Hotels belong to the hospitality sector, where the main 
priority of hotel management is to ensure guest satisfaction 
when a guest uses the hotel services. Guests are expecting the 
best quality in terms of facilities and services according to 
their standards. 

The level of guest satisfaction can be considered the main 
determinant of success or failure in the business, and that 
applies to hotels too. Still, the characteristics of the operation 
such as intangibility, inseparability, and heterogeneity make 
service failure an inevitable phenomenon at hotels (Zeithaml 
et al., 2018). It is those service failures that cause the guest to 
complain. 
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Guest complaints are perceived as a threat to hotel 
employees' performance, and as something unpleasant to 
deal with. On the other hand, guest complaints can be 
considered as a gift to modern management as free feedback 
which is valuable for operation (Barlow & Møller, 2008). This 
means that guest complaints present an opportunity for 
service recovery. Proper complaint handling using 
appropriate strategies can not only help manage an angry 
guest effectively but also enhance guest loyalty much more 
than before the complaint occurred – a business term known 
as "Service Recovery Paradox" (Magnini et al., 2007). 

However, if complaints are handled improperly in 
today’s digital age, it will undoubtedly lead to a crisis for the 
hotel. With the help of review platforms like TripAdvisor and 
Google Reviews, as well as social media platforms like TikTok 
and Instagram, even a single complaint that is handled poorly 
can go viral and reach millions of potential guests in a matter 
of hours (Hennig-Thurau et al., 2010). Therefore, proficiency 
in complaint handling, psychological factors, and standard 
operating procedures (SOPs) for handling complaints are key 
competencies in the hospitality industry. 

In the hospitality industry, customer satisfaction is an 
absolute indicator of business success. However, given the 
inherent characteristics of services in hotel operations—
namely, intangibility, inseparability of production and 
consumption, and heterogeneity—service failures are not 
entirely avoidable (Zeithaml et al., 2018). It is these service 
failures that trigger complaints from guests. 

In the front office, guest complaints are often viewed as 
a threat or a negative workload for staff. Modern 
management, on the other hand, views complaints as a “gift” 
and a form of invaluable free feedback (Barlow & Møller, 



 

 English for Hotel and Tourism: 
a Practical Guide to Basic Spoken English 
 

 

  

 

68 

2008). Complaints provide hotels with a second chance to 
perform service recovery. If managed with the right 
psychological and operational strategies, effective complaint 
handling not only defuses guest anger but can also 
significantly increase customer loyalty beyond pre-failure 
levels—a business psychological phenomenon known as the 
Service Recovery Paradox (Magnini et al., 2007). 

Conversely, ignoring or mishandling guest complaints in 
today’s digital age can have catastrophic consequences for 
hotels. Through online review platforms such as TripAdvisor 
and Google Reviews, as well as social media platforms like 
TikTok and Instagram, a single complaint that is not handled 
properly can go viral and reach millions of potential 
customers within hours (Hennig-Thurau et al., 2010). 
Therefore, mastery of the methodology, psychological 
aspects, and standard operating procedures for handling 
guest complaints is an essential competency for every 
hospitality professional.  

3.2.1 Definition of Guest Complaint 

Complaints are a common thing that customers 
express after they feel that the service they received was 
not up to their expectations (Sitanggang, 2017:16). 
According to Bell and Ludington (2006, as cited in 
Tarigan, 2018:40), "customer complaints or feedback are 
usually given through spoken or written words." 

Lovelock and Wirtz (2011) define customer 
complaints as a form of formal or informal expression of 
dissatisfaction from customers regarding one or more 
aspects of service delivery. On the other hand, according 
to Sulastiyono (2011), in the context of hotel operations, 
guest complaints arise from the gap between the guest's 
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expectations before check-in and the actual experience 
or perception of the service quality they receive 
physically at the hotel property. 

3.2.2 The Four Dimensions of Complaints 

Kasavana and Brooks (2009) explain that based on 
the front office operational table analysis in hotels, guest 
complaints can be grouped into four main types as 
follows: 

1. Mechanical Complaints. This is a complaint from a 
guest that happens because there is damage or a 
failure in the function of facilities or physical 
equipment machines in the hotel environment. 
Some examples of mechanical complaints include an 
AC that isn't cooling properly, a broken TV cable, a 
keycard that doesn't open the door, a hot water tap 
that's not working, and an elevator that's not 
functioning smoothly. 

2. Attitudinal/Service Complaints. Guest complaints 
that are influenced by the staff's attitude and 
behavior, which are seen by the guests as being 
impolite, unfriendly, and unresponsive to their 
requests (indifference). For example, guests feel 
unappreciated when their servers show unkind 
expressions, avoid eye contact, lack polite 
communication, respond slowly to requests, or 
seem lazy in their service (Hayes et al., 2017). 

3. Service-Related/Procedural Complaints. This is a 
complaint from guests that arises due to hotel 
regulations or operational policies that are seen as 
burdensome and troublesome for them.For 
example, long waiting times during check-in, strict 
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check-out rules, and bureaucratic processes for 
refunding the guest's deposit (Kasavana & Brooks, 
2009). 

4. Unusual Complaints. Problems that happen because 
of outside factors not directly controlled by the hotel 
management, but still affect the guests staying at the 
property. Examples of this category include noise 
disturbances from construction projects outside the 
hotel area, extreme weather that cancels tourism 
trips, large-scale power outages caused by the city's 
electricity provider, and environmental pest 
problems (Tarmoedi, 2007). 

3.2.3 Consumer Behavior: Types of Customers When 

Making Complaints 

The front office staff should understand the 
psychological aspects and the type of customer who is 
complaining so that the conflict can be resolved properly. 
According to consumer behavior research, there are five 
main types of customers who express complaints 
(Lovelock & Wirtz, 2011): 

1.    The Meek Guest  

A guest who tends to avoid confrontation when 
dealing with the front office. They won't express 
their complaints verbally while staying, but they 
will share their disappointment in detail through 
online reviews or by telling others in their social 
network (negative word-of-mouth). This type is the 
most dangerous for the hotel's survival because the 
management isn't given a chance to fix their 
mistakes (Lovelock & Wirtz, 2011). 
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2.     The Aggressive Guest  

Unlike quiet guests, they show their emotions 
right away, speak loudly in the lobby, and act in a 
confrontational way. They also didn't hesitate to 
mention staff's feelings or embarrass them in front 
of others. The best way to deal with this guest is to 
let them speak on their own, listen quietly until they 
calm down, and then move them to another room so 
they don't bother other guests (Hayes et al., 2017). 

3.     The High-Roller 

Guest is a customer who pays the highest room 
rate, such as a Suite or VIP guest, and expects perfect 
service. They clearly and reasonably express their 
complaints with a focus on achieving results. They 
expected direct handling from the manager level, 
not from regular staff (Kasavana & Brooks, 2009). 

4.     The Rip-Off Guest  

This is a type of guest who intentionally makes 
small problems bigger or even creates fake 
complaints to get financial benefits, like getting a 
free night or free meals. Staff must face them 
objectively based on data and physical evidence, 
remain polite, but should not provide unreasonable 
compensation for free. 

3.2.4 Strategies for Handling Guest Complaints 

According to Collier (2012), a strategy for handling 
complaints can use the ILEAD method, which stands for 
Identify, Listen, Empathize, Apologize, and Decide, here's 
an explanation of each step: 
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1. Identify 
Trying to influence the guest's experience by 
identifying the guest's complaint. That can be done 
by understanding posture, body language, and 
expressions. 

2. Listen 
Once you have identified an upset guest, the next 
step is to listen carefully to their complaint. Do not 
talk over the guest, show signs of worry, or use any 
other body language that might be seen as 
defensive. 

3. Empathize 
Understand the disappointment and try to figure 
out what the guest is feeling. A little bit of empathy 
can calm down a guest who is very upset. 

4. Apologize 
Apologizing to a guest. One sentence that can be 
expressed is "I am very sorry about this." 

5. Decide 
Take steps to solve the problem and make the guest 
satisfied. 

One model that can be used to handle guest 
complaints is the LAST Model (Lovelock & Wirtz, 2011): 

1.     L - Listen (Listen Actively)  

Give the guest your full attention. Show empathetic 
body language by nodding, making eye contact, 
leaning forward, and taking notes on important 
points from the complaint in your notebook. Don't 
interrupt or act defensively. 
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2.     A - Apologize 

Sincerely for the discomfort that the guest has 
experienced. Sorry for the delay in preparing your 
room, sir.We apologize specifically for this issue, not 
in a general way that sounds mechanical 

2.     S - Solve (Solve the Problem Quickly)  

Offer clear, practical solutions and provide the guest 
with a specific timeframe for resolution. Implement 
corrective actions immediately (urgent). 

3.     T - Thank You  

We appreciate the guest's willingness to express 
their concerns directly, as their feedback gives the 
hotel an opportunity to improve its quality before it 
is shared publicly online. 

Furthermore, according to Soenarno (2006), 
another approach to dealing with different customer 
complaints may be using the "HEAT" approach, which 
involves "hearing them out," "empathizing," 
"apologizing," and "taking proper action and follow-up." 
The HEAT methde consists of four stages, namely "hear 
them out," meaning listening carefully; "empathizie," 
meaning being with others in their feelings; "apologize," 
meaning humbling oneself and asking for permission 
from the client; and "taking action and follow-up," 
meaning dealing with all customer complaints.  

The HEAT method can also be used to provide 
excellent service in a hotel, here is the explanation: 

1.    Hear Them Out.  

Listening to all types of customer complaints 
carefully is very important to avoid 
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misunderstandings between hotel staff and guests. 
Listen to all of the customer's complaints carefully 
and don't argue or disagree in any way, even a little, 
when the customer talks about all their issues. hotel 
staff must stay alert and carefully watch customers' 
eyes with full attention, seriousness, and humility.  

2.     Empathize.  

In the view of Soenarno (2006), empathy 
means showing a sense of sharing in the feelings of 
others, or having empathy towards customers, then 
responding quickly and finding a solution for them. 
According to Thoha (2000), empathy is about 
feeling what someone else is going through by 
understanding their situation, knowing where they 
come from, understanding where they are right 
now, and knowing where they want to go. In the 
context of serving hotel guests, hotel staff need to 
have empathy, understand what guests are feeling, 
and be aware of their situation and position. when 
hotel staff show empathy, it helps create healthy 
communication between both sides. the customer 
feels noticed, understood, and respected, while the 
hotel staff does not get easily angry because they 
understand the customer's situation and position. 

3.     Apologize. 

According to Soenarno (2006), apologizing 
means asking for permission or expressing regret to 
the customer. Apologizing here means showing 
humility towards the customer without considering 
their social status. this apology must be given 
humbly and sincerely from the heart. there are at 
least two ways to apologize to hotel customers, 
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either verbally or in writing. in spoken form, a 
sincere apology can be given directly with humility 
and politeness. while in writing, an apology letter 
signed by the General Manager can be used. 

4.     Taking Action and Follow Up.  

This method is the last step in the HEAT 
method, which includes sub-indicators such as 
clarification, solution, agreement, taking action, and 
follow-up. 

3.2.5 Standard Operating Procedure (SOP) For Handling 

Guest Complaints 

Sulastiyono (2011) and Tarmoedi (2007) state that 
every member of the front office team must master verbal and 
nonverbal communication techniques in order to more easily 
handle guest complaints in accordance with standard 
operating procedures (SOPs), as explained below: 

Step 1: Isolate the Complaint. If guests start talking in a 
loud and angry tone in the front desk area, staff should 
quickly move the conversation to a quieter place, like the 
Executive Lounge or the Duty Manager's office. This is meant 
to protect the guest's privacy and prevent the spread of 
negative emotions to other guests who are waiting in the 
lobby. 

Step 2: Control Your Own Emotions (Maintain Emotional 
Control). This means learning to manage how you feel during 
the situation.It's important to stay calm and not let your 
emotions take over.Try to think clearly and act in a balanced 
way.This helps you make better decisions and handle the 
situation more effectively. Staff is strictly not allowed to take 
the guest's anger personally. Understand that the guest is 
angry about the service system failure situation, not about the 
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personal staff member. Keep your voice calm, low, and 
professional. 

Step 3: Set the Boundaries of the Solution 
(Empowerment Limit). Management needs to delegate 
certain authorities to front-line staff in accordance with their 
positions so that the problem-solving process can proceed 
more quickly, as noted by Zeithaml et al, 2018: 

a)  Regular Staff (Front Line): Can offer free voucher for 
welcome drinks or up to 20% off the laundry service. 

b)  Supervisor has the authority to give a free parking 
facilityor free breakfast. 

c)  Duty Manager: Can give a free room upgrade in the case of 
a major service failure or can waive off one night charges. 

Step 4: Follow-up Monitoring). After the solution is 
carried out (for instance, the air conditioning unit in the room 
has been repaired by the technician), the staff at the front 
desk must then contact the guest after 20 to 30 minutes to see 
whether everything has been sorted out and the guest is 
comfortable again. 

Step 5: Recording the Complaint Log (Log Book 
Recording). Every complaint must be carefully recorded in 
the Front Office Log Book and updated in the guest history 
profile (Guest History Profile) in the PMS system.This serves 
as a reference to prevent the same mistake from happening 
again during future guest visits. 
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CHAPTER 4 

THE ART OF TOUR GUIDE 
 

By Bela Rathdiktaningrum 

 

 

Imagine standing in front of an ancient temple, a historic 
monument, a traditional village, or a breathtaking natural 
landscape. The destination itself may be beautiful and 
meaningful, but how much of its story can visitors truly 
understand? Facts, dates, and names may provide 
information, yet information alone does not always create 
and unforgettable experience. This is where the art of tour 
guiding begins. 

A professional tour guide is more than a person who 
accompanies tourists from one attraction to another. The 
guide becomes a communicator, storyteller, interpreter, 
cultural mediator, host, and sometimes even an educator and 
problem solver (Karacaoğlu, 2024). Through words, gestures, 
stories, questions, and personal interaction, a guide helps 
visitors connect with the destination and understand the 
meaning behind what they see. 

Kalyoncu & Yüksek (2020) defines a tourist guide as a 
person who guides visitors in the language of their choice and 
interprets the cultural and natural heritage of an area. This 
definition highlights two fundamental responsibilities: 
guiding and interpretation. A guide does not simply provide 
directions or deliver information; the guide interprets the 



 

 English for Hotel and Tourism: 
a Practical Guide to Basic Spoken English 
 

 

  

 

82 

heritage of a destination and helps visitors understand its 
cultural, historical, and natural significance. 

In contemporary tourism, this role has become 
increasingly important because tourists are no longer simply 
looking for places to visit. They are seeking meaningful, 
authentic, and memorable experiences. A successful tour 
guide therefore needs to transform factual information into 
an engaging experience. Research by Bessiere & Ahn (2021), 
for example, demonstrate that storytelling is an important 
component of tour guiding because it helps guides build 
relationship with tourists, create immersive experiences, and 
communicate essential information during a tour. 

This is why tour guiding can be described as an art. Like 
other forms of art, effective guiding requires more than 
technical knowledge. It requires creativity, sensitivity, timing, 
confidence, and the ability to understand an audience. A guide 
may possess extensive knowledge about a destination, but if 
the information is delivered monotonously or without 
considering the visitors’ interests, the experience may 
become less engaging. In contrast, a guide who can select 
relevant information, tell meaningful stories, use appropriate 
language, and respond naturally to visitors can transform 
ordinary information into an enjoyable and memorable 
experience.  

  

4.1 Communication Skills 

A tour guide may possess extensive knowledge about 
history, culture, architecture, nature, and local traditions. 
However, knowledge alone does not guarantee a successful 
tour. The knowledge must be communicated in a way tourists 
can understand, appreciate, and remember.  
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Communication is therefore one of the most 
fundamental competencies in professional tour guiding (Kapa 
et al., 2022). A guide communicates not only through words 
but also through voice, facial expressions, gestures, eye 
contact, body posture, movement, listening, and interaction 
with visitors. In other words, communication is not simply 
what a guide says; it is also how the guide makes visitors feel, 
respond, and connect with the destination.  

Effective tour-guide communication can be summarized 
into seven principles: 

1. Be Clear 
Use simple, precise, and easy-to-understand language so 
that visitors can follow the information without 
confusion.  

2. Be Relevant 
Give information that is appropriate to the destination 
and related to the visitors’ interests, needs and 
expectations.  

3. Be Interactive 
Encourage visitors to ask questions, observe their 
surroundings, participate in activities, and engage in 
conversation during the tour. 

4. Be Observant 
Pay attention to visitors’ facial expressions, body 
language, level of attention, and reactions throughout the 
tour.  

5. Be Adaptable 
Adjust language, speaking pace, examples, and 
explanation according to the characteristics and needs of 
the audience.  
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6. Be Culturally Sensitive 
Respect differences in visitors’ values, beliefs, customs, 
traditions, and communication styles when interacting 
with them. 

7. Be Authentic 
Communicate naturally and confidently rather than 
simply memorizing and repeating a prepared script.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4. 1 Seven Principles of Effective Communication for 
Tour Guides 

Source: Developed by the author based on WFTGA (2025), 
Sak et al. (2024), and Mirboboyeva & Ibrohimova (2025) 
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4.2 Interpretation Skills 

Interpretation is one of the fundamental skills that 
distinguishes professional tour guiding from simple 
information delivery (Chowdhary & Prakash, 2022). In 
tourism, visitors are rarely satisfied merely by receiving a 
collection of facts. They want to understand what they are 
seeing, why a place is important, how it is connected to local 
people and culture, and what meaning they can take from the 
experience. Interpretation enables tour guide to transform 
factual information into meaningful and engaging 
experiences. 

At its simplest level, interpretation can be understood as 
the process of revealing the meaning and significance of a 
place, object, event, tradition, or landscape to visitors. It 
involves connecting information with people’s experiences, 
emotions, knowledge, and curiosity. A guide who provides 
information tells visitors what something is; a guide who 
interprets helps visitors understand why it matters.  

For example, a guide may tell visitors: 
“This traditional house was built approximately 150 years 

ago” 
This statement provides factual information. However, 
interpretation goes further: 

“This traditional house was built approximately 150 years 
ago. Notice the raised structure beneath the main living area. 
The design was not simply an architectural choice. It helped 
local families adapt to the tropical environment, protect their 
belongings, and create space for daily activities. In other words, 
the house reflects how architecture developed in response to 
both the environment and the community’s way of life.” 
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The second explanation does not simply provide more 
facts. It establishes relationship between architecture, 
environment, culture, and human adaptation. This 
relationship is what makes interpretation meaningful. 

Table 4. 1 The Differences Between Information and 
Interpretation 

Information Interpretation 

Provides facts Explains meaning 

Answer “What?” Explores “Why?” and “So 
what?” 

Often objective and 
descriptive 

Connects facts with 
significance 

Can be delivered through a 
brochure 

Requires adaptation to 
visitors 

Focuses on knowledge Focuses on understanding 

May be remembered 
briefly 

Can create a memorable 
experience 

Often one-way Encourage interaction 

Source: Adapted from Tilden & Craig (2007) and Ham (2013) 

 

Table 4.1 highlights the fundamental differences 
between information and interpretation in tourism 
communication. Information and interpretation are 
complementary elements of effective tourism 
communication, but they serve different purposes. While 
information provides visitors with accurate facts and basic 
knowledge, interpretation goes further by explaining the 
meaning, significance, and relevance of those facts in ways 
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that encourage understanding and emotional engagement. 
Through storytelling, interaction, and adaptation to visitors’ 
interest and backgrounds, interpretation transforms 
ordinary information into memorable experiences. 
Therefore, professional tour guides should combine factual 
accuracy with meaningful interpretation to enhance visitor 
satisfaction, promote cultural appreciation, and create lasting 
impressions of the destination they visit. 

 

4.3 The Art of Storytelling 

Storytelling has been used for centuries to preserve 
cultural heritage, pass down traditions, and educate 
communities (Ladzekpo et al., 2024). In tourism, storytelling 
plays an equally important role by making destinations more 
memorable and encouraging visitors to appreciate local 
culture more deeply. In other words, storytelling encourages 
visitors to imagine themselves as part of the story. It 
transforms historical events, local customs, and cultural 
heritage into experiences that visitors can remember long 
after the tour has ended. 

Storytelling offers several important benefits for both 
visitors and tour guides: 

1. Creates Emotional Connections 
People remember stories much better than isolated facts. 
Stories help visitors connect emotionally with 
destination and develop a stronger appreciation for its 
heritage. 

2. Makes Information Easier to Understand 
Historical events and cultural traditions may seem 
complicated when presented as facts alone. Storytelling 
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simplifies complex information by presenting it within 
an interesting narrative. 

3. Increases Visitor Engagement 
Visitors become active listeners when they are curious 
about what will happen next. Good storytelling 
encourages questions, discussion, and interaction 
throughout the tour. 

4. Enhances Visitor Satisfaction 
An enjoyable story creates positive memories, making 
visitors feel that the tour was valuable and unique. 

5. Promotes Cultural Appreciation 
Stories help visitors understand local beliefs, customs, 
traditions, and values while encouraging respect for 
cultural diversity. 

Effective storytelling is built upon several elements that 
work together to create engaging, meaningful. and 
memorable experiences for visitors. Each element plays a 
unique role in helping tour guides communicate not only 
factual information but also the significance of a destination. 
The following sections explain these key elements in detail. 

1. A Clear Theme 
Every story should focus on one central idea or message. 
The theme may relate to history, culture, nature, 
architecture, or local tradition. 
Example: 
“Borobudur is not only a temple but also a symbol of 
humanity’s spiritual journey.” 

2. Accurate Information 
An effective story must be supported by accurate, 
trustworthy, and well-researched information. 
Example: 
Less effective storytelling (inaccurate) 
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“People say Borobudur was built overnight by magical 
giants, and every stone was placed by supernatural 
beings” 
Effective storytelling (accurate and reliable) 
“Borobudur Temple was built during the 8th and 9th 
centuries under the Syailendra Dynasty. It consists more 
than two million volcanic stone blocks that were carefully 
assembled without using cement. Historians and 
archaeologists believe that thousands of skilled workers 
contributed to its construction over many years. While 
local legends describe supernatural beings helping to build 
the temple, these stories are considered part of Javanese 
folklore rather than historical evidence. Both the 
archaeological facts and the local legends together enrich 
our understanding of Borobudur’s cultural heritage.” 

3. Interesting Characters 
Characters are the people, animals, or even symbolic 
figures that bring a story to life. In tourism storytelling, 
characters may include historical leader, local heroes, 
traditional artisans, community elders, religious figures, 
or ordinary people who lives reflect the culture of the 
destination.  

4. A strong Setting 
The setting describes where and when the story takes 
place. A vivid setting allows visitors to imagine the 
historical, cultural, or natural environment in which 
events occurred. Tour guides should describe the 
surroundings using sensory details that help visitors 
visualize the atmosphere, landscape, architecture, 
sounds, and traditions associated with the destination.  

5. Conflict or Challenge 
Many compelling stories include a conflict, obstacle, or 
challenge that create curiosity and keeps the audience 
engaged. In tourism, these conflicts may involve 
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historical battles, natural disasters, cultural preservation 
efforts, environmental challenges, or the struggles of 
local communities.   

6. Emotional Connection 
Stories become memorable when they evoke emotions. 
Effective storytelling encourages visitors to experience 
feelings such as admiration, curiosity, empathy, 
excitement, or inspiration.  

7. A meaningful Message 
Every story should conclude with a meaningful takeaway 
or lesson that reinforces its purpose. Rather than ending 
with facts alone, the guide should encourage visitors to 
reflect on the importance of preserving cultural heritage, 
protecting the environment, respecting local traditions, 
or appreciating historical achievements.  
Example: 
The guide should encourage visitors to reflect on 
questions such as: 
• Why is this place important? 
• What can we learn from it? 
• Why should it be preserved? 

Storytelling is one of the most valuable communications 
skills for professional tour guides. Rather than simply 
presenting factual information, storytelling transforms 
destinations into meaningful experiences by combining 
accurate knowledge, engaging narratives, emotional 
connections, and visitors’ interaction. Effective storytelling 
enables visitors to understand the significance of a 
destination, appreciate its cultural and historical values, and 
remember their travel experiences long after the tour has 
ended. Therefore, mastering the art of storytelling is essential 
for every tour guide who aims to deliver memorable, 
educational, and culturally enriching tours.  
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4.4 Creating Memorable Experiences 

A memorable tourism experience is a positive and 
meaningful experience that remains in a visitor’s memory 
long after the trip has ended. Such experiences are 
characterized by emotional engagement, active participation, 
cultural understanding, and personal relevance. 

Rather than simply observing attractions visitors 
become involved in the destination through stories, 
interactions, local traditions, and authentic encounters. A 
memorable experience allows tourists to feel connected not 
only to the place but also to the people and culture they 
encounter.  

Creating memorable experiences benefits both visitors 
and tourism destinations. 
For visitors, memorable experiences: 
• Increase enjoyment and satisfaction. 
• Strengthen emotional connections with destinations. 
• Improve learning and cultural appreciation. 
• Encourage positive memories and personal growth. 

For destination and tourism businesses, memorable 
experiences: 

• Generate positive online reviews. 
• Encourage repeat visits. 
• Increase word-of-mouth promotion. 
• Strengthen destination branding. 
• Improve customer loyalty. 

A memorable tour usually includes several important 
characteristics: 

1. Authenticity 
Visitors value experiences that reflect genuine local 
culture rather than performances created solely for 
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tourists. Authenticity may include traditional 
ceremonies, local cuisine, daily community life, 
indigenous crafts, and traditional music and dance. 
Example: 
Instead of watching craftsmen from a distance, visitors 
are invited to join a local batik workshop where they 
learn directly from artisans and create their own batik 
cloth. 

2. Emotional Connection 
People remember experiences that evoke emotions. A 
tour guide should encourage visitors to fell curiosity, 
wonder, respect, gratitude, excitement, and empathy. 
Example: 
At a historical battlefield, rather than listing military 
events, the guide tells the story of a young local hero who 
sacrificed his future to protect his community. Visitors 
begin to imagine the emotions experienced by people 
during that period, making the history more meaningful 
and memorable.  

3. Personal Relevance 
Visitors engage more deeply when information relates to 
their own lives. A guide should connect local culture with 
universal human experiences. 
Example: 
While explaining a traditional wedding ceremony, the 
guide asks: 
“How are weddings celebrated in your country?” 
Visitors naturally compare traditions and become active 
participants in the conversation.  

4. Active Participation 
People remember experiences they actively participate 
in rather than those they simply observe. Participant 
may include cooking local food, playing traditional 
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games, planting rice, learning local dances, and trying 
musical instruments.  
Example: 
Instead of explaining how gamelan instruments are 
played, visitors are invited to perform a simple melody 
together under the guidance of local musicians.  

5. Surprise and Delight 
Unexpected moments often become the highlights of a 
journey. These surprises do not have to be expensive, 
such as a surprise local snack, meeting local artists, 
watching a spontaneous cultural performance, visiting a 
hidden viewpoint, and receiving a traditional souvenir. 
A professional guide contributes to visitor experiences 
before, during, and after the tour.  

Table 4. 2 The Role of a Tour Guide in Creating Memorable 
Experiences 

Before the Tour During the Tour After the Tour 

• Researching 
the destination 

• Understanding 
visitors’ 
interest 

• Checking 
weather 
conditions 

• Preparing 
stories and 
visual materials 

• Anticipating 
possible 
challenges 

• Welcome visitors 
warmly 

• Build rapport 
• Use storytelling 
• Encourage 

questions 
• Maintain 

enthusiasm 
• Adapt to visitors’ 

pace 
• Monitor visitors’ 

comfort and 
safety 

• Encourage 
interaction 

• Thank 
visitor 
sincerely 

• Recommend 
additional 
attraction 

• Share local 
cultural tips 

• Encourage 
responsible 
tourism 

• Invite 
feedback 
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Before the Tour During the Tour After the Tour 

among 
participants 

Source: Adapted from Tilden & Craig (2007) and Ham (2013) 

 

Creating memorable experiences is one of the most 
important responsibilities of a professional tour guide. A 
successful tour is not measured solely by the number of 
attractions visited or the amount of information delivered, 
but by lasting impressions it leaves on visitors. Through 
authentic interactions, engaging storytelling, active 
participation, emotional connections, and personalized 
communication, tour guides transform ordinary sightseeing 
into meaningful journeys. By consistently creating 
memorable experiences, guides contribute not only to visitor 
satisfaction but also to destination loyalty, positive word0of-
mouth promotion, and the long-term sustainability of the 
tourism industry.  
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