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P r E f A C E

Thank you to the professors and students who have used the previous edi-
tions of this text. This new seventh edition of Introduction to Hospitality 
focuses on hospitality operations and has been written in response to pro-
fessors and students who wanted a broader view of the world’s largest in-
dustry. Introduction to Hospitality complements Introduction to Hospitality 
Management and Exploring the Hospitality Industry, also written by John R. 
Walker. Adopters may select the title best suited to their needs. This text of-
fers a comprehensive overview of the industry.

This text is designed for the hospitality management professionals of 
tomorrow. By involving readers in each step of this exciting journey, Intro-
duction to Hospitality invites students to share the unique enthusiasm and 
passion surrounding the hospitality industry. Each chapter has been vetted 
by industry professionals and includes several hands-on examples that help 
students understand the how-to aspects of the hospitality industry.

The primary goals and objectives of this text are to:

• Prepare students to advance in their hospitality career by offering a 
foundation of knowledge about the hospitality industry presented 
in a lively, interesting manner with an extensive array of features to 
facilitate the learning process.

• Assist students in learning the details of the hospitality industry by 
offering chapters on the operational areas of the industry.

• Offer students information on the array of careers available in the 
various segments of the hospitality industry.

• Facilitate learning by offering a student-friendly text to students and 
an outstanding instructional package to professors.

Organization of the Text
This seventh edition has been divided into four parts:

Part I Introducing Hospitality and Lodging
Part II Beverages, Restaurants, and Managed Services
Part III Tourism, Recreation, Attractions, Clubs, and Gaming
Part IV Assemblies, Events, Attractions, Leadership, and Management

New to this edition:

 1. An interesting How To feature added to each chapter that highlights and 
examines an essential function or issue within the Hospitality industry

 2. A new section on spas added to Chapter 3
 3. A Learning Objective at the beginning of each major section throughout 

a chapter helps focus students in their reading
 4. A new case study added to MyHospitalityLab for each chapter
 5. Trivia questions added to MyHospitalityLab that are designed to help 

students score better on multiple choice test questions

A01_WALK2761_07_SE_FM.indd   19 09/26/16   8:07 PM



New and continuing features include:

 1. Revision of each chapter with current facts, figures, new photos, and 
new page layouts

 2. Chapter 1: Addition of a section on hospitality in the twenty-first century, 
and an update of the salaries figure

 3. Chapter 2: Extension of timeline beyond the year 2000, plus the addition 
of new hotels by price segment, and a revised Focus on Development by 
Dr. Chad Gruhl

 4. Chapter 6: Reduced “The Restaurant Business” chapter by removing ma-
terial related to developing a restaurant

 5. Updated Corporate, Personal, and “Day in the Life . . . ” profiles in each 
chapter

 6. Case Studies: Updated questions for each chapter case available via 
MyHospitalityLab

 7. Added insights by Dr. Greg Dunn to the Trends section of each chapter
 8. New Technology Spotlight sections in relevant chapters
 9. “Sustainability” section as it relates to the hospitality industry added to 

every chapter
 10. A Check Your Knowledge feature throughout each chapter aids in check-

ing reading comprehension of learning objectives
 11. Key words and concepts set in boldface in text, listed at the ends of 

chapters, and defined in the Glossary
 12. Review Questions
 13. Internet Exercises
 14. Apply Your Knowledge questions
 15. Summaries at the ends of chapters that correspond to chapter Learning 

Objectives
 16. Suggested Activities

Supplements Package
 1. Professional PowerPoint presentation is available online to qualified text 

adopters
 2. Updated Online Test Bank of class-tested questions
 3. Online Instructors Manual
 4. MyHospitalityLab course

To access supplementary materials online, instructors need to request an 
 instructor access code. Go to www.pearsonglobaleditions.com/walker, 
where you can register for an instructor access code. You will receive a con-
firming e-mail, including an instructor access code. Once you have received 
your code, go to the site and log on for full instructions on downloading the 
materials you wish to use.

20  Preface
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T o  T H E  S T u d E N T

Dear Future Hospitality Professional:
This textbook is written to empower you and help you on your way to 

becoming a future leader of this great industry. It will give you an in-depth 
overview of the world’s largest and fastest growing business. Each chap-
ter contains profiles of industry practitioners and leaders, case studies, 
and corporate profiles. Additionally, industry experts speak on their area of 
specialization in focus boxes.

read the Book
Read and study the text, including the profiles, focus boxes, applications, 
and case studies. Answer the Check Your Knowledge questions and review 
questions. By using the many tools throughout this textbook—including 
boldface key words and concepts—you will be amazed at how much more 
you get out of class by preparing ahead of time.

use the resources Accompanying This Book
Make use of the excellent MyHospitalityLab (www.myhospitalitylab.com) 
course with its unique Hospitality and Tourism Interactive Activities,  Dynamic 
Study Modules, case studies with graded questions, lecture note PowerPoints, 
and flashcards. By doing so, you will improve your chances of achieving suc-
cess in this class and will find that you enjoy learning.

Success in the Classroom
Faculty constantly say that the best students are the ones who come to class 
prepared. I know that, as a hospitality student, you have many demands 
on your time: work, a heavy course load, family commitments, and, yes, 
fun—plus a lot of reading and studying for your other courses. With these 
thoughts in mind, I tried to make this book as visually appealing, easy, and 
engaging to read and enjoyable as possible.

Wishing you success in your studies and career.

Sincerely,
John Walker D.B.A., CHA., FMP.

Take some time to turn the page and review descriptions of all the features 
and tools in this book and find out how they will facilitate your reading and 
understanding of the concepts. Discover the exciting opportunities in the 
numerous and varied segments of the hospitality industry.
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Boxed Features Connect  
You to the Real World
These boxed features introduce you to real people who describe their experi-
ences on the job in the world of hospitality management.

introducing . . . and A day in the Life of . . .

You’re introduced to industry practitioners’ careers, the issues and chal-
lenges they encounter, and their achievements and contributions. These fea-
tures give a “from-the-heart,” up-close and personal view of their work. From 
dreams to reality—follow the career path to success for industry leaders and 
learn from their experiences.
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this, resorts often use a cyclical menu that repeats itself every 14–21 days. 
Also, they provide a wide variety and number of dishes to stimulate interest. 
Menus are now more health conscious—lighter and low in saturated fats, 
cholesterol, salt, and calories. 

 The food needs to be presented in a variety of ways. Buffets are popular 
because they give guests the opportunity to make choices from a display 
of foods. Barbecues, display cooking, poolside dining, specialty restaurants, 
and reciprocal dining arrangements with nearby hotels give guests even 
more options. 

 With increased global competition, not only from other resorts but also 
from cruise lines, resort managers are challenged to both attract guests and 
to turn those guests into repeat business, which traditionally has been the 
foundation of resort viability. 

 To increase occupancies, resorts have diversified their marketing mix to 
include conventions, business meetings, sales meetings, incentive groups, 
sporting events, additional sporting and recreational facilities, spas, adven-
ture tourism, ecotourism, and more. 

 Because guests are cocooned in the resort, they expect to be pampered. 
This requires an attentive, well-trained staff; hiring, training, and retaining a 
competent staff present a challenge in some remote areas and in developing 
countries. 

 There are a number of benefits to operating resorts. The guests are much 
more relaxed in comparison to those at transient hotels, and the resorts are 
located in scenically beautiful areas. This frequently enables staff to enjoy 
a better quality of life than do their transient hotel counterparts. Returning 
guests tend to treat associates like friends. This adds to the overall party-like 
atmosphere, which is prevalent at many of the established resorts.   

 To most, “making it big” seems like a regular statement and a task easily achieved. To Valerie 
Ferguson, well, it comes with a lot of work, dedication, and heart. She speaks often about seizing 
opportunities and adding self-interest to what you do for your career. 

 For this African American woman, life wasn’t always easy. As the managing director of Loews 
Philadelphia Hotel and regional vice president of Loews Hotels, she had a lot to say about what 
got her to where she is now. 

 One of her most important role models was her father, Sam Ferguson. She says, “My father 
and I had a great relationship in which he supported me, but in which he never put any images in 
front of me about what I should shoot for.” 

   i N T r o d u C i N G  V A L E r i E  f E r G u S o N 

 Senior Vice President, Operations, Denihan Hospitality Group and 
Past Chair of the American Hotel & Lodging Association    
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   A  d AY  i N  T H E  L i f E  o f  d E N N Y  B H A K T A 

 Revenue Manager, Hilton Hotels San Diego   

      Revenue management is a strategic function in maximizing room revenue (REV PAR) along with 
growing market share. REV PAR and market share are the two primary barometers used in the 
industry to grade a revenue manager’s competency. It is essential for revenue managers to have 
a system in place for daily business reviews to formulate winning strategies. Daily duties include: 

1.     Analyzing Data: A revenue manager must develop a reporting system for daily monitoring. 
In recent years, the larger hotel brands have developed proprietary revenue management 
systems that provide on-demand reporting of historical data, future position, and the ability 
to apply real-time pricing changes to future nights. Understanding past performance can un-
cover various business trends over high and low demand periods. It is critical to understand 
the effectiveness of previous pricing strategies to better position the hotel on future nights. 

  The general public can view rates and book rooms up to 365 days into the future. Therefore, the revenue 
manager must monitor daily pickup in reservations and regrets for future nights and make necessary ad-
justments to enhance speed to market. Each hotel will have different booking windows (or lead times) for 
their transient and group business. For example, the San Diego market has a majority of transient book-
ings that occur within 120 days to arrival, whereas the group business is booked many months out, and in 
some cases several years in advance. The primary booking window must be analyzed on a daily basis and 
adjusted accordingly. The longer booking windows can be analyzed periodically with the director of sales 
to equip the Sales team with rates to book group business based on the hotel’s revenue goals.  

2.   Mix of Business Assessment: Finding the right balance of occupancy and ADR could yield the greatest REV 
PAR and is greatly influenced by the mix of business. It is composed of two primary customer segments: 
Transient (individual travelers for business or leisure) and Groups, which are bookings with 10 more rooms 
per night (i.e., conventions, company meetings, etc.). Hotels can differ with mixes of business based on lo-
cation, number of rooms, and event space. Convention hotels may have a desired mix of 80 percent group 
and 20 percent transient to achieve their optimum point of profit, whereas small to midsize hotels may 
have a need for greater transient business, all of which are key factors in formulating effective pricing strat-
egies. Although the majority of group business will be booked further in advance, those rates are also deter-
mined by the revenue manager and director of sales based on historical trends and future business needs.  

3.   Competitor Analysis: It is always valuable to know what the competition is doing. Revenue manage-
ment is part science and part craft. With the advancement in technology, companies such as Smith 
Travel Research and The Rubicon Group have created essential tools that allow hoteliers and revenue 
managers to determine their position in the marketplace. Smith Travel Research produced the STAR 
report that is routed on a weekly and monthly basis. This report allows a hotel to choose a competitive 
set, which then compares the hotel’s actualized results by segment versus the competitive set, resulting 
in market share indexes for occupancy, ADR, and REV PAR. Although it is every hotel’s goal to capture 
fair market share (dollar for dollar), it is a greater priority to gain share by outperforming the competi-
tion. The Rubicon Group created a “Market Vision” tool that provides competitors’ rates and occupancy 
levels up to 365 days into the future, which can determine peaks and valleys in market demand.  

4.   Distribution Channels: It is crucial to know where the business is coming from, and how to increase pro-
duction from the right channels. Most hotel brands have a central reservations system, which is powered 
by their Web site and land-based call centers. In addition, there are thousands of travel agencies that 

(continued)
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Corporate Profiles

Learn about the practices, growth, and scope of leading corporations and orga-
nizations. For example, Marriott International did not start out as a multibillion-
dollar company; the company began as a nine-seat root beer stand in 1927.

focus on . . .

Written by contributing expert authors, these boxes offer unique personal 
perspectives on chapter topics.

How To . . .
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   C o r P o r A T E  P r o f i L E 

 Wyndham Worldwide—A Collection of Hotel Brands    

 Wyndham Hotels and Resorts, Wyndham Grand Ho-
tels and Resorts, Wyndham Garden, Days Inn, Howard 
Johnson, Ramada, Knights Inn, Super 8, Travelodge, 
Baymont Inns & Suites, Microtel Inns and Suites, Haw-
thorn Suites, Wingate by Wyndham, TRYP by Wynd-
ham, Dream Hotels, and Night Hotels, totalling more 
than 7,340 hotels in 66 countries.  12   

 As a franchisor, the company licenses the owners and 
operators of independent businesses to use Wyndham 
brand names, without taking on big business risks and 
expenses. Wyndham does not operate hotels, but instead 
provides coordination and services that allow franchisees 
to retain local control of their activities. At the same time, 
franchisees benefit from the economies of scale of widely 
promoted brand names and well-established standards of 
service, national and regional direct marketing, co-market-
ing programs, and volume purchasing discounts. 

 All brands share extensive market research, use proprietary reservation systems and a room inventory track-
ing system, which is extremely technology intensive and eliminates waste. By monitoring quality control and 
extensively promoting the brand names, Wyndham offers its independent franchise owners franchise fees that 
are relatively low compared to the increased profitability they gain. 

 Through franchising, the company limits its own risks and is able to keep overhead costs low. Wyndham also 
limits the volatility in the business as best as they can because fees come from revenue, not the franchisee’s 
profitability. A further advantage of being a franchiser of such dimension is that the company is even more pro-
tected from the cyclical nature of the economy than are other franchise ventures. 

 Wyndham Vacation Ownership is the largest vacation ownership business when measured by the number of 
vacation ownership interests. Wyndham Vacation Ownership develops, markets, and sells vacation ownership 
interests and provides consumer financing to owners through its three primary consumer brands: Wyndham 
Vacation Resorts, WorldMark by Wyndham, and Wyndham Vacation Resorts Asia Pacific.  13   

 Wyndham Vacation Ownership has developed or acquired approximately 185 vacation ownership resorts 
throughout the United States, Canada, Mexico, the Caribbean, and the South Pacific that represent approximately 
23,000 individual vacation ownership units and more than 900,000 owners of vacation ownership interests.  14   

 Wyndham Exchange and Rentals helps to deliver vacations to more than 3.7 million members in approxi-
mately 100 countries. Wyndham provides exclusive access for specified periods to more than 106,000 vacation 
properties, including vacation ownership condominiums, traditional hotel rooms, villas, cottages, bungalows, 
campgrounds, city apartments, second homes, fractional resorts, private residence clubs, condominium hotels, 
and yachts. With a portfolio of more than 30 brands, Wyndham delivers unique vacation experiences to over four 
million leisure-bound families each year.  15   

 Wyndham has been named to the Diversity Inc. 25 noteworthy companies that are raising diversity manage-
ment leaders. Wyndham has also been ranked among the best 100 greatest companies in America by  Newsweek  
magazine, who also ranked Wyndham among the top 100 greenest companies in America. 
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   f o C u S  o N  r o o M S  d i V i S i o N 

 Rooms Division with Charlie Adams   

      From the early days of primitive inns to our modern super hotels, like the Izmailovo Hotel with 
7,500 rooms in Moscow, employees are the crucial ingredient to hotel or motel success. Even with 
extraordinary advances in technology and the globalization of lodging in the twenty-first century, 
lodging remains fundamentally a people business and it is the employees who are responsible for 
the appearance, image, and reputation of a lodging facility. 

 The rooms division is considered the “center” of hotel activity because it is accountable for rev-
enue, customer service, and departmental forecasting. Room sales are the primary source of  income 
for most hotels and almost 100 percent of the revenue for many select service or budget hotels. 
The rooms division has the most guest contacts because it is comprised of reservations, front office, 
housekeeping, and uniformed services. The reservations department provides the needed accurate 
information for other departments to use to forecast for upcoming events and guest needs along 
with scheduling the proper staffing levels in the hotel. 

 Starting your career in the rooms division of a hotel is an exciting, demanding, and rewarding experience. You 
will be part of a team whose overall responsibility is the well-being of guests and ensuring that their expecta-
tions are met and that they have a memorable experience. As a rooms division employee you will be part of 
several interconnected functions that include: front desk, housekeeping, reservations, concierge, guest services, 
security, and communications. The following are some important tips for success in fulfilling the company’s 
promise to each guest: 

    Front Desk    Here is where the first and last impressions are always made! At the front desk it is important to 
be personable, confident, and patient because your guests will vary in temperament, needs, and expectations. 
Always remember a friendly, calm, and positive attitude are your best tools even in trying situations. Multitask-
ing becomes an art form at the front desk, calling upon all of your communication, typing, and computer skills.  

   Housekeeping    Perception is reality and cleanliness is always at the top of a guest’s expectations. In house-
keeping it is the attention to details, the eye for the out of place, the worn or frayed that keeps it real for guests. 
It is a demanding work area with much physical labor that is essential to guest satisfaction. Your work is done 
mostly behind the curtain, out of guest view, but noticed and appreciated when they enter to fresh towels, a 
made bed, and a flawlessly clean room. This is where you should start your lodging management career because 
it is the most demanding and least popular department among new hospitality graduates, and yet it is the best 
training ground for early lodging management success!  

   Reservations    How do you convey a smile over the phone? You must do so as you begin the process of the 
guest cycle. Reservations calls for total command of the keyboard, awareness of hotel revenue goals, upcoming 
events, room availability, but above all listen, truly listen, to the guest so you can match their requests with the 
hotel’s services. The promise begins with you and you must never write a check that the front desk can’t cash at 
check-in.  

   Concierge    A job that calls for diplomacy, ability to wheel-n-deal, and just a touch of magic. Your role is to 
accommodate the guest needs during their stay. It calls for an encyclopedic memory of restaurants, theater 
offerings, key points of interest, and current city events. The ability to develop a vast network of connections 
throughout the hospitality community in your area is essential to serve your guests and see to their every wish. 
Your reward as a successful concierge is that no two days are ever the same and there are always new and dif-
ferent challenges, opportunities, and rewards.  
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Only one speaker said, “You must be nuts if you want to work in this indus-
try”—of course, he was joking! But there are some realities you need to 
be aware of, and they are discussed in the section titled, “Characteristics of 
the Hospitality Industry,” found later in this chapter. Many examples exist 
of people graduating and being offered positions that enable them to gain 
a good foundation of knowledge and experience in the industry. Possible 
career paths are illustrated in   Figure    1–1      . In most cases, it does not take long 
for advancement opportunities to come along. Let’s begin our journey with a 
look at  service spirit , which plays a crucial role in the success of our indus-
try, no matter what your position or title.  

 Ever think about why Marriott International is so successful? Well, one of 
the reasons is given by Jim Collins writing in the foreword of Bill Marriott’s 
book,  The Spirit to Serve: Marriott’s Way . Collins says Marriott has  timeless core 
values and enduring purpose , including the belief that its people are number 
one: “Take care of Marriott people and they will take care of the guests.” Also, 
Marriott’s commitment to continuous improvement and good old-fashioned 
dedication to hard work, and having fun while doing it, provide a foundation 
of stability and enduring character. Collins adds that Marriott’s core purpose—
making people away from home feel that they are among friends and are 
really wanted—serves as a fixed point of guidance and inspiration. 

   H o W  T o  G E T  A  S T E P  A H E A d  i N  T H E  i N d u S T r Y   

  Courtesy of James McManemon, M.S., University of South Florida 
Sarosta—Manatee  

 Josh Medina, who recently earned his degree in hospitality management at the University of South Florida, recog-
nized at the outset that for the majority of department management positions prior experience working in lower-
level and/or supervisory positions is necessary, while moving into upper-management positions beyond, would 
require both experience in lower-level positions, plus an undergraduate and/or graduate degree (a business-related 
or hospitality degree is ideal) as well. Josh’s choice was to study hospitality management as an undergraduate, 
and work nights as a server/bartender at a fine-dining restaurant. After a single year at this night job, Josh was 
promoted to head-server, which allowed him to train new servers, expedite food, assist with making schedules, 
and manage payroll. Upon graduation, Hyatt Regency in Sarasota, Florida, hired him as assistant restaurant man-
ager. Though Josh had no prior experience as a restaurant manager, his experience working as a head-server and 
bartender, combined with his educational knowledge of management, gave him the necessary tools to get a step 
ahead in his career immediately after graduating. Next for Josh, who has ambitions of hotel manager, regional 
vice president, or any position that requires significant strategic management, long-term planning, and top-notch 
leadership/management skills, is a post-graduate degree in a business-related or hospitality field. Josh remarks, “It 
may take longer than two years since I am going to school part time, while working full time, but it will be worth it 
in the long run.”  
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This feature focuses on a specific issue related to a central function within 
various sectors of the hospitality industry and how that issue was (or might 
be) addressed and resolved.

Technology Spotlights

Here you’ll learn about the wide variety of technological processes, systems, 
and products used within the hospitality industry.

Timelines
Trends

Dr. Greg Dunn has revised and updated the Trends section in each chapter 
to give you an up-to-date and realistic picture of factors currently shaping 
the future of that segment of the industry.
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v
   T E C H N o L o G Y  S P o T L i G H T 

 Hotel Information Technology   

 “Home away from home!” This is how we would like to express what hotels mean to our guests. For this to 
happen, we must provide technologies that guests use at home. Of course, the main purpose of the guestroom 
has never changed: to provide a clean, safe place to spend the night. In 1970, for the first time, hoteliers 
put ice-cube makers and small refrigerators inside the guestroom. In the beginning, not all rooms had these 
amenities. Usually, those rooms that had these special amenities were charged more than the other rooms. In 
1972, the first models of telephone systems were introduced to the guestroom. In those days, there was only 
one telephone line for the entire hotel; therefore, guests sometimes waited long hours before they could place 
a call. In 1975, after color TV was well established in homes, hotels started to offer it. In the beginning, some 
hotels advertised that they had color TV to differentiate themselves from the competition and charged extra 
for rooms with TV. In 1980, the Hotel Billing Information System (HOBIS) was introduced. In 1981, it became 
legal for hotels to profit from phone calls. This is when call accounting systems exploded in the hotel industry. 
In 1986, electronic door-keys were introduced, increasing the security and the convenience of guests. Interface 
between TV systems and property management systems were established in 1990 so that the guests could see 
their bills through the TV. With that, in 1993, guests were able to check out from their room by using the TV. 
In 1995, high-speed Internet access was available in hotel rooms. After 2000, hotels started to use Voice over 
Internet Protocol (VoIP) phoning systems, high-definition TV, wireless Internet access, interactive entertainment 
systems, smart-energy management systems, and many other systems. 

 In today’s modern hotel rooms, it is possible to see the following technologies that make the guest stay 
a more comfortable one: (1) electronic locking system, (2) energy management and climate control systems, 
(3) fire alarm and security systems, (4) in-room minibars, (5) in-room safe boxes, (6) guestroom phone systems, 
(7) voice-mail/wake-up systems, (8) in-room entertainment systems, (9) guestroom control panels, and (10) self 
check-in/check-out systems. 

 Let’s look into the future to see what the guestroom might look like: 
 You just booked a hotel room from your smartphone with a voice command. When you go to check in to 

the hotel, you see that check-in desk is replaced with a “hospitality desk.” As soon as you arrive at the hotel, 
your phone is showing you a map of the hotel rooms, asking you to make a choice. Once you make your choice, 
your phone becomes your electronic key card. When you wave your phone, the door opens and the 100-per-
cent sustainable room welcomes you with your preferred wall color (thanks to nanopaint) and your favorite 
song. When you turn on the TV with your voice command, you see your favorite and local TV channels (thanks 
to Internet TV) and your video library from your home phone. The picture frame shows the pictures from your 
Facebook page. Your sheets and towels will be changed based on “green” preferences, such as to change the 
bed sheets and towels every three days and bring the temperature of the room 10 degrees down or up based 
on the season when you are not in the room. When you need help, you connect to a virtual concierge to get 
any kind of information about the hotel and the area. The wardrobe door generates power when you open 
and close the door for lighting. When you use the restroom, the smart toilet checks your health and sends 
you a digital report to your e-mail. Does this sound like a nice dream? Actually, this is a description of a next-
generation hotel. 
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   Trends in Hotel and Rooms 
Division Operations  
  Courtesy of Dr. Greg Dunn, Senior Lecturer & Managing Director,  University 
of Florida, Eric Friedheim Tourism Institute.  

•     Diversity of work force.    All the pundits are projecting a substantial 
 increase in the number of women and minorities who will not only be 
taking hourly paid positions, but also supervising and management 
 positions as well.  

•    Increase in use of technology.    Reservations are being made by individu-
als over the Internet. Travel agents are able to make reservations at 
more properties. There is increasing simplification of the various PMSs 
and their interface with POS systems. In the guest room, increasing 
demand for high-speed Internet access, category 5 cables, and in some 
cases equipment itself is anticipated.  

•    Continued quest for increases in productivity.    As pressure mounts from 
owners and management companies, hotel managers are looking for 
 innovative ways to increase productivity and to measure productivity by 
sales per employee.  

•    Increasing use of revenue management.    The techniques of revenue 
management will increasingly be used to increase profit by effective 
pricing of room inventory.  

•    Greening of hotels and guest rooms.    Recycling and the use of envi-
ronmentally friendly products, amenities, and biodegradable deter-
gents will increase. Energy management technology is used for the 
reduction of energy costs by setting back temperature and shutting 
off power in vacant rooms through control sensors that regulate the 
HVAC system.  17    

•    Security.    Guests continue to be concerned about personal security. 
 Hotels are constantly working to improve guest security. For example, 
one hotel has instituted a women-only floor with concierge and security. 
Implementation of security measures will increase.  

•    Diversity of the guest.    More women travelers are occupying hotel rooms. 
This is particularly a result of an increase in business travel.  

•    Compliance with the ADA.    As a result of the Americans with Disabili-
ties Act (ADA), all hotels must modify existing facilities and incorporate 
design features into new constructions that make areas accessible to 
persons with disabilities. All hotels are expected to have at least four 
percent of their parking space designated as “handicapped.” These 
spaces must be wide enough for wheelchairs to be unloaded from a 
van. Guest rooms must be fitted with equipment that can be manipu-
lated by persons with disabilities. Restrooms must be wide enough to 
accommodate wheelchairs. Ramps should be equipped with handrails, 
and meeting rooms must be equipped with special listening systems for 
those with hearing impairments.  
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Hone Your Critical Thinking Skills
Case Studies

In this edition, you will find a new case study written for each chapter—
all based on industry scenarios. You will be challenged to test your skills 
and knowledge as you address and recommend appropriate actions in each 
situation.

internet Exercises

Surf the Internet to uncover answers to specific hospitality questions. The 
Internet Exercises challenge you to learn more and prepare you for a career 
in this fascinating industry.
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     Summary   

1.    A big hotel is run by a general manager 
and an executive committee, which is rep-
resented by the key executives of all the 
major departments, such as rooms division, 
food and beverage, marketing, sales, and 
human resources.  

2.   The general manager represents the hotel 
and is responsible for its profitability and 
performance. Because of increased job 
consolidation, he or she also is expected to 
attract business and to empathize with the 
cultures of both guests and employees.  

3.   The rooms division department consists of 
front office, reservations, housekeeping, con-
cierge, guest services, and communications.  

4.   The front desk, as the center of the hotel, 
sells rooms and maintains balanced guest 
accounts, which are completed daily by 
the night auditor. The front desk constantly 
must meet guests’ needs by offering ser-
vices such as mailing, faxing, and mes-
sages.  

5.   PMSs, centralized reservations, and yield 
management have enabled hotels to work 
more efficiently and to increase profitability 
and guest satisfaction.  

6.   The communications department, room 
service, and guest services (such as door 
attendants, bellpersons, and the concierge) 
are vital parts of the personality of a hotel.  

7.   Housekeeping is the largest department of 
the hotel. The executive housekeeper is in 
charge of inventory, cleaning, employees, 
and accident and loss prevention. The laun-
dry may be cleaned directly in the hotel or 
by a hired laundry service.  

8.   The electronic room key and closed-circuit 
television cameras are basic measures 
provided to protect the guests and their 
property.  

9.   Spas are now a popular feature of many 
U.S. hotels, offering a variety of beauty 
treatments, exercise equipment, and other 
means for guest relaxation.    

 It is no secret that in all hotels the director of housekeeping must be able to react quickly and 
efficiently to any unexpected circumstances that arise. Stephen Rodondi, executive house-
keeper at the Hyatt Regency La Jolla usually starts his workday at 8:00  A.M.  with a department 
meeting. These morning meetings help him and the employees to visualize their goals for the 
day. On this particularly busy day, Rodondi arrives at work and is told that three housekeep-
ers have called in sick. This is a serious challenge for the hotel because it is overbooked and 
has all its 400 rooms to service. 

    discussion Question   
1.     What should Stephen do to maintain standards and ensure that all the guest rooms are 

serviced?     

   Source:  Courtesy of Stephen Rodondi, Executive Housekeeper, Hyatt Regency La Jolla, CA.  

   C A S E  S T u d Y 

 Overbooked: The Housekeeping Perspective   
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    Review Questions   

    Key Words and Concepts   

    application service provider (ASP)   
   average daily rate (ADR)   
   call accounting systems (CAS)   
   catastrophe plans   
   central reservation office (CRO)   
   central reservation system (CRS)   
   city ledger   
   concierge   
   confirmed reservations   
   cost centers   
   daily report   
   Employee Right to Know   
   executive committee   
   global distribution systems (GDS)   

   guaranteed reservations   
   night auditor   
   Occupational Safety and Health Administration 
 (OSHA)   
   productivity   
   property management systems (PMS)   
   revenue management   
   revenue centers   
   revenue per available room (REV PAR)   
   room occupancy percentage (ROP)   
   room rates   
   rooms division   
   uniformed staff   
   yield management     

     1. Briefly define the purpose of a hotel. Why 
is it important to empathize with the cul-
ture of guests?   

    2. List the main responsibilities of the front-
office manager.   

    3. What are the benefits of using a central 
reservation system?   

    4. Why is the concierge an essential part of 
the personality of a hotel?   

    5. Explain the importance of accident and 
loss prevention. What security measures 
are taken to protect guests and their 
property?     

    Internet Exercises   

1.     Organization:  Hyatt Hotels Corporation  
   Summary: Hyatt Hotels Corporation is a 
multibillion-dollar hotel management com-
pany. Together with Hyatt International, 
the company has about eight percent of 
the hotel industry market share. Hyatt is 
recognized for its decentralized manage-
ment approach, in which general managers 
are given a great deal of the management 
decision-making process.  
  Click the “About Hyatt” tab, and click “Ca-
reers” under the “For Job Seekers” section. 
Click on “University Recruiting,” and then 
click on “Mgmt Training Program” to learn 
more about this program that Hyatt offers. 

(a)    What is Hyatt’s management training 
program?  
(b)   What requisites must applicants meet 
to qualify for Hyatt’s management train-
ing program?       

    2. Organization:   Seek   
   Summary: Seek is a Web site that offers 
employment and education opportunities 
across the Asia-Pacific region. 

(a)    What jobs are being offered, and 
which one, if any, interests you?  
(b)   What advice and tips are provided 
under the “Jobs” section of the Web site?         
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Apply Your Knowledge

Apply the knowledge and skills learned in each chapter to real-life industry 
topics.

Important Memory Tools
Learning objectives
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    Apply Your Knowledge   

1.     If you were on the executive committee of 
a hotel, what would you do to ensure the 
hotel’s success?   

2.    If a hotel with 850 available rooms gener-
ates sales worth $75,884 in one day, what is 
the revenue per available room?     

    Suggested Activities   

1.     Go to Zuji.com and Ctrip.com, two popular 
Web sites in Asia that provide travel services. 
Try to book a room by entering a destination 

and the travel dates of your choice. Compare 
the list of hotels and prices offered on the 
Web sites.     
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 Rooms Division    

     L E A r N i N G  o B J E C T i V E S   

 After reading and studying this chapter, you should be able to: 

   • Outline the duties and responsibilities of key executives and 
department heads.  

  • Draw an organizational chart of the rooms division of a hotel 
and identify the executive committee members.  

  • Describe the main functions of the rooms division departments.  

  • Describe property management systems and discuss yield 
management.  

  • Calculate occupancy percentages, average daily rates, and 
actual percentage of potential rooms revenue.  

  • Outline the importance of the reservations and guest services 
functions.  

  • List the complexities and challenges of the concierge, 
housekeeping, and security/loss prevention departments.     

302  PArT ii Beverages, Restaurants, and Managed Services

     Front of the House  
 Restaurant operations are generally divided between what is commonly 
called  front of the house  and  back of the house . The front of the house 
includes anyone with guest contact, from the hostess to the busser. The 
sample organization chart in   Figure    7– 1   shows the differences between the 
front- and back-of-the-house areas. 

 The restaurant is run by the general manager, or restaurant manager. 
 Depending on the size and sales volume of the restaurant, there may be 
more managers with special responsibilities, such as kitchen manager, bar 
manager, and dining room manager. These managers are usually cross-
trained to relieve each other. 

 In the front of the house, restaurant operation begins with creating and 
maintaining what is called  curbside appeal , or keeping the restaurant look-
ing attractive and welcoming. Ray Kroc of McDonald’s once spent a couple 
of hours in a good suit with one of his restaurant managers cleaning up the 
parking lot of one of his restaurants. Word soon got around to the other 
stores that management  begins  in the parking lot and  ends  in the bathrooms. 
Most restaurant chains have checklists that each manager uses. In the front 
of the house, both the parking lot and any greenery, walkways, and steps 
need to be maintained well. As guests approach the restaurant, hostesses 
may hold the door open and welcome them to the restaurant or greet them 
upon entry. At the 15th Street Fisheries restaurant in Ft. Lauderdale, Florida, 
hostesses welcome the guests by assuring them that “we’re glad you’re here!” 

 Once guests are inside, the  host/hostess , or as TGI Fridays calls him 
or her, “smiling people greeter” (SPG), greets the guests appropriately, and, 
if seating is available, escorts them to a table. If there is a wait, the host/ 
hostess will take the guests’ names and ask for their table preference. 

 Aside from greeting the guests, one critical function of the host/ hostess 
is to rotate arriving guests among the sections or stations. This ensures 
an even and timely distribution of guests—otherwise one section may get 

    LEARNING OBJECTIVE   1 
Describe a restaurant’s front of 
the house.   

General Manager

Kitchen Manager

Back of the House

cooks
prep cooks
expediter
receiving
dishwashing

Bar Manager Dining Room Manager

Front of the House

Opening and Closing Managers

bar-backs
bartenders
cocktail servers

host/hostess
bussers
servers

      figure    7– 1  •           Restaurant Organization Chart.   
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Helping students keep track of and focus on the essential information they 
must take away from each chapter is an essential pedagogical tool. In this 
edition, a bulleted list of Objectives is featured on the opening page of each 
chapter, thus providing a “heads up” with regard to chapter coverage and 
organization; however, in this new edition, you also will be reminded of 
the relevant objective to be covered in each major section by a numbered 
Learning Objective to help you focus and organize your thoughts as you 
read through the chapter. Ultimately this feature provides a map of what you 
need to know after studying the chapter and doing the exercises, case ques-
tions, and Apply Your Knowledge questions.

Check Your Knowledge

Every few pages, the Check Your Knowledge section helps you review and 
reinforce the material that has just been covered.

Chapter Summary
The chapter summary highlights the most important points in the chapter. 
It provides a brief review of the chapter and reinforces the main terms, con-
cepts, and topics.

Key Words and Concepts
Highlighted in bold with easy-to-understand definitions in the Glossary, the 
key words and concepts help you recall the importance of and meaning of 
these important terms. Master the key words and concepts of the text and 
improve your test scores.

review Questions
By answering these review questions, you will reinforce your mastery of the 
materials presented in the text and most likely improve your test scores.
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    ▶ Check Your Knowledge   

1.     What is the role of the general manager?   

    2. What topics do the members of an executive committee usually address 
in their weekly meetings?       

   The Departments  
 In larger hotels, the rooms division has several departments that all work to-
gether to please guests. In midsize and smaller properties, those departments 
may be reduced in size and number, but they still need to serve guests. 

     rooms division  
 The rooms division director is held responsible by the GM for the efficient 
and effective leadership and operation of all the rooms division departments. 
They include concerns such as the following: 

•    Financial responsibility for rooms division  

•   Employee satisfaction goals  

•   Guest satisfaction goals  

•   Guest services  

•   Guest relations  

•   Security  

•   Gift shop   

 The  rooms division  consists of the following departments: front office, 
reservations, housekeeping, concierge, guest services, security, and commu-
nications.   Figure    3– 2   shows the organizational chart for a 300-plus-room ho-
tel rooms division. 

 The guest cycle in   Figure    3– 3   shows a simplified sequence of events that 
takes place from the moment a guest calls to make a reservation until he or 
she checks out. 

     front office  
 The front-office manager’s (FOM) main duty is to enhance guest services by 
constantly developing services to meet guest needs. An example of how some 
FOMs enhance guest services is to have a guest service associate (GSA) greet 
guests as they arrive at the hotel, escort them to the front desk, and then 
personally allocate the room and take the guest and luggage to the room. 
This innovative way of developing guest services looks at the operation from 
the guest’s perspective. There is no need to have separate departments for 
doorperson, bellperson, front desk, and so on. Each guest associate is cross-
trained in all aspects of greeting and rooming the guest. This is now being 

   LEARNING OBJECTIVE 3   
   Describe the main functions 
of the rooms division 
departments.   
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Visuals

figure 1–1 • A Possible Career Path in the 
Hospitality Industry. Is Education Worth 
It? You Bet! Just Think—Over a Career, the 
 Difference in Salary between an Associate 
and a Bachelor’s Degree is $500,000. Yes, 
That’s Half a Million Bucks!
(Source: U.S. Census Bureau Average Lifetime Earnings—
Different Levels of Education.)

The interrelated nature of hospitality and 
tourism means that we could fly here, stay in a 
hotel, and eat in a restaurant.

Color format with lively photographs, drawings, and tables maintain your 
interest and provide visual aids to learning.
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figure 1–2 • Scope of the Hospitality and Tourism Industries.
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figure 1–3 • The Interrelated Nature of 
Hospitality, Travel, and Tourism.
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Additional Student Resources
MyHospitalityLab, www.myhospitalitylab.com
This online course has been designed specifically to help you review, rein-
force, and apply the concepts presented in the book. This interactive site fea-
tures chapter-specific study modules, case studies with questions, interactive 
activities, and lecture note PowerPoint slides.

Message from John Walker
It is our goal to help you succeed in your career. If you have any sugges-
tions for improving upon the material in the book or in MyHospitalityLab, or 
 additional information you would like to see, e-mail me at jwalker@sar.usf 
.edu or johnniewalkergold@hotmail.com.
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