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Fostering the next generation of creative and 
passionate leaders in hospitality, tourism and 
commercial cookery.  

William Blue is one of Australia’s most respected and 
recognised hospitality colleges, and has built great 
relationships over the years within this vibrant and 
global industry.

This means we’re able to offer you a unique learning 
experience: we look after your needs as a student, 
and  also align ourselves with the industry’s 
requirements to employ highly trained and motivated 
people with practical experience who are passionate 
about what they do. Our course offerings are 
flexible and we’ve designed a learning structure that 
accommodates several entry and exit points in our 
academic and training pathways. We know that life 
can be busy, so we’ve made sure students have the 
option to attend class in person or virtually, where 
possible, through our online learning portal.

Industry experience is also a part of every course 
we offer, so that our students gain the hands-on 
experience they need – you get exposure to the 
industry and have opportunities to work, travel and 
build your skills as your career develops.

For students leaving high school, we’ve created our 
Early Entry Program so students can apply for one 
of our courses before their ATAR results have been 
released. We also have full scholarship opportunities 
for those passionate individuals who want to launch 
their global career.

WILLIAM BLUE

Degree’s and Diploma’s in:

 Hospitality Management 

 Culinary Management    
 (Commercial Cookery)

 Tourism Management

Find out more at williamblue.edu.au

williamblue.edu.au
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IMPORTANT INTERPERSONAL SKILLS ARE:

 » Outstanding personal appearance

 » Clear communication skills

 » Initiative in social interaction

 » Teamwork.

PERSONAL APPEARANCE

Personal appearance includes dress and grooming, 
which must be of a very high standard. Remember 
that you do not have a second chance to make a first 
impression on a guest. All tourism and hospitality 
businesses will have specific standards for personal 
presentation. Make sure that you are clear as to what 
these guidelines are.

CLEAR COMMUNICATION

The clarity of communication depends on the 
availability of information based on six simple 
questions: Who? What? Where? When? Why? and 
How?

Communication involves sending and receiving a 
message which is understood clearly. When we send 
and receive messages, not only do we speak, but we 
also send ‘non-verbal’ messages.

Verbal communication involves questioning, listening 
and answering. Non-verbal communication involves 
body language, which includes facial expression, eye 
contact and posture.

INTRODUCTION TO
INTERPERSONAL SKILLS
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SOCIAL INTERACTION

Social interaction is the way you conduct yourself 
with others. It also involves verbal and non-verbal 
communication, such as the volume and tone of 
voice. Social interaction occurs on all occasions 
that you deal with other people. It broadcasts 
your attitude towards them, establishes that you 
feel comfortable with them and invites them to 
react to you in the same way. Being friendly and 
approachable, normally means people will be the 
same with you. You must interact socially with staff 
and customers in a variety of ways. 

Positive self concept communicates confidence. The 
belief you have the skills and knowledge to carry out 
the task professionally. 

Anticipating customer requirements requires an 
understanding of the range of customer needs and 
expectations.

A customer walks into establishment, looking lost. 
Approach customer before he / she approaches you, 
and with a polite greeting ask ‘How may I help you?’

Ensure attentiveness to customers’ needs, ensuring 
their visit is comfortable and free of problems. Ideally 
you will detect a problem before the customer 
complains.

If you notice a customer has left most of his / her 
meal, you should ask if the meal was alright, or up to 
their expectations.

Perception enables you to interpret and analyse what 
is seen and heard. Your perception of a situation will 
determine how you will react – which may or may not 
be appropriate.

TEAMWORK

Teamwork is your ability to work with others for a 
common purpose. Effective teamwork is a major 
factor in customer satisfaction. In the Tourism 
and Hospitality Industry, you interact with other 
staff members on a daily basis in order that the 
establishment functions smoothly. There will be a 
constant flow of information to and from your work 
area. Knowing how to work with others to achieve a 
common goal is an important interpersonal skill.

The material has been produced by William Blue College of Hospitality Management for the purposes of revising for the HSC Hospitality examination, and in no 
way represents the entire HSC curriculum. Students are advised to check with their teacher or the NSW Education Standards Authority (NESA) regarding the exact 
details of the course being studied since these can vary  year on year & between individual schools. No legal liability will be accepted for inaccurate information. 
William Blue College of Hospitality Management at Torrens University Australia is a trading name of Torrens University Australia Ltd, ABN 99 154 937 005, CRICOS 
Provider Code: 03389E. Date of publication: September 2018.

INTERPERSONAL SKILLS COMMONLY 
USED IN THE WORKPLACE

Interpersonal skills that you can adopt immediately 
are:

 » Take care in your appearance

 » Face the person you are speaking to

 » Maintain eye contact, if possible

 » Smile, and establish rapport with the customer

 » Address the customer by name (if you know it)

 » Listen attentively to the customer

 » Ask questions within the topic of conversation

 » Maintain good posture

 » Stay at a social distance, about one meter, when 
speaking to customers

 » React immediately to a customer’s query or 
complaint.

INTERACTIONS TO AVOID

 » Touching the customer

 » Using bad language, or statements which put 
people down

 » Giving personal observations, opinions or 
criticisms

 » Rudeness, which includes ignoring calls 
for attention or interrupting a customer’s 
conversation without first saying ‘excuse me’.
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Communication is the sending of messages to 
others. As with any activity we undertake, there 
are a number of different ways of communicating. 
These include:

 » Speaking

 » Writing

 » Analysing

 » Interpreting

 » Using the telephone

SPEAKING EFFECTIVELY

Communication is the process of giving or receiving a 
message or impression. Communication can be face-
to-face, by telephone or in writing, or through a chain 
of command - passed down via other people.

Most roles undertaken in Tourism & Hospitality 
are with, or in full view of, the customer. The 
communication process depends on several factors:

 » The message being accurate, clear and concise

 » The content of message being relevant to the 
receiver

 » The timing of the message being appropriate

 » Feedback from the receiver to acknowledge 
understanding of the message.

Polite greetings establish a rapport, and knowing the 
right way to address, greet and farewell customers is 
important.

When oral communication occurs, it is important 
to remember that you are passing your thoughts 
on to others. It is also important that your message 
is understood in the way that you intended it. 
Communication is a two-way street between the 
sender and receiver. If you do not understand the 
message, you cannot respond correctly, or in the 
appropriate manner.

EFFECTIVE 
COMMUNICATION

Image sourced from: <http://www.ironshrink.com/articles.php?artID=071227_
what_is_relational_frame_theory_one> Accessed 1/12/2010

FOR COMMUNICATION TO BE EFFECTIVE:

 » Each message communicated must have a 
purpose

 » Each message should be planned, so that it 
matches the interests and abilities of the receiver 
of the communication

 » Unnecessary words in the communication should 
be eliminated

 » Words used in the message should be within the 
experience range of the receiver; that is, avoid 
talking about issues which are not well known to 
the other person

 » The message should be clear, and should include 
correct pronunciation, inflection, tone and volume 
of voice.

VERBAL COMMUNICATION

Voice and speech are part of your self-presentation. 
Your voice is linked to the way you feel about 
yourself, and criticism about your voice is like an 
attack on your personality.

The voice indicates how you are feeling, how relaxed 
you are, where you are from. The sound of your voice 
should reinforce the impact of your appearance. 
Sloppy speech is as bad for your image as poor 
grooming.

The words chosen to deliver a message are critical 
to the interpretation and accuracy of the message. 
Choice of words determines the formality or 
informality of the message – and how it’s received. 
Terminology or phrases may not be understood by 
overseas visitors

Communication research has found that individuals 
are influenced by a speaker in the following 
percentages:
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ELEMENTS OF SPEECH

There are several speech elements which, when used 
effectively, can enhance your presentation:

Volume: A conversational style is best

 » Loud levels of speech may indicate aggression

 » Quiet levels of speech may indicate secrecy or 
lack of confidence.

Pace: Moderate pace ensuring all words are 
pronounced fully and clearly.

Tone (pitch): Used to reinforce the spoken words, and 
convey different information in different context

 » A high tone may indicate excitement or fear

 » Low tone may indicate tiredness or boredom.

Quality: A good quality voice is usually pleasant to 
listen to – it needs to be practiced.

Pause: Can add or detract from the message being 
conveyed

 » Used after conveying information to ensure the 
information has been understood, or to emphasise 
a point

 » Incorrectly used during speech may indicate lack 
of knowledge on the topic, or lack of confidence.

NON-VERBAL COMMUNICATION

Non-verbal communication is an essential part of 
all person-to-person situations. The choice of non-
verbal communication can add to or detract from 
the message. The amount of non-verbal action 
used should be determined by the situation and the 
audience.

There are five aspects of non-verbal communication 
that you should know:

1. Body language: This means bodily actions, 
including stance, facial expression, use of hands, etc., 
which are used when communicating with another 
person. These actions may transmit feelings which 
are in conflict with the verbal message that has been 
sent.

2. Physical characteristics and appearance: 
The eyes, lips, mouth, eyebrows, nose, forehead, 
chin, hands, fingers, arms, legs and feet, and sitting 
position can be varied to reflect the needs, motives 
and feelings of a person.

3. Space: Individuals control the space around 
them, and this gives messages to others. It is 
important to understand the difference between 
social distance, i.e. the space when speaking to 

customers and personal space. A good social 
distance is considered to be about one meter. 
Personal distance varies according to your culture 
and affinity with the other person.

4. Environment: This applies to the setting in 
which you work, e.g. a darkened disco area might 
seem to be threatening to some. Similarly, the noise 
of the disco might be intrusive to some. An overly-
crowded dining room might be overpowering to 
some customers. All of these represent non-verbal 
messages which are interpreted according to 
individual emotions and concerns.

5. Time: In your work, punctuality relays the 
message that you care for the interests of a guest. 
Lateness in delivering room service, picking up 
luggage or responding to a customer request can 
be interpreted as not caring. Your lack of timely 
response could be interpreted as a non-verbal 
message that you do not care.

Important points to remember about non-verbal 
messaging:

More non-verbal cues may be needed when 
communicating with people with a disability, or a 
person who doesn’t speak fluent English

Gestures are used by sender and receiver of message 
and should complement the message being sent

 » Hand pointing to indicate direction

 » Head nodding to indicate listening

 » Arm raised to indicate attention needed

 » Maintaining open hand gestures while handling a 
customer complaint demonstrates confidence and 
empathy.

Some hand gestures have different meanings in 
different cultures, and can be perceived as offensive

 » e.g. pointing of finger.

Facial expressions add another dimension to the 
message, and should complement the message

 » Smiling creates a welcoming impression

 » Gaining eye contact with a person indicates 
attentiveness and interest

 » A blank expression and / or rolling of eyes, or no 
eye contact, can indicate boredom or disinterest

Body Posture

 » Holding your head upright, keeping shoulders 
back, signals confidence, control, authority or 
professionalism from the sender – and interest 
and understanding on the part of the receiver.
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Positioning of body has implications for the other 
person’s comfort and feeling of acceptance

 » Reasonable space between parties communicating

 » Sitting or standing when delivering message can 
influence outcome

 » Sudden or extreme movement in body positioning 
can cause confusion, and create difficulty in the 
communication process.

Maintaining social distance is important, to 
ensure the person we’re communicating with feels 
comfortable throughout the process. We all have an 
imaginary space around us, and if it’s entered we may 
feel ill at ease or under threat

 » Keep an arm’s distance away; avoid touching 
people.

LISTENING SKILLS

Listening is arguably the most important 
communication skill for anyone in a sales or service 
position. Listening skills are vital for obtaining 
accurate information, and creating an understanding 
between the parties.

 » As the sender of a message, listening to your 
receiver’s answers tells you how the other person 
has interpreted your message

 » As the receiver of a message, listening to the 
other person allows you to understand their 
meaning. 

Communication involving either verbal or non-
verbal elements, or a combination of both, requires 
interpretation. This process is dependent on the 
receiver giving consideration to understanding the 
words, motives, feelings and needs of the sender.

When listening to a presenter in a public forum, the 
audience is continually analysing what the presenter 
is saying, and may agree, disagree or make a mental 
note to remember the information. The same 
principle applies when engaged in face-to-face or 
telephone conversations.

Listening can become more active by:

Using attentive body language

Making positive noises and giving feedback

Repeating parts of the sender’s message

Asking open questions

 » Positive questioning: To accurately assess a 
request or situation

 » Question: Where can I go to eat? 

 » Answer: We have a range of outlets, what type of 
food were you looking for?

WRITTEN COMMUNICATION

More and more communication is being undertaken 
in writing. Poor handwriting, or jargon or unclear 
messages can cause misunderstandings and delays. 
When writing messages in any form:

 » Handwriting should be printed and legible

 » Sentences should be short and simple

 » Jargon or technical terms without an explanation 
should be avoided

 » Include all relevant facts, do not assume the 
reader has prior knowledge of the subject

 » Use the correct spelling, punctuation, grammar 
and sentence structure

 » Follow up to ensure your message was received 
accurately

TELEPHONE COMMUNICATION

The telephone is a major means of communication 
in the workplace. Frequently, the first contact with 
a tourism or hospitality business is through the 
telephone. You rely solely on your verbal skills to 
communicate the right message. Speaking with 
clarity, using appropriate tone of voice and polite 
greetings and confirming the message are essential.

Each establishment has its own standards and 
procedures on how to answer the telephone. It is 
important to remember that whether receiving or 
making a call, you are representing your organisation. 

To ensure the call is handled promptly and the 
communication process is professional, you need 
to know the features of the phone – answering, 
transferring, and call on hold.

Telephone calls contain a logical structure. Guidelines 
for handling calls are given below:
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MAKING A TELEPHONE CALL

When making a telephone call, you need to be 
organised and clear about what it is you need to 
communicate.

 » Clarify the message

 » Think the message through

 » Jot down prompts for key points

 » Have necessary documents with you

COMMUNICATION 
PROBLEM

EXPLANATION

Status
When there is a superior / subordinate relationship, communication tends to be one-
way. The superior speaks, and the subordinate acknowledges and agrees.

Pressure of time
When a person is in a hurry, conversation is only one-way. Abbreviated sentences are 
used and thoughts tend to run together. There is a high risk of misunderstanding.

Value judgments
A value judgment is the allocation of an overall worth to the communication. When 
listening, people tend to allocate a value of ‘right’ or ‘wrong’, and ‘true’ or ‘false’.

Inattention
Lack of interest is the main cause of inattention. You can also have a mind overload 
when there is a lot of activity around you, which makes it difficult to concentrate 
entirely on the communication directed to you.

Jumping to 
conclusions

This happens when you hear the start of a message; assume the conclusion and / or 
the essence of a message.

Emotions
Anger, fear, hate and love may cause you to behave and communicate irrationally or 
incoherently.

Inconsistency

People are confused when a person giving instructions later changes his / her mind, 
and gives conflicting instructions. If this happens too often, the person on the other 
end may ‘switch off’, or not respond until details have been checked with someone 
else.

Physical barriers
People who have a hearing disability have a physical barrier to communication. Other 
barriers might be excessive noise, fatigue, stress, illness and individual discomfort.

Individual 
differences

Every person is different, and so are communication styles. Factors that influence 
the way people communicate (verbally and non-verbally) are age, gender, past 
experience, education levels, race, culture, beliefs, attitude, perceptions, prejudices, 
first language and confidence.

Lack of feedback

You need to let the other person know that you understand what is meant. If you 
don’t acknowledge what is being said, and show that you are on the same track, 
then the other person will either assume that you understand, OR decide you do not 
understand, and repeat the message. This creates confusion and frustration.

PROBLEM AREAS ASSOCIATED WITH COMMUNICATION

Problems in communication come from a number of areas. These barriers are explained below:

 » Draft questions to elicit information

 » Know who to speak to

 » Introduce yourself, your company and the reason 
for your call

 » Ensure call is made at a time, and from an area, 
with minimal disruptions

 » Thank the person for their time and / or 
assistance.
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OVERCOMING COMMUNICATION BARRIERS

Communication barriers develop when no rapport 
is established, and mutual understanding of the 
message does not occur. Barriers have the effect 
of distorting or changing the message: A message 
can be repeated differently; information may not be 
checked for accuracy; and / or information being 
given moves away from the main message.

EMPATHETIC LISTENING SKILLS WILL 
HELP BREAK DOWN THE BARRIERS

Avoid making value judgments. When a value 
judgment is used, the mind is closed and it becomes 
impossible to understand the sender’s point of view.

Listen intently to the full story. Time is an important 
element of empathetic listening. Give the impression 
that your time is theirs.

Recognise feelings and emotions. Attempt to 
pinpoint the meaning or the feelings behind the 
words being spoken. Things to look for are hostility, 
anxiety, depression, eagerness or hesitation.

Review the message. Test your understanding of the 
situation. Restate the person’s communication to you 
from his / her point of view.

 » ‘You believe that the hotel has been slow in 
providing the service that you expected, and 
that you waited for the breakfast delivery to your 
room for at least 50 minutes on the past three 
mornings’. 

Questioning with care, to confirm. Avoid statements 
such as ‘that hasn’t happened before’ or ‘I can’t 
believe that’.

Understanding. Maintain your objectivity and avoid 
being involved emotionally. Guide the person with 
questions that draw out the story.

 » ‘Then what did they do?’ or ‘And how long did you 
have to wait?’

Within the Tourism and Hospitality Industry, there 
is a wide variety of customers, each with their own 
particular needs and expectations. These needs and 
expectations are often determined by:

Cultural factors

May include language, values and religious beliefs, 
special dietary needs and comfort requirements.

Socio-economic factors

Includes their level of income and, therefore, their 
spending capacity.

Health factors

May include special dietary needs, degree of mobility 
or exercise facilities.

Available time

May include the purpose of the visit. For instance, a 
business person may have less time than a holiday 
maker.

Age

May include elderly customers, as opposed to those 
in their 20s.

Personality / mood

May include those who are bright and bubbly and 
looking for stimulating activities, as opposed to those 
who are quieter and seek subdued activities.

Areas of interest

May include a hobby or sport.

CUSTOMER NEEDS 
AND EXPECTATIONS

Age Available  
Time

Health  
Factors

Personality/ 
Mood

Areas of 
Interest

Cultural  
Factors

Socio- 
economic 
Factors
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CUSTOMER TYPE
EXAMPLES OF NEEDS/
EXPECTATIONS

Business person
Prompt service and 
availability of secretarial / 
support services

Newlyweds
Discreet service and 
privacy

Family group
Child minding and value for 
money

Young single person
Entertainment and sporting 
activities

Overseas tourist
Currency / travellers 
cheque exchange and 
language interpreter

Aged person
Disability access and 
special meals

Customers differ in two ways: 

(1) expectations, and (2) perceptions. 

Customer needs and expectations are many. All 
customers should be treated as individuals, although 
they do have something in common, and that is their 
expectation of service. 

With all these different profiles, customers have 
different needs. They select a destination based 
on their needs. Their expectations are developed 
according to advertising and other promotions they 
have seen.

All customers will have different perceptions of an 
establishment, dependent on cultural and social 
backgrounds. Through observation, listening and 
questioning, staff are able to accurately identify the 
needs and expectations of their customers.

CUSTOMER NEEDS

Staff must ensure needs are met – even if not within 
their own area of responsibility. Providing information 
and promoting other services that are available are 
excellent ways to meet unrecognised needs.

Selling the services of your establishment must be 
matched to customer needs.

 » Some prefer a passive approach

 » Others prefer suggestive selling, where advice is 
given on what they should do and how to do it.

Staff in Tourism & Hospitality should sell more than 
their establishment. They need to promote / sell their 
country and local area to visitors who want an insight 

into Australian and local culture and history.

Definition of service, in terms of customer 
expectations, is that they all need:

 » To feel welcome and respected

 » To be dealt with in a friendly, efficient and 
courteous manner

 » To be in clean, comfortable surroundings

 » To feel recognised and remembered

 » To be listened to and understood

 » Quality service.

ALBRECHT’S SERVICE TRIANGLE

Companies with excellent customer service have 
customer-friendly people, strategies, and systems 
and enjoy a competitive edge.

Just about every company today claims it is ‘service-
oriented’ and ‘puts the customer first.’ Most claims, 
however, are just battle cries that signal no real 
commitment. Few companies know how to achieve 
service quality. Most are long on platitudes, short on 
plans. And those with plans lack an approach.

Until recently, service jobs have had low status. 
Service employees get the lowest pay, the least 
training, and the least chance to get ahead. Many 
managers show little respect for front-line service 
people, and most fail to see their company’s service 
as a product. 
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THE CRITICAL FACTOR

What makes companies like IBM, Marriott Hotels, 
Disney, and Federal Express so good at service? 
What do they do to make service their number-one 
priority? My study of excellent service companies 
reveals three success factors—the Service Triangle.

Service strategy. Sum up your service strategy in 
one sentence. This strategy tells people how your 
company positions itself in the customer’s mind. A 
service strategy is a clear-cut formula for delivering 
service; a strategy based upon a well-chosen benefit 
premise that is worthwhile to the customer, and 
creates a strong competitive position.

YOUR 
CUSTOMER

YOUR  
STAFF

YOUR  
SYSTEM

YOUR 
SERVICE 

STRATEGY

Service people. Service-oriented companies create a 
service culture. The prevailing attitude says, ‘Whether 
you serve the customer directly or not, we’re here to 
help you.’ Even people who never see a customer do 
everything they can to help those who do.

Service system. This ‘system’ is your way of 
deploying resources — the ways and means your 
company uses to provide service. Successful 
companies provide everything a front-line employee 
needs to complete a positive transaction. Make it 
easy for the customer to do business with you.
Image sourced from: http://www.callcentres.net/CALLCENTRES/LIVE/
RESOURCES/IMAGES/Other/mgtfocus171103.gif Accessed 2/12/2010
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TYPE DESCRIPTION EXAMPLE

Basic service
Very basic services or products offered to your 
customers – they are the organisation’s reason for 
existence

Supply of daily newspaper

Expected service
Customer’s expectations about how the service 
will be given – the service level that the customer 
expects to receive

Newspaper is home delivered at 
the same time every morning

Desired service

Value added service – that is, superior or excellent 
levels of service; the organisation’s preparedness 
and capacity to offer customers more than they 
expect. Providing desired service increases 
satisfaction but, in the long run, customers may 
become used to it, and expect it

Newspaper is wrapped in plastic 
to protect it from rain, and 
delivered to the doorstep every 
morning

Unexpected 
service

Anything that can be added to the desired service 
in the future. Once customers become used 
to superior levels of service, they may expect 
something more or different Thus it is necessary 
to find ways of giving the customer a different and 
better service that gives unanticipated value

A complimentary scratch lottery 
ticket is included with every 
home delivered newspaper on 
Christmas Eve

CUSTOMER VALUE TABLE
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SERVICE IS PROVIDED NOT BECAUSE THE 
STAFF MEMBER IS TOLD TO PROVIDE IT – 
BUT BECAUSE THEY WANT TO PROVIDE IT

The delivery of high quality service is very much 
dependent upon you, the employee. Your actions 
can and will determine whether the service you 
offer has been regarded as merely satisfactory, or is 
considered of the highest quality possible:

 » Communicating with a customer in a manner 
which promotes good will, trust and satisfaction

 » Accurately identifying potential hidden customer 
needs

 » Ensuring customer needs and reasonable requests 
are met

 » Providing friendly and courteous offers of 
assistance, beyond the customer’s original request

 » Promoting the organisation’s services and 
products to encourage repeat visitation

 » Displaying positive body language to ensure 
customer comfort

CUSTOMER SERVICE
CUSTOMER CATEGORIES

Internal Customers

Work colleagues, managers, board of directors, 
business associates, contractors, sales reps, 
suppliers.

EXTERNAL CUSTOMERS

Individuals, couples, groups, business people, local 
& overseas tourists, families, children, young adults, 
retired people, people with a disability and people 
from different cultural backgrounds.
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CUSTOMER SERVICE CYCLE

The organisation and the customer have the same 
goals – good quality customer service & facilities.

 » Essential if the organisation’s and customer’s 
needs and expectations are to be met.

 » The service provider drives and makes these 
goals achievable.

 » Possessing accurate organisational product & 
service knowledge

 » Knowing when to suggest a particular product or 
service

 » Able to carry out the skills of the job 
professionally.

Hospitality employees need to take an holistic 
approach to customer service. Customers are no 
longer happy to receive the right product or service 
- there’s an expectation of value-added service. 
To meet changing needs, customer service must 
be proactive, by understanding, anticipating and 
delivering a standard of service that meets the needs, 
wants and expectations of the customers.

CUSTOMER

Satisfy needs  
Feel special  
Feel comfortable 
Consistent service  
Professional staff 
Activities 
Enjoy experience 

ORGANISATION

Satisfy customer needs  
Make customer feel special  
Make customer feel comfortable 
Supply consistent service  
Select & maintain professional staff 
Offer variety of activities 
Supply a total package

SERVICE PROVIDER

Anticipating customer needs 
Being attentive 
Polite/courteous 
Perform to organisation 
standards 
Job knowledge & skills 
Organisation knowledge 
Professionalism

CUSTOMER SERVICE

 » Professional 

 » Resourceful

 » Obliging

 » Active

 » Common Sense / Creative

 » Timely

 » Initiating

 » Versatile

 » Exceeding Customer Expectations

PRO
A

C
TIV

E

See the next page for a break down of this handy 
acronym.



15

PROFESSIONAL

At all times, demonstrating the knowledge and skills 
to carry out task. Customer experience must be 
positive, and seen as flawless.

RESOURCEFUL

Often customers make requests that may fall outside 
the service provider’s / organisation’s scope. The 
ability to create a solution that meets the request 
demonstrates resourcefulness, and also that you care 
enough to meet the expectation. 

OBLIGING 

Requests from customers only become a problem 
when the organisation / service provider has not 
anticipated a possible customer need. Being obliging 
means taking that extra step in meeting the need.

ACTIVE

Being active, deciding on an action and following it 
through. Don’t wait for a customer to follow-up on a 
request.

COMMON SENSE / CREATIVE 

Policies and procedures in the workplace are a 
guide to performance. In some situations we need to 
deviate slightly in order to meet a customer’s request 
– but deviation cannot jeopardise standards.

TIMELY 

Prioritising of workloads and requests.

INITIATING

Involves not only knowing and understanding your 
duties and responsibilities, but taking them one step 
further. This may involve demonstrating the ability to 
fine-tune procedures, develop new work methods or 
communicate front-line customer-service issues to 
improve quality of service.

VERSATILE

Ability to be flexible and adaptable to different 
situations.

EXCEEDING CUSTOMER EXPECTATIONS 

Possessing and applying the above skills and 
attributes will enable you to reach your potential in 
delivering exceptional customer service.

Customer service underpins all aspects of running 
a successful hospitality enterprise. Any business 
relies on repeat customers and recommendation. 
The hospitality industry needs to attract and retain 
customers for a business to survive.

A ‘Silent Service Indicator’ is something that is done, 
and done well, without the customer seeing it. It’s 
behind-the-scenes preparation for your product / 
establishment to receive a customer, and meet and / 
or exceed their expectations, for example:

 » Providing a clean hotel room, no hair in bathroom, 
mini-bar stocked, clear instructions for technical 
equipment, etc.

 » Anticipating a regular guest’s arrival providing for 
special habits, e.g. bottle of guest’s favourite red 
wine in suite; preferred newspaper, etc.

 » All staff working in tourism and hospitality should 
implement silent service indicators to ensure the 
customer’s experience meets the organisation’s 
standards.

 » See the organisation from the perspective of the 
customer

 » Tap into the available information sources to 
understand and cater to customer preferences

 » Use your initiative, and correct any problems as 
they arise.

 » The more silent service indicators you have in 
place, the more you will excel in customer service, 
the more you will hold the standard of your brand, 
and the fewer problems will occur.

SILENT SERVICE 
INDICATORS
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The term ‘customer relations’ encompasses many 
aspects of your role, some of which we have 
discussed previously in this unit.

Some of the aspects include, although are not 
restricted to:

 » Anticipating, understanding and fulfilling 
customer needs and expectations

 » Providing prompt, efficient and attentive service

 » Offering assistance and information when required

 » Communicating with confidence

 » Acting in a professional manner, at all times

 » Understanding the job and the duties

 » Knowledge of local attractions and services

 » Product knowledge and establishment information

 » Appropriate complaint-handling skills.

DEALING WITH CUSTOMER COMPLAINTS

Customer complaints are very much a part of working 
in the Tourism & Hospitality Industry. Try as you may, 
there is no avoiding the odd complaint, but what can 
be avoided for both parties is the anguish in dealing 
with it.

Customers complain because their needs and 
expectations have not been met. They feel they’ve 
been let down by the establishment or service 
provider, or there is a discrepancy or deficiency 
between what the customer expects and what is 
received.

Dealing with a customer there and then is far better 
than having that customer leave, never to return, or 
worse still, telling his / her friends and family about 
the unfavourable experience. Regardless of whether 
it is your problem or not, a customer complaint is an 
opportunity for you to be at your very best.

When faced with a customer complaint (either face-
to-face or over the telephone), follow these steps:

1.  Listen / Stay Calm 

 » Show interest in, and acceptance of, the problem. 
Focus on the message, not the sender, to help 
keep the problem in perspective

CUSTOMER 
RELATIONS

 » Allow the customer the courtesy of time to 
complete their complaint

 » Maintain eye contact, and occasionally nod head 
to show you are listening.

2.  Acknowledge 

 » Acknowledge the customer has the right to 
complain – which often subdues the customer

 » Acknowledgement is not an admission of guilt or 
wrongdoing, but simply demonstrating a positive 
attitude towards the customer and the problem.

3.  Establish the Problem 

 » Determine the nature and details of the complaint 
by asking open, explorative questions

 » Questions demonstrate interest in the problem, 
and should encourage the customer to explain the 
whole problem

 » Avoid questions that may question the integrity of 
the customer, or that may try to focus blame.

4.  Confirm

 » Communicate understanding – summarise 
what the customer has said, to demonstrate 
understanding of the problem and avoid 
misinterpretations

 » Apologise for any inconvenience / error when 
necessary.

5.  Take Action

 » Decide what action needs to be taken and take it 
promptly, advising the customer of the action

 » Problem can be referred to a senior work 
colleague if necessary. Do not deal with a situation 
if it’s beyond your authority.

6.  Record

 » Some complaints need to be recorded – 
depending on nature of complaints and 
organisation’s complaint-handling policy

 » Record the complaint accurately and in a timely 
manner, to ensure it is solved and not forgotten.

7.  Customer Satisfaction

 » Ensure the customer is happy with the result and 
the process.

 » If complaint has been recorded, follow it up to 
ensure it was resolved.



17

DEALING WITH COMPLAINTS

Dealing with complaints professionally, as outlined, 
will mostly avoid situations becoming worse and 
developing into a conflict. The Macquarie Concise 
Dictionary defines conflict as ‘to come into collision; 
clash, or be in opposition or at variance; disagree’

REDUCING CUSTOMER COMPLAINTS 
– A BALANCING ACT

 » Situations or complaints that evolve into conflict, 
give off clear warning signs of intent. While 
handling complaints, service providers should be 
aware of the following signs:

 » Taunting / abusive language

 » Negative body language

 » Assertive behaviour

 » Exaggerated movements

 » Raised voice

 » Physical aggression.

These warning signs can come from the sender or 
receiver of the message. It’s important to examine 
your own behaviour when dealing with situations, as 
you have the responsibility of finding a solution to 
the conflict. If a situation arises where the personal 
safety of you, a customer or work colleague is 
threatened, assistance from managers or security 
must be sought.

Use of empathy Signage

Positive-non aggressive body language 

Complaint handling training

Remain calm & appear confident 

Clear guidelines

Awareness of own level of frustration 

Accurate & timely communication

Assertive communication

Support mechanisms

PERSONAL ORGANISATIONAL
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THE PLAN-DO-CHECK-ACT CYCLE

The PDCA cycle (Plan-Do-Check-Act) is an effective 
tool for implementing proposed changes. Its purpose 
is to ensure that improvements are consistent, and 
retained. 

The implementation of customer service changes 
will benefit from team involvement in each of the 
four steps in the cycle. Empowering staff to take 
responsibility for planning and implementing 
recommended improvements motivates them to 
introduce the improvements successfully.  The PDCA 
cycle is a valuable tool for an organisation or team to 
use when analysing its customer service processes.

Any modifications to customer service must be 
carried out within your area of responsibility, and 
the limits imposed by your organisation. Before 
implementing changes / modifications outside your 
area of responsibility, you must propose the changes 
and receive written approval for them from your 
leader (or designated person).

A problem or concern 
is identified from 

feedback. Obtain factual 
information and set a 

goal to improve it.

Plan

Checking results is an 
essential step. Has the 
plan worked? Does the 

plan need refining?

Check

Analyse the 
information. Form a 

tentative conclusion and 
develop a plan to achieve 

you improvement goal. 
Test it on a trail.

DoAct

Recommend 
necessary changes, 

giving details of expected 
improvement. Gain 

authorisation if required, 
and then implement

IMPLEMENTING 
CHANGES

A team is a collection of people who depend on 
each other’s efforts to achieve a common goal. To 
achieve a personal goal, you need the cooperation 
of others, so that you can achieve results on the 
way. An example might be an Olympic athlete or 
champion footballer. Neither of these people can 
achieve personal success without the help of trainers, 
event organisers, sponsors and even the cleaners 
and gardeners who prepare the venues. Each of the 
people involved in the team may have very different 
personal goals – the gardener may want to have 
the best prepared oval in the district, so people will 
acknowledge his or her skill.

If you want to develop your career, it is essential that 
every function or service works smoothly, so that 
the establishment looks good and, consequently, 
you look good. This highlights the group effort of 
everyone who contributes to the final result – from 
the people out front, to the people behind the scenes.

In a tourism or hospitality business, team spirit is 
essential for the efficient operation of the business.

TEAMWORK
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ELEMENTS OF GOOD TEAMWORK

The highest level of achievement is attained when a 
team is committed to a task, and full use is made of 
each team member’s talents.

Individual participation in a team depends on the 
following elements:

TOLERANCE

 » Acceptance of others ,sharing a common goal, and 
respecting the views of others in how to achieve 
that goal.

HONESTY

 » Establishing trust in a team requires open and 
honest communication.

COMMITMENT AND DEDICATION

 » Teamwork involves interaction of all players. 
Interacting groups are characterised by a high 
degree of interdependence between members. In 
interacting groups, each member must complete 
a task in order that the other members may 
successfully perform their assigned tasks. Tour 
guides, travel agents, restaurant employees, room 
attendants, porters and Front Office staff are all 
examples of interacting groups. The degree to 
which the goals of the group are shared is high, 
normally requiring group coordination to reach the 
specified goals.

FLEXIBILITY

 » To be willing to accept duties not normally in your 
job description to assist team members to achieve 
a common goal.

COOPERATION IN A TEAM

All roles within Tourism & Hospitality rely on teams to 
fulfil client needs and expectations. Interrelationships 
between individual or departmental teams can only 
be effective if the service providers within these 
teams possess teamwork skills. To be effective in a 
team, all members of the team must have a sound 
knowledge of their jobs and responsibilities, as well 
as those of other team members.

 » A team is a group of people who are united in 
working towards a common shared goal

 » Teamwork is the ability of the group of people to 
provide complementary skills, with a willingness 
to share their knowledge and assist other team 
members to achieve the common goal. One team, 
one goal.

IMPORTANCE OF

COOPERATION IN TEAMWORK

Cooperation has many benefits:

 » It builds an awareness of interdependence

 » When people cooperate to achieve common goals, 
they stimulate each other to higher levels of 
accomplishment

 » It builds and reinforces recognition and mutual 
support within a team 

 » It leads to commitment to the establishment’s 
goals.

TRUST AND SUPPORT 

WITHIN THE TEAM

To encourage teamwork, we should treat others as 
we would like them to treat us. Some things we could 
do to encourage trust are:

 » Smile at the person you are working with

 » Look them in the eye

 » Listen to them

 » Shake their hand

 » Include them in your activities

 » Find interests that you have in common

 » Cooperate with them

 » Criticise their ideas, not the person

 » Be constructive in criticism

 » Accept them for who they are

 » Offer them help

 » Look for common experiences

 » Encourage them.
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 » Sharing knowledge and skills: A 
willingness on all team members to fully 
utilise their experience and impart new 
skills and knowledge 

 » Understanding: Needs, limitations and 
constraints of individual members / 
departments. Define and allocate team 
task and objectives 

 » Commitment and dedication: Identify 
common goals and objectives and strive 
to achieve these. Must fit skill level of 
the team members. SMART: Specific, 
Measurable, Achievable, Relevant, 
Trackable

 » Communication: Clarify work and team 
processes in a constructive manner. 
Develop understanding of issues, explore 
alternatives

 » Extendibility: The ability to adapt 
to changes and new ideas, accept 
challenges and go beyond what is ‘just’ 
required

 » Sharing resources: Maximising human, 
physical and financial resources to 
achieve team goals

 » Synthesis: Integrated information and 
skills to work as one team to achieve the 
task / goal

KEY ELEMENTS OF 

SUCCESSFUL TEAMWORK

All roles within Tourism & Hospitality rely on teams to 
fulfil client needs and expectations

 » Interrelationships between individuals or 
departmental teams can only be effective if the 
service providers within these teams possess 
teamwork skills

 » To be effective in a team, all members of the team 
must have a sound knowledge of their jobs and 
responsibilities as well as those of other team 
membersSU

C
C

ESS

RECOGNISE TEAM GOALS 

AND EFFORTS

 » A goal is a statement of what you want to achieve. 
Goals describe:

 » What will happen if you reach your goal (we will 
win a tourism award)

 » A time-frame during which the outcome is to be 
completed (by the year 2020)

 » Resources that the establishment is willing to 
commit to achieve the result (with the help of 
the owners, managers, employees, suppliers and 
customers).

A goal should be challenging, but it should also be 
achievable. Start with smaller goals (maybe to win a 
community award for business this year) and when 
you achieve that, move on to a bigger goal (to win 
a State award next year), and so on. Each time you 
achieve your goal, it becomes easier to move on.

A good team member helps establish goals and 
commits to deliver a result for the team.

You must then let people know how their efforts and 
skills have contributed to the team. This will keep 
everyone motivated to strive for ‘personal bests’.

TEAMWORK

To be a good team member you must:

 » Help other team members

 » Inform others of changes in routine

 » Ask for assistance when necessary

 » Use effective communication and interpersonal 
skills

 » Be willing to learn new skills, and improve old ones 

 » Be flexible in assisting other team members when 
they are busy and need help

 » Be honest: team members must be able to trust 
one another

 » Have a commitment to the goals and objectives of 
your team.

Image sourced from  
http://www.infinitydownlinefasttrackteam.com/teamwork4.jpg  
Accessed 2/12/2010
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WORKPLACE DIVERSITY

Multicultural Australia is very obvious in the Tourism 
& Hospitality Industry. The skills required are the 
same all over the world and, as such, it is not unusual 
to have people from all over the world working in the 
industry. A large percentage of the staff engaged in 
tourism or hospitality was either born overseas or has 
parents or grandparents with strong cultural ties to 
their counties of origin.

Tourism and hospitality businesses recognise the 
contribution of these staff in providing multi-lingual 
skills, and their knowledge of the customs and 
cultures of other nations. 

CULTURAL DIVERSITY

When operating as a team, ‘cultural diversity’ should 
be viewed as an advantage. Two important aspects of 
teamwork are to be accepting of different viewpoints, 
and the encouragement of mutual understanding.

Each different culture may view the same issue 
differently, and have differing values.

In one culture it is considered rude or impolite to look 
people straight in the eye when talking to them. In 
other cultures, however, you are considered honest 
and confident. 

In some cultures, it is not acceptable to speak to a 
superior or someone older until they have spoken to 
you. In other cultures this may not matter at all.

Some people have special religious requirements, 
such as not working on Saturday, or having special 
times to pray.

We should not try to impose our particular clothing. 
Knowing more about another’s culture is a positive 
way of establishing a bond with fellow workers.

When cultures meet, there is a need for both sides to 
understand and respect the beliefs of both parties. 
We should not try to impose our beliefs on others. If 
we do not agree with their views, respect their right 
to have them, and look for ways to work together.
Image sourced from http://c0027112.cdn.cloudfiles.
rackspacecloud.com/3920.jpg Accessed 2/12/2010

TEAMWORK ENABLERS

The organisation, the team and each team member 
must all communicate with one another. Each work 
team must:

 » Establish the enablers

 » Agree on ways to develop

 » Creative positive relationships

 » Maintain relationships with other teams.

POWER

For a team to develop and work well, it must have 
power – it is the reason for being. Sources for team 
power:

 » Personal power held by each team member

 » Positional power delegated by the organisation to 
the team leader or any other team member

 » Situational power determined by environmental 
factors and by team interactions.

 » Any of these sources of power can influence the 
way the work team develops. 

ACCOUNTABILITY

A clear definition of the work team’s role, and each 
team member’s role, is vital for everyone involved to 
perform their work tasks: singly and cooperatively. 
The more organised and well-informed the team 
leader, the more effective the teamwork will be.

CAPABILITY

A team’s potential depends on the capability of its 
members, and the team’s operating structure, to 
meet legislative, industry, market, and customer, 
operational and personal requirements.

DIRECTION

Direction is the line the team works along to reach its 
goals. A team with a clear direction is more likely to 
achieve intended outcomes.

TRANSPARENCY

All members of a team need to fully understand what 
is happening within the team. With transparency, 
team members collaborate to achieve the team’s 
goals. It helps individuals to contribute information 
and ideas clearly, establishing harmony and 
minimising power struggles and conflict.

STAGES IN A TEAM’S DEVELOPMENT

As a team forms and gets on with its mandate, it 
moves through several stages of its life cycle and 
develops its own team structure. This may evolve 
slowly or quickly. The five stages occur in the 
following sequence.
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STAGE BEHAVIOUR OF MEMBERS

Forming

Clarification of goals

Commitment to the team’s purpose

Establishment of relationships

Tentative contributions

Communication between members

Storming

Criticism of team’s performance

Presentation of various points of 
view

Emergence of conflict over power or 
leadership

Provision of negative and positive 
feedback

Discussion of problems or concerns

Resolution of conflict

Norming

Support for other members

Problem-solving

Decision-making

Improvement of plans

Verification of goals

Development or extension of skills

Performing

Improvement in ways of doing things

Development of interpersonal 
relationships

Acceptance of delegated tasks

Involvement in decision-making

Achievement of goals

Adjourning

Movement away from group

Commitment no longer needed

Fading of relationships

Finalisation of tasks as the team 
disbands

ALL TEAM MEMBERS SHOULD OFFER THE 
FOLLOWING SUPPORT TO EACH OTHER:

 » Acknowledge individual skills and knowledge

 » Encourage all team members to contribute ideas

 » Listen to team members

 » Include all team members in activities

 » Criticise the result, not the person

 » Be constructive when criticising

 » Offer help

 » Reward achievements – both individual and team

 » Take responsibility for designated tasks

 » Encourage team ownership (all working for one 
goal).

ROLE OF TEAM MEMBERS

An individual’s role in a team has a large impact 
on the success of the team and, ultimately, the 
organisation’s goals, as the diagram below shows.

CUSTOMER

F&B Staff  
(order taken) F&B Staff  

(order 
processed in 

kitchen)

F&B Staff  
(food prepared)

F&B Staff  
(food carried)

F&B Staff  
(food served)

F&B Staff  
(food cleared)

Kitchen Staff  
(food plated)

Kitchen Staff  
(food garnished)
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THE ORGANISATION TEAM MEMBER CUSTOMER

Smooth workflow Gain skills and knowledge Better service or product

Fewer errors Share ideas Less waiting time

Higher productivity Sense of achievement
Consistency in information or 
products

More professional approach
Build positive work 
relationships

Positive Experience

Tasks completed and in a timely 
manner

Prevents stress

No delays Enjoyable work environment

Good reputation

Repeat business

SOME OF THE BENEFITS OF A SUCCESSFUL TEAM:

SOME DISADVANTAGES OF WORKING IN A TEAM:

 » More time may be needed to reach a decision and 
take action

 » There may be pressure to conform to team norms 
and attitudes

 » There may be resistance to change if the team’s 
culture is negative

 » A dominant person may influence the team’s 
decision-making

 » There is more opportunity for conflict to emerge 
and continue

 » It may be difficult to work out who is responsible 
for action.

TEAM MEMBER’S ROLE

A ‘role’ is the behaviour expected of someone who 
holds a particular position. Work teams operate with 
set expectations about how each team member 
should behave. The general roles that help a team 
achieve its goals are:

 » Task-related: focus on achieving goals

 » Maintenance-related: encourage relationships 
between team members to develop

 » Liaison-related: focus on team-to-team 
relationships.

 » Each team member’s role can vary according to 
their tasks.

LEADER’S ROLE

A ‘leader’ is a person who has the ability to influence 

followers in a team, to achieve predetermined goals. 
A leader participates and facilitates a work team by:

 » Motivating the team

 » Organising it

 » Directing its activities

 » Coping with unexpected developments

 » Developing team cohesiveness, and the right 
climate for work

 » Consulting with others

 » Counselling members

 » Ensuring the team achieves the right objectives

 » Ensuring effective communication within the 
team, and between the team and the rest of the 
organisation.

A LEADER MAY USE FIVE DIFFERENT 
TYPES OF POWER:

 » Legitimate Power: organisation-given power to the 
position held by leader

 » Expertise Power: due to leader’s knowledge, 
aptitude and ability, others willing to defer to him 
/ her

 » Reward Power: the opportunity to give or withhold 
things wanted by others

 » Coercive Power: Compels others to behave in 
certain ways

 » Consultative Power: based on cooperation and 
satisfaction of mutual needs.
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Decision by Majority

 »  Process: Agreement is reached by the majority 
of team members. This may be the best option if 
there is insufficient time to reach consensus, or if 
it is clear that members will not all agree.

 »  Outcome: A majority decision leaves a minority 
who may be hostile about it.

Decision by Compromise

 »  Process: Made when several members of the 
team clearly will not agree on anything. The team 
leader can either make the decision or offer a 
compromise

 »  Outcome: A compromise might appeal to both 
sides without really satisfying either.

KEY TERMS AND CONCEPTS 

 » Communication

 » Communication media

 » Complaint-handling

 » Conflict resolution

 » Cultural diversity

 » Interpersonal skills

 » Needs and expectations

 » Negotiation

 » Personal presentation

 » Problem-solving

 » Service

 » Task management

 » Teamwork

 » Time management

 » Work ethic

 » Work goals

CHARACTERISTICS OF EFFECTIVE LEADER

 » Effective leaders assist the team to establish 
its purpose, roles, responsibilities and 
accountabilities in accordance with the 
organisation’s plans, goals and objectives

 » Team leaders assist the team to use open 
communication processes and share information

 » Develops mutual concern, trust and confidence 
within team

 » Encourages the team to use the competencies of 
each member.

 » Monitors competencies regularly to ensure the 
team is able to achieve its goals

 » Uses interpersonal, listening and non-verbal 
skills appropriately when interacting with team 
members to achieve the team’s goals

 » Are skilled in the tasks that need to be achieved, 
and in the interpersonal skills needed to complete 
the tasks and maintain the team

 » Uses frequent communication and feedback as 
essential components in problem-solving.

DECISION-MAKING

The way in which decisions are made affects the 
completion of tasks and the relationships between 
members.

Decision by Authority

 »  Process: The decision is made outside the team, 
or by one member, and then communicated to the 
others.

 »  Outcome: May be the quickest way of reaching 
a decision, but over the long-term it can produce 
resentment and low morale, and reduce the team’s 
sense of purpose.

Decision by Consensus

 »  Process: Decision made by all team members. 
Sometimes this approach can be a disguised way 
of authoritarian decision-making or decision by 
the loudest! This method takes time, and well-
developed communication skills

 »  Outcome: Members feel they have contributed to 
the decision and will work towards acting on it. It’s 
very difficult to get real team consensus.
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CULTURAL AWARENESS

In simple terms, cultural awareness is about realising 
that not all people are the same. It is about knowing 
that different people have different values, different 
behaviours, and sometimes fundamentally different 
approaches to life.

So why do we need to be ‘culturally aware’? 
Perhaps the most important reason we all need 
to be culturally aware is because awareness and 
knowledge is a first step to understanding.

Watching a game of football is much more rewarding 
if you know the rules of the game! A friendship where 
you know and understand the other person is more 
satisfying than a superficial first meeting with a 
stranger. It’s the same with cultural awareness – the 
more we know and understand, the more we gain 
from our relationships with people from all cultures.

Wherever you live and work in Australia today, you 
will be in constant contact with people from a huge 
range of cultural backgrounds. In the Tourism & 
Hospitality Industry, this includes both co-workers 
and customers. This means that you will be in 
constant contact with people who may choose to live 
their lives differently from the way you do!

Here are a few suggested definitions which will start 
to give you a feel for what we mean by ‘culture’ in this 
unit.

CULTURE COULD BE DEFINED AS:

 » ‘A person’s heritage and world view’

 » ‘The customs and civilisation of a particular 
people or group’

 » ‘A binding force which enables a group of people 
to identify themselves as ‘us’’

 » ‘The way we do things round here’

 » ‘The way a group of people agree to be’

 » ‘The way we live, the way we behave, our beliefs, 
values and customs’

In essence, culture is the way any group defines 
itself – this could be within your family, at work or 
within a whole country. The really important point to 

SHOW SOCIAL 
AND CULTURAL 
SENSITIVITY

remember is that we don’t all define ourselves in the 
same way.

Do cultures stay the same forever?

Absolutely not! People and the world we live in are in 
a constant state of change.

Do you think your culture has always been the same 
as it is now? 

Was it the same when your parents were your age?

Think about how cultures change. You may have 
lived through some major changes yourself. Chat 
to your friends, children, parents and grandparents 
about if and how things may have changed. Would 
the way we do things today have been permissible 
in the past? For example, in some parts of Australian 
society it is now quite common for a couple to live 
together without being married – fifty years ago this 
would have been very unusual.

In some workplaces in Singapore, it is now accepted 
practice to address ‘the boss’ on a first-name basis. 
In bygone days, traditional cultural values would have 
made this unthinkable.

CHANGE HAPPENS IN A NUMBER OF WAYS:

 » People move between different countries, so 
cultures are sometimes intermingled. In Australia, 
42% of us were born overseas, or have at least one 
parent who was born overseas.

 » Technology brings cultures much closer together 
– advances like air travel, telephones, television 
and the internet lead to greater contact and 
information exchange between all groups.

 » People within cultures push for change. For 
example, in Western societies, women have 
lobbied for greater equality with men for over a 
century.

HOW IMPORTANT IS OUR CULTURE TO 
THE WAY WE LIVE OUR LIVES?

It is hard to overestimate the effect that our 
culture has on our everyday lives. In fact, culture 
is an integral part of life. Our cultural values are 
so ingrained in us that we automatically behave in 
a certain way. This is part of the reason we find it 
difficult to understand behaviour that is not the same 
as ours! If you are a Muslim it’s hard to imagine the 
year without Ramadan. If you are a Christian you are 
unlikely to have a year without Christmas. If you are 
brought up in a society where it is polite to avert your 
eyes when talking to other people, you will probably 
be quite uncomfortable when people look straight at 
you during a conversation.
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CULTURE INFLUENCES:

 » How you act when you meet people for the first 
time

 » Who made your breakfast

 » Whether or not you live at home with your parents 

 » Whether, and how, you prayed this morning – and 
to whom

 » How you ask to speak to someone on the 
telephone

 » What you think about men and women

 » What sort of social functions you attend

 » How you relate to co-workers who are younger or 
older than you

 » How you apologise

 » The things you feel you should apologise for

 » What you believe is polite behaviour

 » The way you express anger

 » What you think will happen to you when you die

 » Who, or whether, you will marry

 » What you chat about with people

 » How you greeted your partner or family members 
this morning.

(Adapted from O’Sullivan, K, Understanding Ways, Hale & Iremonger, Sydney, 
1994).

CROSS CULTURAL RELATIONS

Australia is one of the largest multicultural nations, 
with one in four residents born outside Australia, and 
with more than 150 different countries represented. 
These advancements and diversity of culture have 
created many benefits for the Tourism & Hospitality 
industry.

MULTICULTURALISM

A term which describes the cultural and ethnic 
diversity of contemporary Australia. The 
Commonwealth Government has identified three 
dimensions of multicultural policy:

CULTURAL IDENTITY

The right of all Australians, within carefully-defined 
limits, to express and share their individual cultural 
heritage, including their language and religion

SOCIAL JUSTICE

The right of all Australians to equality of treatment 
and opportunity, and the removal of barriers of race, 
ethnicity, culture, religion, language, gender or place 
of birth

ECONOMIC EFFICIENCY

The need to maintain, develop and use effectively, 
the skills and talents of all Australians, regardless of 
their background

CROSS-CULTURAL  
TOURISM INDUSTRY BENEFITS

Expansion of 
Business

International 
competitiveness 

Diversification of 
opportunities

New skills and 
knowledge

Economic 
growth

New ideasNew employment 
opportunities
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CULTURAL DIFFERENCES

If we accept that not all people are the same, 
it is possible to define some of the differences. 
Australia has over 150 communities which equates 
with the cultural diversity of the world. Our 
communities continually share and explore new 
ideas, philosophies, customs and beliefs, with the 
same ethnic communities in other countries. The 
elements of cultural diversity need to be recognised, 
understood and marketed to satisfy the needs 
and expectations of customers, and to continually 
increase Australia’s tourism market.

LANGUAGE SPOKEN

Although a majority of countries have English as their 
first or second language, visitors to Australia may still 
have difficulty in understanding and interpreting the 
way we use the English language

 » Australians speak many different languages at 
home

 » English is not always a person’s first language

 » Visitors of non-English speaking backgrounds 
need to have their request listened to patiently 
and considerately

RELIGIOUS AND OTHER BELIEFS

Religious beliefs of co-workers and customers will 
vary enormously. Religious beliefs fundamentally 
affect how we behave, what we eat, how we dress

As a hospitality worker, you are not expected to 
know all religions / beliefs, but you need awareness 
that they form part of our behaviour, and that of 
other individuals, e.g. dietary habits, celebrations, 
work ethics, social skills, needs and expectations. No 
religion is better or worse than another – they are 
simply different.

ATTITUDES TO FAMILY

Relationships between family members vary between 
cultures. We all have different attitudes to the young, 
to the old, to parents, brothers and sisters.

ATTITUDES TO WORK

The importance of work and family varies between 
cultures. Attitudes to ‘The Boss’ change between 
cultures.

DIFFERENT WORK ETHICS

Different cultures have different work ethics.

 » Some cultures have a high work ethic and attach a 
high degree of important and commitment to their 
work

 » Others see work as necessary to provide for their 
families

 » Some see work as presenting career and 
advancement opportunities to better themselves 
and their lives

The emphasis on tasks and duties and the service 
outcome can differ from both perspectives.

 » Undertaking the tasks: as a service provider

 » Receiving the service: as a customer.

Other cultural differences can be seen in the way 
people interact.

 » Some cultures are very outspoken, and like to 
express their views

 » Others are more passive in their approach.

ROLES OF INDIVIDUALS IN SOCIETY

Different cultures have different beliefs about the 
roles of individuals. Men, women, young people, old 
people, sick people or children are treated differently 
within different cultural groups.

FOOD

Different cultures have different food preferences. 
People eat at different times and in different ways. 
Some foods have special significance in certain 
cultures.

HOLIDAYS AND CELEBRATIONS

Different cultures have different holidays. We all 
celebrate major events in different ways.

FESTIVALS

Events are often a very important time, and have 
special meaning for many individuals. 

 » Religious festivals: e.g. Christmas, Easter, Id-ul-
Fittr (Muslim – India)

 » Cultural festivals: e.g. Autumn harvest, Chinese 
New Year

 » Historic festivals: e.g. Anzac Day, Yom HaShoah 
(Holocaust Remembrance Day – Jewish religion)

 » National festivals: e.g. Waitangi Day (New Zealand) 
or Australia Day

 » Social Festivals: e.g. Dragon Boat Festival (China), 
Nagaur Fair (India)
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THE WAY PEOPLE COMMUNICATE 
WITH EACH OTHER

The communication process should be the same for 
everyone: Clear, concise and informative – jargon 
should be avoided. Listening skills will need to be 
more advanced to enable the receiver of the message 
to accurately interpret it. Organisations tapping 
into their own staff cultural base can often assist in 
situations where communication may be difficult.

Many customs, formal and informal, required for 
greetings, farewells, introductions, showing respect 
and general courtesy. Considering the culture’s social 
structure when greeting and showing respect, can 
have a positive influence on the interactions with 
customers and colleagues.

 » For example, in Japanese culture males are 
addressed before females, and bowing when 
introduced is part of their culture.

EXAMPLE OF DIFFERENCES THAT 
COULD AFFECT DAY-TO-DAY WORK:

 » Which staff are rostered on particular days. This 
might be to allow for people’s religious obligations, 
or to ensure a good balance of staff with particular 
language abilities.

 » Timing of people’s holidays to coincide with 
important religious or other celebrations.

 » Timing of co-workers’ breaks to allow for prayer 
times.

 » The need for understanding when co-workers 
are away from work because of the need to meet 
cultural or family obligations.

 » The type of food served in the staff canteen.

 » The inability of some workers to perform certain 
tasks because of cultural considerations; for 
example, chefs may not taste / test food items 
derived from ingredients which are culturally 
forbidden.

 » The need to communicate with customers 
in a way which does not offend their cultural 
sensitivities.

 » Different special request from customers, such as 
choice of food, style of room, etc.

 » The need for patience in communicating with 
colleagues and customers who speak different 
languages.

 » The way you talk to customers and colleagues.

 » The way you react to your Supervisor, and the way 
your Supervisor reacts to you.

THE DANGERS OF STEREOTYPING

When discussing different cultures and the 
differences within these cultures, there is always 
the danger of assuming that all people from this 
particular group are the same. This may result in us 
generalising and not really treating individuals as 
individuals. Can you think of some examples when 
people may have stereotyped you?

Here is a list of some of the more common 
stereotypes that you may come across during your 
time in the hospitality industry:

 » All Americans are very loud and speak quickly

 » All Japanese people are shy

 » All Accountants are conservative and not very 
outgoing

 » All British people drink warm beer

 » All German people are very direct and demanding

 » All Australian people are not very fussy

Although some of the above points may at times be 
correct, they will not ring true for all those within that 
particular cultural group.

Unfortunately, it is rather difficult to avoid 
stereotyping. It is vital in the hospitality industry to 
have knowledge of different cultures and their needs. 
This will enable you to provide the highest level of 
service possible. 

An example of this may be if you are working in a 
hotel that caters predominantly to Japanese guests. 
Having sufficient knowledge on Japanese culture 
will enable you to not only meet your guest’s needs, 
but exceed them. Having this knowledge will also 
allow you to pre-empt some of the requests you may 
receive from these guests and ensure that they get 
exactly what they wanted out of the stay.

What’s important here is that your service should 
not be ‘one size fits all’. All guests are individuals 
and service needs to be catered to the individual. 
Consider travelling with your family. What your 
parents may want isn’t necessarily what you want. 
Although you are from the same culture, you will have 
varying needs.
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SOME IMPORTANT THINGS TO REMEMBER ARE:

Be aware of the fact that many people in the world 
are different from you; don’t expect other people to 
automatically share your values.

Be aware of the fact that our own culture influences 
our understanding of every part of our day-to-day 
lives.

Respect the fact that people are different, and 
respect their right to do things differently. Imagine 
your own feelings when others do not respect the 
values which are vital in your own life. Even if in your 
culture a certain mode of behaviour is frowned upon, 
it may be quite OK in another culture.

Accept the fact that you will never fully understand a 
culture which is not your own.

Don’t expect cultural awareness and understanding 
to come easily. It is something we all have to work on 
all the time.

Be prepared to challenge your initial reactions to 
people from other cultures. Be aware of the fact that 
your reactions are based on the rules of your own 
culture.

Try to avoid stereotyping and labelling people. Treat 
people as individuals.

In the topics which follow, we will look more closely 
at cultural awareness and how it impacts on your 
relationships with co-workers and customers.

Of course, cultural differences can affect your day-to-
day work environment. For example, your colleagues, 
depending upon their religious beliefs, may:

Only be permitted to work on certain days of the 
week 

 » Jewish people are unable to work on Saturdays – 
their Sabbath.

Be required to observe religious holidays

 » Yom Kippur – Jewish people

 » Ramadan – Muslims

 » Good Friday – Christians.

Observe strict dress requirements

 » Covering of face, heads, arms or legs.

Cultural awareness means that you can accept and 
show respect for other cultures in the workplace, 
even if certain practices seem strange to you or mean 
you are inconvenienced on the job.

WORKING WITH 
PEOPLE FROM ALL 
CULTURES
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Australia USA Slovakia

Cooks Islands Armenia Turkey

New Zealand Egypt Bangladesh

Nuie Jordan India

Samoa Iraq Nepal

Tonga Lebanon Argentina

England Brazil Bosnia

Columbia France El Salvador

Ireland Peru Germany

Hong Kong Japan Uruguay

Poland Indonesia Canada

Serbia Philippines Vietnam

Korea Malaysia Thailand

China Cambodia Singapore

Sri Lanka South Africa Mauritius

Czech Republic New Caledonia

Arabic Thai Italian

Assyrian Vietnamese Portuguese

Bengali Malaysian Spanish

Hindi Indonesian English

Malayan Tagalog German

Ilocano Greek Batanginino

Visayan Czech Maori

Slovak Samoan Turkish

Tongan Lao Cantonese

Hokkien Mandarin Korean

French Chiu Chao Rarotongan

Khmer Japanese Bosnian

Serbian Croatian Tamil

Punjabi Urdu Singhalese

Nepali

THE TOURISM & HOSPITALITY INDUSTRY WORKFORCE

The Tourism & Hospitality Industries are perfect examples of multiculturalism at work. We welcome guests 
from all cultures and countries, and our workforce represents nations from around the world.

For example, a profile of employees at the Renaissance Sydney Hotel showed that they had been born in 49 
different countries, and that staff spoke 46 different languages.

Wherever you go in the Tourism & Hospitality Industry, you will meet people from many different backgrounds 
and nations. Some of the benefits of this are:

 » A wide range of language skills in the industry

 » Different understandings of technology and its value

 » Different perspectives on how to solve problems

 » More interesting and varied work environments

 » Ability to understand customers from different cultural backgrounds.

COUNTRIES OF BIRTH LANGUAGES SPOKEN
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ABORIGINAL AND TORRES STRAIT 
ISLANDER CULTURES

This topic is not designed to provide detailed 
information about the numerous cultures you will 
encounter. However, it is vital for all Australians to 
understand a little about the culture of the peoples 
who have lived in Australia for 40 000 years. This 
section provides a brief introduction to Aboriginal 
society and culture.

One of the problems in talking about Aboriginal and 
Torres Strait Islander cultures is the diversity of 
these cultures. Australia is a large continent, and it 
is estimated that at the time the British arrived (in 
1788) there were close to 700 different Aboriginal 
and Torres Strait Islander ‘nations’ – with 250 
different languages, social structures and cultures.

It is perhaps useful to think of Aboriginal Australia 
as similar to Europe, with just as many different 
countries, types of dress, food and cultures. While 
concentrating on the basic beliefs and philosophies 
which span different nations, it is important not to 
fall into the trap of thinking all Aboriginal people and 
Torres Strait Islanders are the same.

For ease of reference, this section has been divided 
into three sub-sections:

 » Before 1788 when the British arrived

 » From 1788 until 1972, when the White Australia 
Policy was abandoned

 » After 1972 when multiculturalism became official 
government policy.

BEFORE 1788

The whole social structure of Aboriginal and Torres 
Strait Islander communities was concerned with the 
survival of the entire community, rather than the 
individual. There was great sense of community spirit 
and each member had a defined role and place within 
the system. This way of life became known as the 
kinship system.

Prior to 1788, and even today, Aboriginal people 
and Torres Strait Islanders held deep religious and 
spiritual links with their land, formed during the 
‘Dreamtime’. Sacred sites were an important part of 
Aboriginal culture, and caring for these sites and 
performing rituals was extremely important.

Aboriginal people and Torres Strait Islanders 
believed:

 » Life was continuous and eternal and that people’s 
spirits would always return to the dreaming places 

of their ancestors where they were originally 
formed. These dreaming places had strong links to 
the land and sacred sites.

 » Learning was a life-long activity and the focus 
was on ‘learning by doing’. Usually teaching 
was conducted by the older people within the 
community. It was a practical process, and the 
young children were taught their individual 
responsibilities from an early age, ensuring the 
community would benefit as a whole.

FROM 1788 UNTIL 1972

When the British arrived in 1788, two completely 
different cultures came face to face, and inevitably 
there was conflict. One culture focused on 
community and deep spiritual attachment to the land, 
while the other was more concerned with agriculture 
and economic growth. The conflicts became violent, 
and there were many deaths of Aboriginal people and 
Torres Strait Islanders.

In 1883, the NSW Aborigines Protection Board was 
established (other States and Territories followed) 
and a policy was formulated which encouraged the 
assimilation of Aboriginal people into the white 
community. Children were taken from their families 
at a young age, with the intention of providing them 
with greater opportunities. However, this caused 
much grief for Aboriginal families, and the children 
were often trained to be domestic servants, and 
forced to leave their adopted family at an early age. 
Many were never really accepted as part of the white 
community, and were tormented for this reason. They 
had no means of returning to their birth families, and 
for this reason were social outcasts.

The policy also focused on removing Aboriginal 
people from their land, and placing them in missions 
controlled by white managers. Here their food 
sources and social structure could be maintained. 
Life was hard on the inhabitants. Paid work was very 
hard to come by, as the missions were usually located 
far from town. Wages were usually very low, and the 
managers strictly controlled the money flow within 
the missions.

The education system was one of the most powerful 
weapons of assimilation. Aboriginal children were 
taught that there was no place for them unless they 
adopted western beliefs and customers.

Beginning in the late 1960s, protection boards were 
abolished, but during the course of their existence 
they managed to have a devastating effect on 
Aboriginal people and their culture.
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It was the 1960s which brought about dramatic 
change to Australians’ views on Aboriginal issues. In 
1967, Aboriginal people and Torres Strait Islanders 
were granted equal rights and citizenship in Australia. 
However, hostility was still present, especially in 
schools and public places.

A major turning point in Australian history was the 
formation of the Tent Embassy, set up on the lawns 
of Parliament House in 1972, to protest continuing 
discrimination.

AFTER 1972 

Since 1972, conditions for Aboriginal people and 
Torres Strait Islanders have improved, yet this is a 
very recent innovation and further improvement 
is greatly needed. The fact that most of the adult 
population today has been touched in some way 
by the White Australia Policy has created social 
problems which cannot be solved overnight.

There are a number of contemporary issues affecting 
Aboriginal and Torres Strait Islander peoples. These 
normally conjure up strong emotions within the 
community at large and which, by their nature, must 
be handled with greater awareness and sensitivity in 
discussion:

1. Probably the most high profile issue in recent 
times has been that of land rights – the Mabo and 
Wik decisions of the High Court and the Native Title 
Act, passed in 1993.

2. As seen from a historical context, ownership of 
land and houses is not strictly part of Aboriginal and 
Torres Strait Islander culture. They see themselves 
more as custodians of land rather than owners. Even 
so, adequate housing for all Aboriginal and Torres 
Strait Islander people remains an important issue.

3. The education system has, until fairly recent 
times, excluded Aboriginal people and Torres Strait 
Islanders. Because of this, they have been under-
represented in tertiary institutions and closed off 
to job opportunities requiring higher education 
qualifications. This is only now beginning to change.

As you look at these issues, and how they may 
affect your understanding of and interaction with 
Aboriginal people and Torres Strait Islanders, 
remember that Aboriginal and Torres Strait Islander 
cultures across Australia are not all the same. The 
best way to understand Aboriginal people and Torres 
Strait Islanders is through contact. (If you are an 
Aboriginal person or Torres Strait Islander take a few 
moments to reflect on how these issues affect your 
relationships with people from other cultures.)

 » There is a perception amongst some people 
that social structures differ in rural and urban 
communities. This is not true. All Aboriginal and 
Torres Strait Islander peoples, whether they live 
in cities or in more remote areas, have the same 
community obligations and relationships.

 » Probably the most important aspect to remember 
is the relationship between older people and 
younger people in the community. Within the work 
environment Aboriginal or Torres Strait Islander 
workers will expect their colleagues to show the 
same amount of respect for older people as they 
do.

 » Aboriginal people and Torres Strait Islanders 
still have cultural and spiritual obligations. For 
example, funeral obligations may last from one 
day to three weeks, depending on the personal 
obligation to the person who has died.

 » In most communities, the traditional obligations 
to care for the land and particular sacred sites 
remain an important part of Aboriginal and Torres 
Strait Islander life. These responsibilities may also 
involve some time commitment to fulfil.

 » Gender is another issue which may affect 
relationships between Aboriginal people, Torres 
Strait Islanders and people from other cultures. 
Most Aboriginal people and Torres Strait Islanders 
still have ‘women’s business’ and ‘men’s business’, 
from which the opposite sex is excluded. This is 
particularly relevant when discussing personal 
issues, such as personal presentation and hygiene.
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HIGH QUALITY 
SERVICE FOR ALL 
CUSTOMERS
The one thing that every business has in common 
is the reason for its existence – customers! And 
everybody working in the business must provide 
the best possible service to those customers. 
This is why the Tourism & Hospitality Industry 
emphasises customer service.

THINK ABOUT THE CUSTOMERS THAT 
COME TO YOUR ESTABLISHMENT

 » Where do they come from? Are they from your 
local area or region, or do they come from 
interstate or overseas?

 » Are they individuals, couples, families or 
groups?

 » Do they come by car, bus, train or by air?

 » Are your customers from a particular age or 
social group?

 » What are the different needs of your 
customers – limited time, foreign language 
interpretation, special individual or group 
facilities?

 » Do you have ‘industry’ customers, e.g. those 
people that book your services, such as travel 
agents or tour operators?

All of your customers expect you to be sensitive 
to, and respectful of their needs. These needs 
could be based on:

 » Age

 » Family status

 » Culture

 » Country of origin 

 » Type of group they are travelling with, etc.

As a person providing customer service in the 
Tourism & Hospitality Industry your role is to 
meet the needs of the many different customers 
you serve.

INTERNATIONAL CUSTOMERS

One of the major recent changes in Australia’s 
Tourism & Hospitality Industry has been the 
enormous increase in international visitors. 
International tourism is Australia’s fastest-
growing and largest export industry. The overall 
number of visitors from overseas is forecast to 
nearly double, to 6.3 million, by the year 2010 
(tourism Council of Australia, International 
Visitor Arrival Forecasts, December 1994). This 
growth is not based on the main traditional 
foreign markets of Japan and Europe, but on the 
newly-emerging Asian markets of China, Korea, 
Indonesia, Malaysia and Thailand.
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Australia’s international tourism markets are not only 
growing rapidly, but are also changing dramatically, 
with many more visitors coming from non-English 
speaking backgrounds (NESB).

What does all this growth mean to you and your 
establishment? Firstly, it can mean more customers 
and more sales. But it also means providing high-
quality service to all your customers, i.e. being aware 
of your customers’ characteristics and preferences, 
and meeting their needs satisfactorily.

Image sourced from http://www.abs.gov.au/AUSSTATS/abs@.nsf/
Previousproducts/0A41C3D685211114CA256F7200832F02 
Accessed 2/12/2010
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Misunderstandings and conflict arise between 
customers and workers, or between workers and 
colleagues, for many different reasons – often just 
because people are different. Wouldn’t it be a boring 
world if we were all the same! This topic looks at 
conflicts that can arise as a result of a lack of cross-
cultural understanding between people from different 
cultural backgrounds.

Difficulties can occur because of poor 
communication, a lack of patience or because 
people make judgments based on their own cultural 
values. English translations, or use of slang and 
colloquialisms, can be stressful to people from other 
cultures. So can speaking too quickly or at too low 
or too high a volume, not listening actively, not 
asking questions, using offensive body language and 
gestures, and / or inappropriate humour. For example:

 » Did you know that ‘taco’ means ‘idiot’ in the 
Japanese language?

 » In the Philippines it is perfectly good manners 
to close a conversation by saying ‘You go now’, 
and that ‘See you later’ can sometimes be 
misinterpreted literally by people from other 
cultures.

 » You might serve quite a few meals to Chinese 
people before you realise that they thank 
restaurant waiters by unobtrusively tapping the 
table with their fingers. How easy it would be to 
jump to the conclusion that Chinese restaurant-
goers never acknowledge good service, and 
therefore to think the Chinese are rude people.

 » In most Asian counties it is considered polite and 
respectful not to look a person in the eye during 
conversation; such a mannerism in Australia 
usually implies a guilty conscience.

 » In Eastern Europe and Middle Eastern countries, 
hugging and kissing on the cheeks among men 
is a common occurrence; this may be totally 
inappropriate in Australia, in some cultures.

You may come into contact with customers or 
colleagues from non-English speaking backgrounds. 
They may not speak English at all, or not speak it 
very well.

In cases where language barriers exist, attempt to 
communicate through the use of gestures or simple 
words in the other person’s language.  

Some areas to which this would apply include:

 » Greeting and farewelling customers

 » Giving simple directions

 » Giving simple instructions

 » Answering simple enquiries

 » Preparing for service

 » Serving customers

 » Describing products and services.

PROMOTING GOOD CULTURAL RELATIONS

Strategies an employer can use:

 » Training staff in cultural awareness

 » Utilising staff cultural skills, e.g. language and 
greetings

 » Signs and pamphlets in different languages

 » Supporting staff in language training

 » Awareness and promotion of cultural festivals / 
celebrations

 » Flexibility in rostering for cultural events

 » Focusing on the similarities between cultures, not 
differences

 » Variety in communication mediums e.g. written, 
non-verbal, verbal, diagrams

 » Knowing the location of cultural buildings, e.g. 
temples, mosques, churches

 » A familiarity procedure so that all guests can be 
shown how to locate and contact any in-house 
facility or service

 » Providing maps and personnel to give accurate 
directions to assist sightseeing and movement in 
an unfamiliar city

 » Flexibility in food & beverage preparation and 
menu, to meet different cultural needs.

STRATEGIES AN INDIVIDUAL CAN USE:

 » Learn another language, suitable to our own and 
the organisation’s needs

 » Develop an understanding and tolerance of 
cultural issues

 » Avoid prejudices and cultural assumptions

 » Develop and practice appropriate verbal and non-
verbal communication skills

 » Show interest in cultural events

 » Follow organisational procedures to ensure 
visitors are informed, and feel relaxed.

CULTURAL MIS-
UNDERSTANDINGS
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Tourism and Hospitality is a major industry in 
Australia, and is an extremely important part of 
the economy. Hospitality has a metropolitan focus; 
however, this is changing with the increasing 
importance of emerging sectors, such as food and 
wine tourism. The industry is setting standards in 
service and delivery, which for the last two decades 
have been adapted to other related industries such 
as Airlines. The Macquarie Dictionary defines tourism 
as (1) the practice of touring, (2) the occupation of 
providing local services for tourists; and hospitality 
as (1) the reception and entertainment of guests or 
strangers with liberality and kindness. 

This means that workers within the Tourism and 
Hospitality Industry need to have good knowledge 
and understanding about what consumers want, 
and the service standards required to accommodate 
these needs.

There is an overlap between hospitality and tourism:

SOURCE AND USE INFORMATION 
ON THE HOSPITALITY INDUSTRY

INTRODUCTION 
TO TOURISM & 
HOSPITALITY

Hospitality 
customers  

(local origin)

Tourism  
customers 

(domestic & 
international 

origin)

Hospitality services provided 
by hotels, clubs, pubs, casinos, 

restaurants and cafes

TOURISM SECTOR

Tourism is made up of many different types of 
organisations that provide a wide variety of services 
and products. 

Tourist attractions – range from a man-made 
attraction like Dream World / Sea World, to a 
culturally-significant geographic / natural feature like 
Uluru.

Tour guides – can be found working in many of the 
tourism sectors.

Site guides – are those that can work within culture 
centres, tourist attractions, museums and national 
parks.

Local guides – specialise in a particular local or 
regional area.

Tour managers – accompany tourists on extended 
touring programs. It may be taking Australians 
overseas, or travelling with inbound tourists 
throughout their stay in Australia.

Specialist guides – have special knowledge in areas 
such as Aboriginal culture or ecotourism.

Wholesale tour operators can be broken down into 
the following areas:

 » Inbound tour operators – role is to coordinate 
touring arrangements for international tourists 
travelling within Australia.

 » Outbound wholesaler – does much the same thing 
as an inbound tour operator but in reverse. They 
coordinate travel and touring arrangements for 
Australians travelling overseas.
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 » Domestic tour operators – operate tours within 
Australia.

Four major sectors of Tourism provide the services 
and facilities that constitute the Tourism Industry, as 
well as contribute to its growth.

These four sectors of the Tourism industry can 
operate independently within tourism, but are often 
found inter-connected, as a means of building and 
marketing their own establishments and tourism in 
general.

CHARACTERISTICS OF THE TOURISM SECTOR

 » Requires a high number of staff.

 » Operates 24 hours a day, 365 days a year.

 » Experiences seasonal fluctuations.

 » Caters for local, intrastate, interstate and 
international markets.

 » Forms links with other business and industry 
sectors (e.g. holiday package contains the services 
of a travel agent, airline costs, accommodation 
costs and entry to tourist attractions).

 » Offers tangible and intangible products and 
services. 

Tangible: things you can touch, material products, e.g. 
souvenirs, health & beauty treatments

Intangible: indefinable experiences, generally 
services, e.g. room service, use of business centre 
facilities.

 » Customer-service drive

 » Operates in metropolitan and regional areas.

 » Provides career opportunities on all levels, and 
provides a wide variety of employment options 
(e.g. full time, casual, contractor, etc.)

 » Promotes international understanding and good 
will.

 » Provides staff with transportable and transferable 
skills – you can take your skills and knowledge 
anywhere around the world, and apply them to a 
variety of career choices.

With the increase in numbers of tourists travelling to 
and within Australia, most employment opportunities 
will be in hospitality, followed by travel, and then 
visitor services. The need for trained hospitality 
staff will rise, especially in the operational areas 
of catering / kitchen, food and beverage and 
accommodation services. Providing good quality 
services and products relies on staff developing 
excellent product and local knowledge, as well as 
following company policies and procedures.

SOME CAREERS AVAILABLE IN THE 
TOURISM INDUSTRY ARE:

Retail Travel 

 » Travel agents sell travel and tours to the general 
public. They work with tour wholesalers, carriers 
(airlines, etc.) and accommodation providers, and 
act as a middle-man to the consumer. 

 » Some agencies specialise in a particular cultural 
market to meet the travel needs of that culture.

 » There are also corporate agencies specialising in 
the sale of business travel.

Tourist Information Services

 » Look after the tourism in different regions of 
the country, providing information on tourist 
destinations in their specific area. 

 » Tourist information services range from 
small information booths to major marketing 
departments promoting travel in the local area.

Meetings

 » The Meetings, Incentives, Conferences, 
Exhibitions and Special Events sector, referred to 
as MICE, is growing rapidly. Career opportunities 
are diverse, with the MICE market attracting 
international and national occupations from 
lighting and sound specialists to caterers, set 
designers, planners, convention centres, hotel 
sales gift producers, stationers, and many more.
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HOSPITALITY SECTOR:

Hospitality establishments provide a wide range of 
products and services. Small businesses are often 
specialised in their products and services, while 
larger establishments, such as international hotels, 
resorts and clubs, offer almost everything for the 
customer. Services offered can be categorised as:

Accommodation

Includes camping, caravan / motor homes, residential 
rooms, self-contained units, serviced apartments, 
executive suites, etc.

Food & beverage services

24 hours or restricted room service, à à la carte 
dining, bistro, coffee shop, lounge area, cocktail bar, 
public bar, dispense bar, nightclub, bottle shop.

Entertainment

Live entertainment (bands, dance parties, solo artists, 
variety shows, musicals, theatre), cinema, video 
games / machines, virtual reality games.

Gaming

Poker machines, TAB, Keno, raffles, bingo, table 
games – roulette, black jack, etc.

Recreation, relaxation

Golf facilities, saunas, spas, swimming pools, health & 
fitness centres, child care facilities, retail outlets.

Functions and events

 » Corporate functions (seminars, meetings, training 
session, product launches)

 » Private functions (weddings, anniversaries, 21st 
birthdays)

 » Social functions (balls, Christmas parties, charity 
fundraisers)

 » Industry events (gaming expo, career expo, etc.)

 » Commercial services

 » Business centres with computers, email, printers, 
faxes, and photocopiers – either self-sufficient or 
serviced.

Security

Ranges from the provision of security personnel to 
security facilities (e.g. room safes, safety deposit 
boxes in front office, key control system, valet 
parking, visitor ID checks, entry requirements, staff ID 
systems).

SOME EXAMPLES OF CAREERS IN HOSPITALITY ARE:

 » Gaming

 » Kitchen

 » Food & beverage

 » Housekeeping

 » Front office.

There are thousands of clubs throughout Australia. 
Clubs offer jobs in a number of areas, including 
bars, bottle shops, kitchens, restaurants, functions, 
entertainment areas, front reception, security and 
gaming.

Some of the larger international hotels also have 
departments in Conferences and Banqueting, 
Sales and Marketing, Human Resources, Security, 
Maintenance, Concierge-Bell Desk, Purchasing and 
Finance. One of the benefits of working with an 
international hotel chain is that they can offer their 
staff the chance of working overseas. 

Casinos have gaming departments, as well as food 
& beverage outlets that require staff with specialist 
skills. These include gaming-machine attendants, 
croupiers and gaming-table supervisors. Most 
casinos deliver their own training for people to 
become croupiers and gaming-table supervisors. 

As you can see, even though you may start out in one 
skills area, the industry can offer you a diverse and 
dynamic career.

IDENTIFY AND ACCESS SOURCES OF INFORMATION

 » Media

 » Reference books

 » Libraries

 » Unions

 » Industry Associations

 » Industry Journals

 » Internet

 » Information Services

 » Personal observation

 » Colleagues, supervisors and managers

 » Industry contacts, mentors and advisors

 » Reading newspapers

 » Attending industry seminars

 » Participating in training seminars

 » Upgrading and extending qualifications.
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It is essential you sort and summarise 
information. Materials found on the internet are 
both uncensored and unedited, and must be 
checked for currency and accuracy. 

The knowledge you gain through the above 
information sources can be used to assist 
customers with their choices.

Is this you?

 » Good communicator

 » A strong customer focus

 » Smart presentation and grooming

 » Well organised

 » Ability to work in a team

 » Ability to work under pressure

 » Good technical skills and knowledge.

Hospitality is not a job. It’s a career.

DIFFERENT TYPES OF SERVICES

Different sub-sectors of the hospitality sector 
offer a wide range of services to appeal to a 
variety of local, interstate and overseas guests. 
Some of these services include:

 » Accommodation – the industry offers a range 
of rooms available for short, medium and long-
term stays, in establishments that provide 
some or all of the other services listed below 
 
Accommodation can be divided into 
categories, such as world-class (4-5 Star), 
mid-range (2-3 Star) and budget / economy 
(caravan park / backpacker accommodation)

 » Food & beverage service – outlets range from 
dining restaurants to take-away food shops 
and simple bar service

 » Entertainment – provision of entertainment 
is very expensive, ranging from musicians 
in foyers providing background music, to 
full concerts and shows catering for large 
numbers of people. The larger events are 
usually in auditoriums or ballrooms. Many pubs 
provide live music and dancing for patrons

 » Recreation – this may range from exercise 
classes and gymnasiums, saunas and 
swimming pools, to massage and beauty 
therapy services. Some establishments have 
golf courses, horse riding and other sporting 
activities, as well as organised tours, boat trips 
and cultural events

 » Relaxation – many establishments specialising 
in relaxation are located in remote areas in 
pleasant surroundings. They offer visitors 
quiet environments with minimal disturbance. 
Services can include yoga, meditation, 
massage and other forms of alternative health 
care

 » Functions and conventions – facilities include 
meeting rooms, convention centres or large 
function rooms, catering for conferences, 
special events such as weddings, and 
international marketing events such as 
product launches. Some establishments are 
geared for advanced forms of communication, 
such as teleconferencing

 » Security – services range from patrolling 
properties, to safety deposit boxes and liaison 
with the police and other forces which might 
protect VIP guests. In many establishments, 
this service involves the use of hi-tech security 
and surveillance systems

 » Gaming – a range of establishments today 
offer gaming services, such as Keno, card 
games and poker machines. Some offer full 
casino gambling facilities. Those offering 
the full range of services often combine 
their gaming service with other services, 
e.g. accommodation, food, beverage, and 
entertainment.
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COMMERCIAL AND NON-COMMERCIAL

The Hospitality sector can be divided into 
commercial and non-commercial operations, which 
can be defined as:

 » Commercial establishments charge for their 
services, and seek to make a profit from their 
operations for their owners, investors or 
stakeholders

 » Non-commercial operations do not seek to make 
a profit, and include those that act in a charitable 
capacity or out of public need.
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Hospitality is about ‘delivering on your promise’. This 
happens with the implementation of strict guidelines 
on service, and monitoring of application in:

 » The way you set expectations through marketing 
and reputation

 » The way you train your staff

 » The way you deliver to the customer.

Needs and expectations change, influencing type and 
style of services and facilities provided, e.g.

 » Business more global – people travelling more

 » Travel time to destinations reduced, workloads 
not – greater expectation on facilities available to 
assist customer

 » Travel more affordable – range of accommodation 
available

 » Increase in Australian tourism – increase in need 
for cultural awareness

 » Trend for regular short breaks – Weekend 
packages.

To succeed, you need to stay in touch with your 
customer base, and constantly ask for feedback.

ECONOMIC CLIMATE

When the country’s economy is buoyant and 
businesses are doing well, the Tourism and 
Hospitality Industry is able to service more guests, 
including overseas travellers, than during times of 
recession.

When the economy is not so good, businesses have 
to cut back on expenses. For example, executives 
that travel on company expense, may not be allowed 
to travel, or may be asked to stay at 3-Star rather 
then 5-Star properties. These economic fluctuations 
impact on restaurants and bar outlets as well.

Another example could be, during recession times, 
families may decide not to take their annual holidays 
at resorts, preferring to stay in caravan parks or go 
camping.

The value of the Australian dollar has a huge impact 
on the tourism industry.

 » ‘Value for money’: inbound and local tourists 
determines destination

 » During times of low economic stability, business 
travel may still be required, but time of travel, 
length of stay and type of accommodation may be 
compromised

 » Periods of recession impact leisure spending.

These compromises have a knock-on effect

 » Impacting spending for restaurants, souvenirs, 
attractions, etc.

Gambling is an exception, with high revenue in good 
and bad times

SEASONAL CONDITIONS

Our Industry is affected by the seasons. Other 
places, such as America and Europe, have different 
holiday seasons to those in Australia. Many group 
tours visit Australia during their holiday seasons. A 
particularly busy time is during the ‘Golden Week’ in 
Japan, usually early April, when many Japanese visit 
Australia.

When we refer to ‘season’ in the Hospitality Industry, 
we mean more than summer, winter, autumn 
and spring. There are other important seasonal 
influences, such as Mothers Day, religious holidays 
and State / Territory events. These influences have a 
bearing on tourism expectations.

Seasonal conditions refer to:

 » Four seasons of the year

 » School holidays, public holidays

 » Traditional celebrations

 » Major events

 » International holiday seasons.

Peak travel periods are September – April

 » Most popular travel time: Jan, Mar, Apr, Oct

 » Least popular time for business trips: Sept, Jan 
and Feb.

FACTORS 
INFLUENCING 
HOSPITALITY 
OPERATIONS
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SERVICE PREFERENCES

Market needs and expectations determine the 
services and facilities required, while Service 
Preference determines how the service and facilities 
will be provided, e.g.

 » Different accommodation types, with a preference 
of room service being every day; twice a week; not 
at all

 » Different styles of food service: bistro, à la carte 
and coffee shop offering full table service or self-
service.

It is important to understand differences in 
hospitality establishments so you can fully evaluate 
career direction.

Hospitality establishments provide a broad range of 
products and services. This is particularly so of larger 
clubs and hotels, in which some departments directly 
service guests’ needs, e.g. bars and restaurants, 
while others support the service departments or the 
general running and maintenance of the business.

An organisation needs the right framework in place 
to meet client needs.

Key departments ensure the right service and 
products are offered 

 » Although not all establishments will have 
all departments, the responsibilities of each 
department are still carried out by specific staff 
members, e.g.

 » Company A: Front Office Manager oversees 
operation of front office

 » Company B: Operations Manager is responsible 
for both Front Office and Housekeeping

 » Working in each department / area requires 
specific skills and knowledge from employees.

Let’s look at some of the departments or services 
found in the hospitality sector, and their roles:

HOSPITALITY 
DEPARTMENTS 
AND FUNCTIONS

FRONT OFFICE’S ROLE

To service and administer the accommodation 
section of the establishment. This could include:

 » Taking guest reservations and deposits

 » Checking guests in and out

 » Receiving guest correspondence and messages

 » Preparing guest accounts

 » Sometimes performing the audit role, which entails 
checking revenue for the entire establishment.

HOUSEKEEPING ROLE

To maintain an establishment’s standards of hygiene, 
cleanliness and comfort. This could include:

 » Servicing guest bedrooms and bathrooms

 » Maintaining public areas, e.g. the lobby and public 
rest rooms

 » Providing linen and guest amenities, e.g. toiletries 
and extra towels

 » Looking after the laundry requirements of the 
establishment and guests

 » Arranging dry cleaning

 » Staff uniforms (if they are worn, and there is a 
laundry onsite).

FOOD & BEVERAGE ROLE

To offer food and beverage services, the quantity 
and quality of which depends on the size of the 
establishment. The F&B department is sometimes 
divided into smaller departments, including:

 » Bars (public lounge or cocktail)

 » Restaurants (formal, brasserie or pub style)

 » Banquets and function catering for seminars, 
special events, conventions

 » Bottle shop

 » Kitchen and stewarding

 » Cellar

 » Staff canteen

 » Cashiers are responsible for collecting the 
revenue from the different F&B outlets.
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SALES & MARKETING ROLE

To actively sell the establishment to the local, 
interstate and international market through:

 » Advertising in media (print and electronic)

 » Participating in domestic/international trade shows

 » Promotions, through travel wholesalers and 
agents

 » Promotions, through visitor service agents

 » Various forms of promotions and sponsorships

 » Face-to-face meetings by the sales team.

ACCOUNTS OR FINANCE DEPARTMENT’S ROLE

To administer the accounts of the business in the 
following manner:

 » Monitor the incoming revenue and the outgoing 
expenditure of the establishment

 » Pay suppliers

 » Prepare salary and wages for employees

 » Collect money that is owing

 » Prepare taxation, and other reports

 » Prepare budgets for the coming years,

HUMAN RESOURCES’ ROLE

To manage all areas of human resources. This 
department is responsible for attracting and keeping 
employees, and ensuring employees have appropriate 
skills. This includes:

 » Recruitment

 » Training

 » Keeping staff records

 » Counselling

 » Career planning

 » Industrial relations

 » Being familiar with the various employment laws, 
and advising managers and staff about their rights 
and responsibilities.

GAMING ROLE

To provide and maintain gaming services. Depending 
on the size of the establishment, this department 
may be divided into smaller sections. These sections 
may include:

 » Electronic games, such as Keno

 » Table games, such as blackjack

 » TAB services, such as harness racing

 » Sports book, such as AFL grand finals

 » Cashiering

 » In some instances, specialised marketing and 
promotional sections.

LEISURE’S ROLE

To look after the leisure facilities of the establishment 
and ensure the leisure interests of guests are 
satisfied. This is a very broad area. Depending on the 
size of the establishment, responsibilities may include 
providing services relating to:

 » Sports, e.g. golf, tennis or swimming

 » Fitness training, e.g. aerobics and gym circuits

 » Health and therapy

 » Games and other fun activities for adults

 » Children’s activities.

ENTERTAINMENT’S ROLE

To look after the entertainment of guests. 
Although similar to leisure, entertainment usually 
does not include guest participation in activities. 
Entertainment includes:

 » Shows

 » Cabarets

 » Concerts

 » Games

 » Discotheques

 » Dancing

 » Cultural functions.

MAINTENANCE’S ROLE

To repair and maintain the furniture, fixtures and 
equipment of the establishment. This includes:

 » Plumbing

 » Electrical

 » Painting and decorating

 » Carpentry

 » Gardening

 » Sometimes, mechanical fitting

 » General handyperson work, e.g. tiling.

Some establishments do not employ tradespeople 
as part of their staff, preferring to bring them in as 
outside experts. However, there may be general 
handypersons on staff who attend to minor repairs 
and maintenance.
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SECURITY’S ROLE

To provide a safe and secure environment for 
customers and staff. The role of security is broad, and 
may include:

 » Administering first aid

 » Securing cash

 » Providing security services for dignitaries and 
other VIP customers

 » Handling troublesome guests and intruders

 » Securing the building and grounds, including the 
car park.

Some establishments do not employ security staff, 
preferring to bring in experts when needed.

DEPARTMENT INTERRELATIONSHIPS

To deliver the promise to customer, departments 
must work effectively with each other as one team. 
Consistency will be maintained by:

 » Standardising policies and procedures

 » Setting of realistic goals / targets

 » Maximising resources

 » Identifying industry trends

 » Recognising customer expectations

 » Recognising employer and work colleague 
expectations.

THE CIRCLE OF INFLUENCE (SEE 
FOLLOWING PAGES)

The outer ring details the departments with which 
the specified department works to meet the needs 
and expectations of their customer. The second ring 
includes the various tools required to succeed. The 
third ring stipulates the silent service indicators for 
that department’s function. The inside ring – at the 
centre of the circle of influence – is the customer, 
whose experiences are ultimately determined by the 
silent service indicators. All layers need to work in 
synergy to achieve total customer satisfaction.
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FOOD & BEVERAGE RELATIONSHIPS WITH OTHER DEPARTMENTS

The closest working relationship is with the Kitchen. This relationship is sometimes stormy, due to the 
pressures of fast service. Food & Beverage has relationships with many external businesses, including: 
food suppliers, beverage suppliers, equipment manufacturers and service providers, crockery, cutlery and 
kitchenware suppliers, and entertainers.

CUSTOMER
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FRONT OFFICE RELATIONSHIPS WITH OTHER DEPARTMENTS

Front Office staff work closely with a number of other operators in the interest of meeting guest needs, 
including: travel agents who make reservations at the hotel on behalf of their customers, and who take onward 
reservations requested by Front Office to assist resident guest who are making plans for further travel. Similar 
two-way relationships exist with airlines. Bookings for local entertainment, tourist attractions, tours and events 
are all done for guests. Front Office staff also work with transport operators, i.e. taxi, bus, coach and car hire 
companies.

CUSTOMER
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HOUSEKEEPING RELATIONSHIPS WITH OTHER DEPARTMENTS

There are several external agencies with which Housekeeping liaises, including: florists, pest control 
contractors, and specialised laundry / dry cleaning services. Housekeeping also deals with suppliers of linen, 
room stock cleaning products, fabrics and finishes, negotiating price and delivery.

CUSTOMER
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Australia is a democracy headed by the Prime 
Minister, who is responsible to the Australian 
Parliament. All powers not delegated to the Federal 
Government are reserved for the States.

Our laws are a set of principles, rules and standards 
established by parliament, and enforced by the 
courts for the regulation of behaviour in society, 
and the protection of members of society and their 
property.

There are three level of government in Australia.

THE FEDERAL OR COMMONWEALTH 
GOVERNMENT

Makes laws and has powers that apply to the country 
as a whole. Issues such as defence, customs and 
excise are commonwealth issues, to name just a few.

Where federal laws exist, the various States in 
Australia are not permitted to establish their 
own. However, there are cases when both the 
Commonwealth and the States make laws on the 
same issues, e.g. industrial relations and taxation. If 
there is a conflict over the power of those laws, the 
Commonwealth overrides the power of the State. If 
there is an issue where no Commonwealth law exists, 
the States are free to legislate.

The Commonwealth Government makes and 
administers laws covering issues such as immigration 
e.g. work permits, taxations (personal and wholesale 
taxes), duty and excise, and communication 
(broadcasting and telecommunications.

STATE/TERRITORY GOVERNMENT

Is headed by a premier; in the Northern Territory 
and the ACT, it is the Chief Minister. Each makes and 
administers laws covering licensing and education, 
e.g. schools, vocational education and training.

There are two houses of State Government (the Upper 
House and the Lower House) in every State except 
Queensland, which only has one (a lower house).

LOCAL GOVERNMENT

Looks after smaller areas or communities, and is 
responsible for traffic and building regulations, 
maintenance of streets, bridges, local roads, water 
and sewerage, parks, libraries, hospitals and similar 
functions. Among these authorities are Shire councils 
and City Councils.

The power of local government is granted by 
State Government. Local government regulates 
the behaviour of communities within certain local 
government areas. They control building and 
development, refuse and health requirements 
(usually under the control of State laws).

Australia has a system of courts which administer the 
laws of government. The highest court in Australia is 
the High Court. The highest Court in the State is the 
Supreme Court.

There are a number of types of legislation within the 
Australian legal system. Types of legislation include  
Federal and State laws and acts, rules and regulations.

LEGISLATION

Acts are passed / legislated by Federal and State 
governments to ensure that the rights of all parties, 
including employers, employees and the community, 
are adequately protected.

The Food Act 2003 (NSW)

 » Covers all aspects of hygiene and food handling, 
also the role of the health inspector.

Smoke-Free Environment Act 2000 (amended)

 » Illegal to smoke in all workplaces in NSW.

Equal Employment Opportunity, EEO Act 1987

 » Ensures people are not discriminated against in 
the workplace.

Equal Employment for Women in the Workplace 1999

 » Enterprises with more than 100 employees are 
required to improve female work opportunities.

Anti-discrimination Act 1977 (NSW)

 » Ensures fair and equitable access to services and 
facilities

 » Prohibits discrimination against people regardless 
of gender, religion, race, culture, age, disability and 
sexual preference.

Liquor Act 1982

 » Responsible service of alcohol.

Fair Trading Act 1987

 » Governs the issue of product safety and 
production information.

HOSPITALITY LAW

Image sourced from http://www.peo.gov.au/images/library/0015.png  
Accessed 1/12/2010
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RIGHTS & RESPONSIBILITIES

Licences granted to hotel keepers carry many 
responsibilities. These responsibilities are mainly 
directed towards the wellbeing of employees and 
customers, and cover the dangers of misrepresenting 
goods or services, e.g. watering down beer, 
negligence in using poorly-maintained and 
unhygienic food preparation areas, or health and 
safety aspects (unsafe working areas). 

Both employees and employers have rights and 
responsibilities within the hospitality sector.

POWERS OF POLICE AND INSPECTORS

Police have the power to arrest and charge anyone 
who breaks the law

 » They work closely with staff in hospitality where 
customers sometimes behave inappropriately, e.g. 
under the influence of drugs / alcohol.

Inspectors are also appointed to uphold the law, and 
can force business to stop trading until a matter is 
resolved.

OBLIGATIONS

All employees are obliged to uphold the law, despite 
any instructions to the contrary.

RIGHTS & 
RESPONSIBILITIES 
AND POWERS 
OF POLICE AND 
INSPECTORS

LEGAL ISSUES

Important to remember:

As soon as a customer becomes a paying client, the 
hospitality business is subject to laws

Actions must be deemed reasonable

Duty of care must be shown to all customers, 
employees and other individuals onsite

Statutory laws must be upheld

 » e.g. service of alcohol to a minor attracts a specific 
fine, and can result in loss of liquor licence

Consumer Protection: 

 » Customer must receive advertised products and 
services

 » e.g. tourists holidaying on cruise ships where 
activities and services have not been available 
have been known to take class action

Employee Protection:

 » Covered by a wide range of laws, including anti-
discrimination and OH&S

Environmental Protection: 

 » Particularly relevant to resorts in World Heritage-
listed areas 

 » e.g. coral reefs can be adversely affected by 
run-off from fertilisers and other nutrients added 
to soil. Careful planning by a resort is needed to 
minimise its impact on the environment

Community Interest:

 » Laws and regulatory bodies work toward serving 
community interests.

 » e.g. the government. may declare a site containing 
historic buildings as heritage, to prevent major 
redevelopment.
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ETHICAL ISSUES

Ethics are a code of conduct. 

Employees are expected to behave in an ethical 
manner in their relationships with customers, 
suppliers and other employees. 

Pricing collusion: 

 » Restaurants that work co-operatively to increase 
prices are working unethically. While customers 
may complain that increases at peak time is 
unethical, business operators argue it’s a response 
to the market. 

Cash payments:

 » Paying employees in cash is both illegal and 
unethical

 » Australia’s taxation system is designed so 
all employees contribute to the upkeep 
of the country and services provided by 
government.

 » Employees should receive entitlements, 
including superannuation and leave.

Confidentiality:

 » Privacy legislation protects the personal details of 
individuals

 » In a hotel, guests are provided full protection from 
unsolicited visitors, e.g. if a visitor phoning asks 
for a guest they will be put through to the room, 
but never told the room number.

Commissions & kickbacks:

 » Some hotel staff enjoy commissions for 
bookings they make on behalf of guests. This 
practice is unethical, as it narrows the range of 
recommendations given to guests. 

Over-bookings:

 » Airlines and hotels are known to overbook based 
on historical ‘no show’ figures. This puts them in 
a difficult situation when all customers arrive – 
some have to be bumped to other hotels.

Familiarisations:

 » Visitors to hotels by travel agency staff who may 
sell the destination to travel customers. This 
practice is unethical when the destination is 
singled out from other choices, simply because 
of the prospect of more familiarisations or 
commission. In this case, the booking agent is 
prompted by self-interest rather than by the 
interest of the client.

Tipping:

 » Some high rollers in Las Vegas casinos tip 
thousands of dollars to casino staff. On a smaller 
scale, trendy city types tip heavily to ensure their 
new sports cars are left in the hotel driveway in 
order to impress guests. Preferential treatment for 
high-tipping customers should not occur. 

Product recommendations:

 » Whenever making a recommendation to a hotel 
guest, or other hospitality client, on tours to 
attractions, restaurants and retail outlets, for 
example, the information provided should be 
objective and in the interests of the client. 

Free gifts and services:

 » Free gifts and services are inappropriate when 
they affect objective decision-making.

 » High-spending casino patrons are 
sometimes accommodated free of charge in 
the best suites of the accompanying hotel, 
based on the premise they will lose enough 
money in the casino to offset the cost.

 » A purchasing officer being personally 
rewarded for selecting a certain wine is 
acting unethically.
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