
Customer Service 
Excellence: 
Best Practices that 
Elevate Hospitality

Presenter Notes
Presentation Notes
When was the last time you experienced truly great service….the kind that stuck with you?  I bet you can remember it like it was yesterday.  Who it was, where you were, the feelings you had, maybe even the name of the one that provide that service.��Now let me ask that question differently.  When was the last time you experienced bad customer service….Do you remember all of the same things?  ��We have a choice of how we want to be remembered.



Defining Customer Service in Hospitality

Presenter Notes
Presentation Notes
Great customer service goes beyond transactions – it’s about how people feel during AND after the interaction.



What is Great 
Customer Service?
• Beyond transactions: creating meaningful, memorable interactions.

• Emotional connection: how people feel during and after the interaction.

Presenter Notes
Presentation Notes
It is beyond transactional.  Anyone can do that, but can you create memories?  Can you make an emotional connection and touch upon how people FEEL. Customer service is not about transactions — it’s about transformation. It’s how people feel after interacting with us that defines their experience.  Indian Restaurant Example of the waiter remembering ours and our friends' names – what that then made us do.



Customer Service 
vs. Hospitality
• Service = meeting needs.

• Hospitality = exceeding expectations with care and warmth.

Presenter Notes
Presentation Notes
It’s about meeting needs and exceeding expectations.  Holiday Inn example

“Service meets needs. Hospitality exceeds expectations — with care, warmth, and empathy.”



“Customer service shouldn’t just be a department; 
it should be the entire company.”

— Tony Hsieh: Zappos CEO

Presenter Notes
Presentation Notes
From online interactions, social media responses, and follow-up emails, invoicing….thes are all part of the hospitality experience.



Where Customer 
Service Happens
• Every touchpoint: front desk, call center, online chat, social media, onsite staff.

• Pre-arrival, during experience, and post-visit follow-up.

Presenter Notes
Presentation Notes
So where does customer service happen?  It happens everywhere, not just face to face.   For those of you that may be working behind the scenes…ask yourself…how does your role or department contribute to a guest’s overall experience – even if you never meet guests directly.

Highlight the Economic Impact of Service Excellence
Briefly mention how superior customer service drives repeat business, positive reviews, and destination reputation—connecting service excellence to tangible business outcomes.




“Every contact we have with a customer influences 
whether or not they’ll come back. We have to be great 

every time, or we’ll lose them.”
— Kevin Stirtz:  Author of More Loyal Customers



Best Practices for Customer Service Excellence

Presenter Notes
Presentation Notes
“I encourage you to ask yourself….What are some touchpoints in your own operation that shape the guest experience most — even behind the scenes?”



Best Practices 
for Customer 

Service 
Excellence

The Mindset of Service
Empathy, patience, and active listening.
Anticipating needs before they’re voiced.

Consistency Across Channels
Standardizing service training for staff.
Maintaining a welcoming, positive tone in digital and in-person interactions.

Personalization at Scale
Using names, remembering preferences, tailoring experiences.

Service Recovery: Turning Problems into Loyalty
Best practices for handling complaints.
Real-world examples of “above and beyond” recovery.

Leading by Example
Leadership visibility during key moments (site visits, large groups, special events).
Modeling the service culture, you expect staff to deliver.
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Presenter Notes
Presentation Notes
Here are some best practices for consideration.

Empathy creates emotional connection  (“Seek first to understand, then to be understood.”�— Stephen Covey).  
Consistency is crucial and your training should extend beyond your front-line team.  
Personalization = Recognition and Care
Service Recovery:  Let’s not forget we are all human and mistakes will happen but it’s critical to respond correctly and learn. “Your most unhappy customers are your greatest source of learning.”�— Bill Gates
Leading by Example:  As leaders, you need to walk the walk.  Not just when you are in front of customers but how you engage with your internal customer as well.




Creating a Culture of Service Across the Community



Internal Buy-In 
• Staff empowerment: giving frontline 

employees the tools and authority to serve.
• Recognition programs that celebrate 

service excellence.

Training & Development
• Ongoing workshops, certifications, and 

ambassador programs.
• Peer-to-peer mentoring and shadowing.

Stakeholder Engagement 
• Involving partners (hotels, restaurants, 

attractions) in shared service standards.
• Community initiatives that encourage locals 

to embrace a welcoming mindset.

Presenter Notes
Presentation Notes
Empowerment: Give teams the tools and authority to serve.
Training: Continuous learning builds confidence.
Recognition: Celebrate exceptional acts (like Marriott’s Spirit to Serve awards).
Community: Partner with locals and organizations to create a shared hospitality mindset.��




“Culture is what people do when no one is watching.”
— Herb Kelleher: Southwest Airlines Founder

Presenter Notes
Presentation Notes
“What can you do to make service excellence part of our everyday culture, not just a goal?”



Best Practices in Customer 
Service Excellence



E M P O W E R  F R O N T L I N E  S T A F F

Ritz-Carlton
Every employee is authorized to spend up to 
$2,000 per guest per day to resolve a problem 
or enhance the experience — without 
manager approval. This fosters trust and 
instant service recovery.

Best Practice:
Give staff decision-making power and remove 
unnecessary approval layers.

Presenter Notes
Presentation Notes
“What could empowerment look like for your organization? How can you give our teams permission to solve problems without waiting for approval?”



S E R V I C E  R E C O V E R Y  D O N E  R I G H T

Southwest 
Airlines
When flights are disrupted, staff are 
trained to be transparent, 
empathetic, and proactive in offering 
solutions. Often, they provide 
vouchers or flexible rebooking 
without requiring customers to ask.

Best Practice: 
Apologize sincerely, fix the issue 
quickly, and offer unexpected value to 
turn a negative into loyalty.

Presenter Notes
Presentation Notes
This is a great empowerment tool that Southwest Airlines teaches their team members.   I love the transparency there, but I would offer that there are times where I don’t need to know the whole truth from the pilot.  (low fuel, coming in too hot on a short runway examples).

Seriously though:  “How do you turn mistakes or complaints into opportunities for loyalty?”

Emphasize Service Recovery in Hospitality Contexts
Expand on how service recovery (turning mistakes into loyalty) is especially critical in hospitality, where emotional stakes are high and word-of-mouth is powerful.
Add a hospitality-specific example (e.g., a guest’s complaint about room cleanliness resolved with an upgrade and personal apology).




P E R S O N A L I Z A T I O N  A T  S C A L E

Four Seasons Hotels
Staff track guest preferences (e.g., pillow type, dietary needs, 
room temperature) so that future stays feel personalized.

Amazon 
Uses customer data to recommend products based on past 
behavior, creating a sense of being “understood.”

Best Practice:
Use CRM tools or simple notetaking to remember details 
about guests and personalize their experience.

Presenter Notes
Presentation Notes
What small details could you start tracking or remembering that would make your guests feel seen and valued?  This is another opportunity to look at how you are engaging with your internal customers as well.  If you lead by example internally, it will be reflected on how your teams engage externally.



A N T I C I P A T I N G  N E E D S

Disney Parks
“Guestology” training teaches cast 
members to anticipate needs — for 
example, offering directions to lost-looking 
guests before they ask.

Best Practice:
Train employees to observe guest behavior 
and act proactively rather than reactively.

Presenter Notes
Presentation Notes
This is really about being present and observant.  In my experience, if you simply take a step back and treat your customers as if they were family.  I mean, what if your grandmother walked into your establishment, how would you treat her. (Hopefully y’all love granny).  How would your team treat your grandmother if she came in?  You would anticipate her needs.  So, what is one way you can better anticipate customer needs in your daily interactions?



C O N S I S T E N C Y  A C R O S S  T O U C H P O I N T S

Chick-fil-A
Known for consistent, polite service 
(“My pleasure”) across all locations. 
Their structured training and values-
driven culture ensure service quality 
never slips.

Best Practice:
Create standardized training and service 
scripts that still allow for authenticity.

Presenter Notes
Presentation Notes
Chick-fil-A is one of the best examples.  Where else can you find a collection of young ladies and gentlemen (mostly high school kids) who are the nicest, customer centric individuals?  I mean I’m pretty sure they sprinkle narcotics on the chicken, but these kids make me smile every time I go through the drive thru.

So, what is your version of that consistency?  How are you making sure EVERY guest interaction reflects your values?



H U M A N I Z I N G  D I G I T A L  H O S P I T A L I T Y

Zappos
Their call center reps don’t work from a 
script; they focus on building genuine 
rapport — one famously spent 10+ hours 
on a single call to help a customer.

Best Practice: Blend efficiency with 
empathy in online chat, social media, and 
phone support.

Presenter Notes
Presentation Notes
Do you think that that customer is now a customer for life?  How many people did they tell about their expereince?



“People will forget what you said, they’ll forget what you 
did, but they’ll never forget how you made them feel.”

— Maya Angelou: American Poet and Civil Rights Activist



R E C O G N I T I O N  &  C U LT U R E  B U I L D I N G

Marriott International
Celebrates “Spirit to Serve” awards where employees 
are recognized for exceptional acts of hospitality.

Best Practice: Create a culture where service 
excellence is acknowledged and celebrated publicly.



C O M M U N I T Y  E N G A G E M E N T  I N  S E R V I C E

Visit Savannah
“Savannah Smile” campaign 
Trained frontline staff and locals to greet 
visitors with warmth and consistency.

Visit Pittsburgh 
Taxi driver training
Made first impressions with visitors positive 
and memorable.

Best Practice: Extend customer service 
training beyond your team to partners, 
vendors, and even the local community.

Presenter Notes
Presentation Notes
Community Collaboration
These are ways local tourism partners (hotels, attractions, restaurants, transportation) can collaborate on shared service standards and joint training.
 AND thank you partners who exemplify service excellence:  “Community Service Champions”—recognizing local businesses or individuals who exemplify hospitality.��I know that some of the destinations across Kentucky have adopted the taxi training and “Smile Kentucky” initiatives.




S E C O N D  M I L E  S E R V I C E
(This one is a bit self-serving but worthy of mention)

MediaOne
This is one of the philosophies we live by at 
MediaOne. This dates back to the Roman Empire: "If 
anyone forces you to go one mile, go with them two 
miles.". This simply leans into empathy and servant 
leadership.

Best Practice: Encourage your team to go above and 
beyond what is required, exceeding expectations in 
service and generosity both internally and externally

Presenter Notes
Presentation Notes
I’m going to challenge you to find your second mile moment in the coming week.



“Go the extra mile. It’s never crowded.”
— Wayne Dyer: Self Help Author and Motivational 

Speaker

Presenter Notes
Presentation Notes
Wayne Dyer is a motivational speaker who said:   



Customer service is more than a department — it’s a culture. 
When practiced consistently, it transforms simple interactions into 

powerful experiences that leave lasting impressions.

Presenter Notes
Presentation Notes
Customer service is more than what you do or the product or service you deliver — it’s who you are. When practiced with empathy and consistency, it transforms ordinary moments into extraordinary memories.”



1. Empower Every Team Member

2. Personalize Every Interaction

3. Anticipate Needs Proactively

4. Recover Service with Empathy

5. Build a Culture of Service 

TOP 5 ACTIONS FOR CUSTOMER SERVICE EXCELLENCE

Presenter Notes
Presentation Notes
So, let’s review the top 5 actions for Customer Service:

Empower Every Team Member
Give frontline staff the authority and tools to resolve guest issues instantly—remove unnecessary approval layers.
Personalize Every Interaction
Use names, remember preferences, and tailor experiences to make every guest feel valued and recognized.
Anticipate Needs Proactively
Train staff to observe and act before guests ask—be present, attentive, and treat every guest like family.
Recover Service with Empathy
Apologize sincerely, fix issues quickly, and offer unexpected value to turn mistakes into loyalty.
Build a Culture of Service
Celebrate service excellence, invest in ongoing training, and engage the whole community in a shared hospitality mindset.��What is that one thing that YOU will do differently to for your team, your business your community????  ��Thank you!




Q & A

Presenter Notes
Presentation Notes
Do we have time for Q & A?
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