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Lodging as part of the Travel and Tourism/Hospitality Industry 

Travel and Tourism Industry:  
All businesses that cater to the needs of the traveling public 

Hospitality Industry:  
Refers primarily to businesses that provide lodging/accommodations 
and foodservices for people when they are away from their homes. 



History and today’s lodging industry: 

The history of lodging, leading to this enormous growth, is 
rich in variety and encompasses thousands of years 

The Romans built an extensive system of paved roads and 
included way stations and inns at regular intervals along the 
way 

During the Middle Ages in Europe, religious pilgrimages 
were the primary reason for traveling, with charitable 
institutions and religious orders providing lodging facilities 
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History and today’s lodging industry: 

In the 1500AD, many European cities became 
centers of commerce and culture. Innkeeping for 
profit began. 

With the development of stagecoach routes 
connecting major cities, the first hotel boom 
occurred as inns were located along these routes 
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History and today’s lodging industry: 

The development of inns along stagecoach routes was 
later followed by the location of lodging establishments 
convenient to the major travel modes of railroads, cars, 
and airplanes as the lodging industry responded to 
changes in destination patterns 

What do we see in today’s lodging industry?  
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Lodging in China: 

As the history record shows, dating back to the Shang Dynasty (1,600 
BC-1,046 BC), there were accommodations for travelers in China 

After 1949, when the People's Republic of China was founded, the 
government turned a few buildings into guesthouses to house the then 
few foreign visitors and delegates. But most looked untidy from the 
outside, and were sparsely (not much) equipped. 

An exception was the State-owned Beijing Friendship Hotel founded in 
1954 and used primarily to house foreign notables, journalists and 
business people. 
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Lodging in China: 

About three decades later, the concept of a "star hotel" - 
already common in Europe and the United States - arrived in 
China shortly after 1978, when the country's opening-up 
policy began. 

Administration in charge of China's tourism industry decided 
to build eight Chinese-foreign joint venture hotels in the 
mainland's three cities - Beijing, Shanghai and Guangzhou - 
to meet the needs of the growing amount of overseas 
businesspeople and more discerning tourists. 
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Lodging in China: 

It signaled the beginning of China's modern 
hospitality industry 

By the end of 2007, there were 13,378 hotels in 
China, a minority of which were four- and five-stars 
with fairly high occupancy rates ranging from 70 to 75 
percent in major cities 
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The lodging industry today: 
12 

1.  In your opinion, what has changed in the lodging industry (in China 
and the world)? 

2.  What trends do we see in today’s lodging industry?  
3.  What are the main characteristics/components of a modern hotel? 
4.  What you think is important to the customer when deciding/staying 

at a hotel? 

Work in small groups (i.e. 2-3 people) and write down your  
Answers for class discussion.  
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Largest hotels in the world by number of rooms 

1.  Izmailovo - Moscow, Russia: 7500 rooms  
2.  MGM Grand- Las Vegas, USA: 7372 rooms 
3.  The Venetian – Las Vegas, USA: 7117 rooms 
4.  Asia Asia – Dubai, UAE: 6500 rooms (being built) 
5.  First World Hotel – Malaysia: 6118 rooms 
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Izmailovo Gamma-Delta Hotel: It can hold over 
10,000 guests 
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The Venetian, Las Vegas 

MGM Grand, Las Vegas 

The Venetian Macao has 3000 
rooms 
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First World Hotel, Malaysia 



Methods of classifying lodging properties: 

  Lodging properties can be categorized according to 
varied criteria 

  Classification criteria can include: 
  Price: (ADR – Average Daily Room Rate) 
  Function: (what it does) 
  Location (place): 
  Particular market segment (who it targets) 
  Distinctiveness of style or offerings (how unique it is etc.) 

  It should be emphasized that many types of hotels can fall into 
more than one category 
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Hotel categories:  

  Categorized by price, lodging properties can range 
from limited-service hotels to full-service properties 
and up to luxury hotels 
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Price classification:  
Limited-Service Hotels:  

Limited-service hotels typically offer guests rooms only 

There is little or no public space, no meeting or function space, and usually no or very limited 
food and beverage facilities  

Room rates are correspondingly lowest for this type of lodging property  

Terms previously used for this classification of properties included “budget” or “economy” hotels 

China's first budget hotel brand was Jin Jiang Inn, which was created in 1997 by 
Shanghai Jin Jiang International (Group) Company Ltd, a Chinese leading hotel group 
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Price classification:  
Full-Service Hotels 

  Full-service hotels offer a wide range of facilities and 
amenities 

  Usually there will be, in comparison to budget/economy 
properties,  
 more public space and meeting/function space,  
 with at least one food and beverage facility 
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Price classification: 
Luxury Hotels  

22 

  At the top of the price category are the luxury hotels, which usually 
have from 150 to 400 guest rooms 

  Featuring upscale decor and furnishings that may be unique to the 
particular hotel, these properties offer a full array of services and 
amenities 

  Typically have a concierge service and several food and beverage 
operations, including a gourmet or fine-dining restaurant, banquet  
facilities, and full room service (available 24 hours per day or close to 
this) 



Price classification: 
Luxury Hotels  

23 

  Recreational facilities or access for guests to nearby 
facilities is also usually available 

 There is a high ratio of employees to guest rooms, and room 
rates are considerably above the market-area average 

  Do you know any famous Luxury hotels around the world? 
  What about luxury hotel brands? 



Burj-al-arab, Dubai. UAE 

New York Palace Boscolo, Budapest, Hungary 
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Hotels classified by function: Convention Hotels 

  Convention hotels are large, with 500 or more guest 
rooms: 

  These properties offer: 
  extensive meeting and function space, typically including large 

ballrooms and even exhibition areas 

  Food and beverage operations tend to be extensive, with several 
restaurants and lounges, banquet facilities, and room service 

  Convention hotels are often in close proximity to convention 
centers and other convention hotels, providing facilities for 
citywide conventions and trade shows 
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Hotels classified by function: Commercial Hotels  

  Tend to be smaller, with 100 to 500 guest rooms 

  There is less public space, smaller meeting and function space, 
fewer food and beverage outlets, and limited recreational amenities 

  Many of these hotels tend to be located in downtown areas and are 
focused more on the business traveller 

  Downtown properties have many advantages.  
  near the large office complexes and retail stores;  
  by day, they are near business destinations;  
  by night, they are close to many of a large city’s entertainment centers. 
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Hotels can be classified by location 

  Location can also be a criteria for categorizing lodging 
properties 

  Types of hotels under this categorization include: 
 Downtown hotels – in the city 
 Suburban hotels – on the outside of the city 
 Highway/interstate hotels – located conveniently along 

highways/motorways 
 Airport hotels – located at airports for convenience 
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Hotels classified by market segment 

  Particular markets served include: 
  Executive conference centers 
  Resorts 
  Health spas 

  Executive Conference Centers: 
  Executive conference centers are often in secluded or suburban 

settings and have fewer than 300 guest rooms. These facilities, 
which offer well-designed learning environments 
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Resorts: 
  Resorts are typically located in picturesque settings and have 200 to 

500 guest rooms 

  Resorts provide a comprehensive array of recreational amenities, 
depending on the geographic location 

  A variety of food and beverage outlets is available, ranging from 
informal to fine-dining restaurants 

  Many resorts are located in remote locations, it is often not feasible 
for guests to have to leave the property for dining options. This gives 
an opportunity to sell more. 
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Ecotourism Resorts 

  An interesting segment of resorts focuses on ecotourism 

  These are typically remote lodging establishments are 
usually located in areas of significant natural beauty, and 
the design elements of the property blend with the 
surroundings and protect the ecosystem 

  Becoming popular due to people’s awareness of 
environmental issues and sustainable tourism 
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Casino Hotels: 

  Casino hotels and resorts differ significantly in their operation 
compared to most hotels 

  In casino hotels and resorts, gaming operations are the major 
revenue centers 

  Open 24 hours per day. Usually don’t have many windows or natural 
light…  

  Most of these are in Las Vegas or Macao but there are others around 
the world 

36 



37 



Health Spas: 
  Health spas, often located in resort-type settings or as a part of a larger 

resort 

  Amenities focusing on needs ranging from losing weight to reducing stress 
to pampering oneself.  

  Spas are increasingly being considered as a necessity to remain 
competitive in attracting both leisure and business travellers. 

  Spas have professional staffs (dietitians, therapists, masseurs, exercise 
physiologists, and in some cases, physicians).  

  Categories of spas, including spas with natural mineral hot springs 

  beauty spas, fitness spas, international- style spas that emphasize health 
therapies, holistic spas, resort spas, and spa facilities within hotels 
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Vacation Ownership: 

  Sometimes called timeshares and vacation intervals 

  involves a type of shared ownership in which the buyer 
purchases the right to use a residential dwelling unit for a 
portion of the year 

  Major lodging companies such as Marriott, Ritz-Carlton, 
Four Seasons, Hyatt, Accor, Carlson, Starwood, and 
Disney are big holders of the vacation ownership market 
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Extended-Stay Hotels: 
  The hotel provides amenities such as a stove and/or microwave in the 

guest rooms, refrigerators,  kitchenware or dishes, grocery shopping 
service, business services, and limited housekeeping service 

  As compared to all-suite hotels, however, the extended-stay room rates are 
often significantly less, with daily, weekly, and monthly and  even yearly 
rates quoted 

  Restaurants may be located nearby; typically there are no on-site food and 
beverage outlets in extended-stay hotels 

  The Kempinsky in Wuxi also has these. For many companies, it may work 
out cheaper over a year 
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Historic Conversions: 
  Some hotel properties have historic significance and have been renovated to their 

original splendor 
  These classic hotels have great appeal for those wishing to experience some of 

the grandeur and elegance of earlier days with the comforts of modern-day 
features 
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The Regent Wall Street is a 
good example of a beautifully 
restored boutique hotel. 
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Bed-and-Breakfast Inns.: 

  A bed-and-breakfast inn (B&B) typically has five to ten 
rooms with the average size being eight rooms.  

  Breakfast is served and included in the room rate for 
these properties. Very personal service. Warmer.  
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Boutique Hotels: 
  Boutique hotels span all price segments and are noticeably different in look and 

feel from traditional lodging properties 

  Interior-design styles in boutique hotels range from postmodern to ‘homey’ (like 
home) 

  Soft attributes, such as image and atmosphere, typically distinguish these 
properties 

  Travelers’ desires to be perceived as trendy, affluent, and artistic tie into boutique 
themes 

  A new trend for China 
  There is even an Armani boutique hotel in Dubai: Rooms range from 7,000- 70,000yuan 

per night! 
  A 160 room Versace hotel in Dubai is currently being built 
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Cruise ships: 

  A cruise ship or cruise liner is a passenger ship used for 
pleasure voyages, where the voyage itself and the ship's 
amenities are part of the experience.  

  Cruising has become a major part of the tourism industry, 
accounting for U.S.$27 billion with over 18 million 
passengers carried worldwide 2010 

  Consider Shanghai and Xiamen as ports for cruise ships 
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Most modern cruise ships feature: 
51 

  Casino - Only open when the ship is in open sea 
  Spa 
  Fitness centre 
  Shops 
  Library 
  Theatre with Broadway style shows 
  Cinema 
  Indoor and/or outdoor swimming pool 
  Hot tub 
  Buffet restaurant 
  Lounges 
  Some ships even feature bowling alleys, video arcades, basketball courts, tennis 

courts...etc. 
  The Oasis is the world’s largest cruise ship and cost $1.5 billion to build. It’s 5x 

bigger than the Titanic and accommodates 6,300 passengers. 
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New design for a billionaire businessman 



Camping sites: 
  a campsite consists typically of open pieces of ground where a camper can pitch 

a tent or park a camper.  
  a campsite is a dedicated area set aside for camping and for which often a user 

fee is charged 
  Dedicated campsites usually have some amenities: 

  Fireplaces or fire pits in which to build campfires  
  Pit toilets 
  Pit toilets (outhouses) 
  Road access for vehicles 
  Picnic tables 
  Piped potable water 
  Sinks and mirrors in the bathrooms 
  Flush toilets and showers 
  Utility hookups, such as gas, propane, water, electricity and sewer, primarily for the use of 

Travel trailers, Recreational vehicles, or similar 
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Caravan sites/RV sites:  
57 

  Places where you can park your Caravan or RV 
(Recreational Vehicle) 

  Often have lots of facilities and amenities as a campsite: 
 Utility hookups, such  as propane, water, electricity 

and sewer, primarily for the use of Travel trailers, 
Recreational Vehicles 

  Possibility to rent a caravan for a period of time (usually 
7 or 14 days) 
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Lodges: 
60 

  Typically set in scenic areas 
  Range from very basic to luxurious 
  Typically used for fishing trips, safari, skiing and spa 

facilities 
  Some companies who offer resorts may offer lodges as 

well. Seen as secluded and unique 







Lodging Rating Assignment: 
63 

  I would like you to research rating systems for lodging businesses 

1.  What kind of lodging rating systems exist in China? 
2.  What about the rest of the world? 
3.  What are the positive aspects of the rating system? 
4.  What are the negative aspects of the rating system? 
5.  What are the problems with current rating systems? 
6.  Can you suggest a way of making a rating system work? 
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Amenities and services offered at various types of lodging properties  

  Restaurants 
  Spa 
  Concierge 
  Office services 
  Porters 
  Valet parking 
  Special Requests 
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Restaurants: 
  Many hotels support more than one food and beverage outlet.  

  There are almost as many varieties of hotel food and beverage 
operations as there are hotels 

  Possible outlets include: 
  quick service 
  table service 
  specialty restaurants 
  coffee shops 
  bars 
  lounges  
  clubs  
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Restaurants: 
  The food and beverage division also typically supports other hotel 

functions such as 
  room service 
  catering 
  banquet planning 

  Seen as an important revenue generator for the hotel 
  Chance to capture more of a guest’s revenue 
  Offering breakfast into the price of room can make the price seem 

more reasonable 
  however, the cost (for the hotel) of a breakfast is often negligible (very 

small) 
  it then allows the lodging operation to gain more profit from the room  

67 



68 



Fitness facilities: 

  Having these facilities is becoming more standard 
  Can give an advantage over the competition 
  Can be included in the room rate or for an extra fee 
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Spa facilities: 
  Hyatt, Fairmont, Four Seasons, and Ritz-Carlton hotel companies 

have urban (city) spas catering to the needs of business travelers 

  These companies have found that business guests, needing relief 
from travel-related stress, have little price resistance 

  Mitigate jet lag 

  Getting better rest during the stay 

  Relieving stress 

  Just being more productive 
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Concierge services: 

  Concierges may provide custom services to hotel guests 

  Duties include making reservations for dining 

  Securing tickets for theater and sporting events 

  Arranging transportation, and providing information on 
cultural events and local attractions 

  Concierges are known for their resourcefulness (local 
knowledge and being able to make things happen) 
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Bell attendants/uniformed services: 
  Provide baggage service between the lobby area and the guestroom 

  Strong oral communication skills and display genuine interest in each 
guest 

  Depending on the size and complexity of the hotel, bell attendants 
may be counted on to 

  Transport guest luggage to and from guestrooms 

  Familiarize guests with the hotel’s facilities and services, safety 
features, as well as the guestroom and any in-room amenities. 
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Dorr/Bell attendants/uniformed services: 

  Provide a secure area for guests requiring temporary luggage storage 

  Provide information on hotel services and facilities 

  Deliver mail, packages, messages, and special amenities to guestrooms 

  Pick up and deliver guest laundry and dry cleaning 

  Perform light housekeeping services in lobby and entry areas 

  Help guests load and unload their luggage in the absence of a door 
attendant 
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Bell/Door Attendants: 
  Welcome the guest to the hotel. Some of the duties door attendants 

perform include: 

  Open hotel doors and assisting guests upon arrival 

  Help guests load and unload luggage from vehicles 

  Escort guests to the hotel registration area 

  Control vehicle traffic flow and safety at the hotel entrance 

  Hail taxis, upon request 

  Assist with valet parking services 

  Perform light housekeeping services in the lobby and entry areas. 
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Office and business services/Business centres 

  Business travelers expect and use business centers 
particularly in full-service hotels. These could include: 

  Printer and/or fax machine 

  Computers and copying equipment for large scale jobs, faxes, 
secretarial support, and even a bindery for books 

  Workstations for working at 

  Internet hookups – high speed 
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Office and business services/Business centres 

  Audiovisual equipment 

  Secretarial and translation services 

  Courier and shipping services, and business card 
printing services 
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Gift Shop/Retail Operations: 

  Hotels are increasingly finding a new revenue stream 
through retail store operations sometimes in conjunction 
with an online ordering option 

  Providing much more than the typical sundry or gift shop, 
hotels are finding consumers who want to buy everything 
from high-end bed linen and luxury mattresses to the 
best in bathrobes and spa products 
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Gift Shop/Retail Operations: 

  Certain hotels offer almost anything in the hotel for sale 

  The Charles Hotel in USA will sell artwork to guests—
even pieces hanging in the hotel 

  A number of hotels have received added notoriety from 
celebrities who have publicized the hotels at which they 
prefer to shop 

83 



Gift Shop/Retail Operations: 

  Satisfies needs for customers with local goods 

  Can offer “free advertising” for people who buy branded 
products 
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Valet parking: 
  Valet parking is a parking service offered by some hotels, 

restaurants, stores, and other businesses particularly in North America 

  In contrast to "self-parking", where customers find parking on their 
own, customers' vehicles are parked for them by a person called 
a valet 

  This service either requires a fee to be paid by the customer or is 
offered free of charge by the establishment. 

  Many hotels offer valet parking in addition to the option of self-parking 
in the hotel’s garage or parking area 
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Valet parking: 

  Very convenient, especially in busy cities 

  Extra service that is valued by the guest (some willing to 
pay extra also) 

  More efficient use of hotel resources… they are experts 
who will park the cars effectively 
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Special requests: 

  Anything can be requested by the guest 
  What could these be? 
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Meal Plans 

  AP (American Plan) – Three meals a day 
  BB (Bed and Breakfast) – Full breakfast, no other 

meals 
  CP (Continental Plan) – Coffee or tea, bread, butter, 

and jam 
  EP (European Plan) – No meals 
  MAP (Modified American Plan) – Two meals a day, 

usually breakfast and dinner 
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Markets and ownership 93 



Two Types of Travellers 

  Guests fall under one of two categories: leisure travelers 
or business travellers 

 Leisure travelers = often want to “get away from it all” – lodging 
properties cater to specific leisure travelers by offering services of 
activities  

 Business travelers = stay at lodging for business-related 
reasons. They might need fax machines, copies personal 
computes etc. 

 Most important factor considered when selecting a lodging 
facility is room cleanliness 



Questions 
1.  Indicate which type of traveler – business (B) or leisure (L) would 

find the features listed below important. 
  1.  Meeting rooms   2.  Programs for children 
  3.  Near shopping areas   4.  Location close to airport 
  5.  Shuttle bus to theme park  6.  Kiddie swimming pool 
  7.  Shuttle to convention center  8.  Twenty-four hr. room service 

2.  What type of hotel is most likely to provide conference and meeting 
rooms. 

3.  Florist shop that operates in a hotel's lobby is known as a…? 
4.  __________facilities are often constructed far from cities and 

transportation routes. 
5.  Since hotels primarily relies on business travelers, which hotel 

typically experience low occupancy rates on the weekdays? 



Different forms of business ownership/management for a hospitality enterprise 

Ownership 

Management companies 

Brands 

Franchise 

Entrepreneurship 

Joint venture 
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Hotel Ownership and Management Alternatives 

  Hotel Chain: A group of hotels with the same brand 
name 

  Franchise: An arrangement whereby one party (the 
brand) allows another party (the hotel’s owners) to use 
its logo, name, systems, and resources in exchange for a 
fee.   
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Hotel Ownership and Management Alternatives 

  Independent Operator: An entrepreneur who owns or 
operates one or a very few hospitality properties; 
sometimes referred to as a “mom and pop” property. 

  Franchisor:  One who manages the brand and sells the 
right to use the brand name. 

  Real Estate Investment Trust (REIT): A public 
corporation that sells stock to raise money (capital) that is 
then used to purchase real estate, including hotels 
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Hotel Ownership and Management Alternatives 

  Joint Venture: Partnership comprised of organizations 
such as corporations, governments, and/or other entities 
that is formed to develop a lodging brand or property 

  Management Company: An organization that operates 
one or more hotels for a fee; also called a “contract 
company” or a “contract management company.” 
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The Hotel Franchise Relationship 

What is franchising? 
  A business strategy  allowing one party (the brand) 

to use the logo, trademarks and operating systems 
of another business entity in exchange for a fee 

  A network of interdependent business relationships 
allowing a number of people  
 1) to share brand identification 
 2) to develop a successful method of doing business 
 3) to establish a strong marketing and distribution system  
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Franchising: 

  A proven business  

  Allows for a company to expand rapidly 

  Uses other people’s money (franchisee) 

  Franchise owners experience more pride 
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Franchisor: 

  Owner of the trademark, process, operating procedures, 
blueprints 

  Maintains standards of franchisee 

  Dictates provisions of contract 
  Responsible use of name 
  Net worth of primary stockholders 
  Franchisee’s market area 

  Concurrently, franchisor can operate their own units 
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Franchisee: 
  Contracts with franchisor 

  Agrees with the provisions of contract 

  Accepts conditions and blueprints of the franchisor organization 

  Ability to operate competing or complimentary brands 

  Opportunity to build a broad portfolio (different types of 
business investment) 

  May be provided territorial protection (limited competition) 
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Benefits for Franchisee 
  Set of plans and specifications for building – shortened start-up 

  Proven methods of operation 

  National advertising 

  Centralized reservation system or key core competencies 

  Participation in volume purchasing discounts 

  Listing in the franchiser’s directory 
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Disadvantage for Franchisee 

  Lack of operational power; must conform to rules of 
franchisor 

  Large fees 

  Must meet standards as set by franchisor 

  Often franchise is non-transferable (not able to transfer or 
sell to someone else) 

  No control over brand name ownership 
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Standard Franchise Fees: 

  Application Fee (one time charge) 

  Initial Fee (one time charge) 
  Based on # of rooms or minimum 

  Royalties (monthly) 
  % of rooms revenue 

  Marketing Fee (monthly, semi-annual) 
  % of rooms revenue 

  Reservation Fee (monthly, semi-annual) 
  A flat rate/ reservation or a % of rooms revenue  
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Franchise Services: 
  The Franchisor offers the following services to the Franchisee 

  Site selection (helps select the best site) 

  Construction blueprints (gives the blueprint, no need for an architect) 

  Marketing Expertise (best way to market the business) 

  Initial training 

  Hardware/ software support 

  Operation procedures 

  Quality review/ inspections 
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Management Contracts: 
  A contract whereby an outside company is contracted to operate 

(manage) the hotel for the owner: 
  May provide for the use of the management’s brand name; or 
  May provide for access to the management’s expertise 
  Brings established operational and service standards to the owners 
  Provides access to management firm’s reservation and marketing 

services 
  Report regularly to owners regarding the condition of property 

  The arrangement between the management company 
and the hotel owner 
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Management companies 

  There are two kinds of management companies: 

  First, most chain organizations such as Hilton or Marriott serve as 
management companies for hotels under their franchises (someone 
buys the franchise but then allows Hilton or Marriott to operate the 
hotel) 
  Chains dominate the management contract field for properties with more than 

300 rooms 

  Independent management companies are able to operate smaller 
properties, often under different franchises  
  They offer owners more control over daily operations and more flexibility in 

contract terms 
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Owner Benefits: 
  Reduces expertise and management in a complex 

operating environment 

  Provide for capital to flow into the lodging industry 
without having operational expertise 

  Access to expensive reservation systems with little up-
front expenditure 

  Contract provides for legal recourse if management 
contract performance benchmarks are not met 
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Owner Drawbacks: 

  Loss of control of daily operations 

  Management Contract company can dictate provisions 
of capital expenditure requirements 

  Litigation Fees required to terminate management 
contract 

  Changing flags after an ouster can be very expensive 
and disruptive  
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Management Company Benefits: 
  Ability to expand the brand without additional capital 

  Access to a continual stream of revenue 

  Reduction of capital in low liquidity assets 

  No constant concern with meeting monthly debt service 

  Opportunity to put effort into developing operational 
expertise 

  Can create service value of expertise without developing a 
lodging brand 
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Management Company Drawbacks: 
  Hotel owners can terminate contract for poor performance or at the end of contract time 

period 

  Managing a multitude of contractual arrangements which are usually unique to the owner 
and property 

  Requires the employment and management of a skilled workforce to manage owner’s 
assets 

  Can be challenging to force owner to spend money to maintain operating and brand 
standards 

  May have convoluted schemes of owner groups to deal with 

  Achievement-based incentives are at risk during a economic slowdown  
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Examples: 

  Owner Operators 
  Four Seasons 

  Franchisors 
  Guesthouse Inns, Hotels, & Suites 

  Franchisee 
  Shaner Hotel Company 

  Management Company 
  Interstate Hotels 

  Manager and Owner 
  Kimpton Hotels and Restaurants 
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Organizations and associations  

  http://www.cnto.org/ 
  http://www.chinahotel.org.cn/ 
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Unit 1: Part 5 
Policies related to ethical behaviour  
Codes of conduct common to the lodging industry 

Ethical behaviour and codes of conduct 116 



What issues? 

Research has outlined these issues in Hospitality: 
1.  Managing an ethical environment 
2.  Relations with customers and employees 
3.  Honesty 
4.  Employee privacy rights 
5.  Alcohol/drug testing 
6.  Environmental issues 
7.  Relations with foreign governments 
8.  Codes of ethics and self-governance 
9.  Employee abuse of alcohol/drugs 
10.  Conflicts of interest 



Is Business Like Poker? 

  Honesty is the best policy and it is never right to lie or 
steal, but holds that the rules of business are different 
and that behavior that is unacceptable elsewhere is 
legitimate (is okay) in the business world. 

  What do we think of this statement? 



Ethics and conduct: 
119 

Environmental Issues 
  Preserving and protecting the resources of tourist 

destinations has become a topic of major importance.  
  Hotels are being built in sensitive areas 
  What other issues do we have? 

Discrimination 
  Is unlawful 
  There are so many subtle forms of discrimination – based 

on age, race, religion, gender, sexual preference, 
nationality, or physical attributes 

  Involves fear of one sort or another 



Ethics and conduct: Sexual Harassment 
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  Men as well as women can be victims of sexual harassment 
by superiors: 

  When submission to such conduct is made a term or condition of an 
individual’s employment 

  When submission to or rejection of such conduct by an individual is 
used as a basis of employment decisions 

  When such conduct has the purpose of effect of unreasonably 
interfering with an individual’s work performance or creating an 
intimidating, hostile, or offensive work environment. 



Ethics and conduct: 
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Advertising Claims 
  much of the industry is so price-driven that the line between telling 

people a reasonable truth and “beefing it up” (saying there is more 
than there really is) to be competitive is crossed all the time 

  There is a difference between a small lie and outright deception 
  What examples do we know of this issue? 

Truth-in-Menu Laws 
  Remember in the F&B course we learned about telling the truth on 

the menu.  
  In some countries (especially the E.U.), fines are given 

misrepresenting a menu item. 


