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The purpose of this handboot is to give you aE uld€rstaodiag of vhat guest coatscl is
ard hov this relates to salestnnnship. Perhaps tbe best vay Lo begin to uaderstand vhy
proper guost coDta.ct and salesmanship is so aecessary is to start at the ead - the results
of proper guest contact aad salesnanship, Is the seryice industry bday, conpetitioa is
stiff aod fierce, Eod especially in Japao vbere the custoner is cosscious of proper
service, proper guest contact aod salesmeoship vill deterarine vhethsr a hotel shines
or is just oediocre. Io naoy cas€s, the oain difference betveer ore hotrel aad aaother
is really the hotel staff aud hov seriously they rpproach service, and usually the nore
serious a hotel is about its service, the more zuccessful it vill be. In other vords, the
result of proper guest. contact aad salesmanship is profit - profit to the guest. profit to
lhe hotel, and profit to aII staff - aod this is deternioed by solely by guest satisfactioa,
Sales and narketing attrect guests to our hotel, but it is only by our m'aooer of handling
guests, our quality of service, and our salesnanship as profesional hot,el staff that vill
mate those guesls return because they are satisfied.

So there you have it, Proper guest contact and salesrnaaship leads !o guest satisfaction,
the single nost importaat f*ctor in suceess, Guest satisfactioa leads to returo guesls, and
this leads to benefits for all. The guest is happy because he receives the s€rvice he
vants, the hotel benefits because of the rise in reputation aad profit, aod t[e staff
betefit through increased job satisfactioa, better vages, aad thE pride of hoving they
are professioaals vorking for the best hote I in Tokyo.

Hov does one become a professioaa.l in guest contact and salesmaaship? 0f course,
peoplo vill alvays point to job erperierce, The longer one vorks in e servlce industry
job, the botter he gels !o taov his customers asd hov to approach tbem. Hovever, t-here
rro tvo very important factors vhich erperience caa ooly enhaoce but aot ropl*ce -
proper judgment aad a positive attitude.

A hotel grofessional requires good judgnent in order to see his cuslomers as they
are - isdividuals vith individual tastos aod dislikes. Kooving hon t:o rpproach a
guest, hov to handle difficult requests or situalions, etc., meatrs not only hov io do

the iob but acdvely putti-ag your mind to vort on hov to serve tho guest in on
a;ppropriaJ* nantrer. Positive thioting is essential for the proper attitude ia
sewing gues[s aod meetiog Lheir r€guests with flexibility. Without a positivo
attitude, there is no salesmanship.

r_ "
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2. Yhet is Service?' Vhat is r Proper Service Attitude?

Proper guest conLact and salesnanship are required for proper sorvico lo the guest.
Servica, as we defioe it, is basicaUy satisfyiag the customer's needs including those
oseds vbich cao be *aticipatrd ia a oanoer vhich is orenplary of Hilton loteraa[ional
slandards aod qualiuy, Hilton I!,leraatioral has its policy guideliaes and procedurcs for
proger service. This is &o ensure service slaodards are alveys ne[. Eovever, servics
standards and procedures oaly corne alive vheo the employee.oatas cooLactviLh the
guest to leara his or her nssds vith the proper skills and judgmen[ necessary for
fulfilling those needs. This is vhy each guest has to be seen as au individual, aod each
iodividual oeed bas to be satisfied. If tho guest. is s.tisfied, v€ cao orpecL certain
be oefits for o ursalves:

- pleasuro in perforning our duties

- satisfaclioa vith our ioage and reputatioa

- pride in our producf

- recogaitioa for our high staodards of service

Good service meafls proper preparation for service - customer koovledgo, product
lnovledge, aod service discipline. Discipline is necessary for the good teamvork that
guaraot€es l.he bigl level of servige erpect,ed by the guest. 0f course, appearaoce is
iery importaut, The appearaoce of the employee is equal to the imago of the hotel,
Each employee creates the image and atmosphere of the hotel vhich is part of guest
satisfactioa. Ia a sease, the enployee is 4a anbessador of tbe hotel.

Positive tbiakias is aecessary for proper service. This meaas putling professiooalism
before persona.t problems in tle job, i,e., avoiding thought of one's personal problens at
wort. Positive thinting also meaas one is posi(ve in the use and improvenent of
loovledge vhich helps one to offer better service. Positive thiaLing requires hotel
staff to obey connaads from their superior for proper teamvork atd to be puoctual as
good service requires e setrse of tineliaess.
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3- Guest Contect Techni.ougt

Assassing the Guast i

Properly assessiag the guest vill heip you ia being able to troet tbo guest in aa
appropriate nanoer. By properly assessing the guest, you cao also avoid useless actions
such as suggesting a dianer f,eou to someoos vho is atte nding a veddiag reception aad
has just cone for sornetbiag to driak, Remember that guests are individuals and should
be treated in a vay vhich shovs respect to their iadividuality. 0f course, thore is a limit
to vbich ooe cao assess a guest vittrout faltiog iato stereotypes, but there are vays in
vhich you caa sharpen your povers of observation for a proper response. Sonne are
listed belov:

- B€ observant,

- Look at. the guest's clothes, hairstyle, age,Lyge of companions, naocer of
bearing, etc,

- If it is e foreign guest, vhat laoguage does the guest speak in 7 If you don't
kaoar, Essurne Eaglish is to be used.

- Deterrr\ine vhether a guest is a first-tine custoner, relleat guest, etc., aad the
purposi; of their visit.-

- Anticipate the needs of the guest.

- B€ curious. Ilexible, and opeo-minded in assessiog in order l.o respond to
guest aeeds properly,

- Listen carefully,

Ycrbel Coatrct

In the service industry, verbal contact is very importaat ia establishing e personal *ad
meauingful psychological relationship vith the guest. Yhen a guest is addressed by the
hotel staff, he automatically ente rs iato a deeper relationship vilh the hotel. By
properly ourturiog this relatiooship tbrough sirnple verbal contact, the guest vill
ieave the hotel vith a deeper impression of his erperience than if he had oo verbal
contact. In fact, vheo yerbal con,tact is not established at the proper time, this is often
coosidered rude. For elample, vhen clearing dishes avay from the table, yau should
excuse yourself 0r you vill create a bad impression. Any opportr.rnity viLhin reason to
establish verbal conLact, no rnatier how brief, should not be passed up. A gueslta.kes
.uothing horne frorn the hotel ercept the temories of an exporionce, end proper verbal
cootact help to deterrniae vhether the eXperience ITas &IIarm ore or oot.



Z. Ask the guest if they vould li-ke a secoad dria&. This gives you a reason to
approach the table aad soe if lhings are going fioe,

3. Chaage ashtrays for tables vith guests vho are saoters and tate the
opportunity tJo seeif anythiog isvroag, .l

1. Ast tho guest. Sonetirnes rsting e guest if everyt"hing is fino vill give you
inforaatioa to preveat a nistste in service from becomiag e real problem.

,, Follov-up oa the soqueoce of serwice. Be sure that your guest is
roceiving the itens he has ordered ia the proper sequetrco vith the
appropriate timing. A little tirt'e aod cautioo spent here can go a loog
way ln preventing problens lalar.

Doa't forget that lhe above vill dso give you a chance to create opportuaities to sell as
vell *s 0o serve. Yhen your superyisors talt to you about being active in service, vhat
they really oean is laEing every opportunity to cosfirm the gue$'s vell-beiag and
usiag your ovn intelligeoce to atiicip*ie problens or guesl aeeds.

Gcnonl Coavcrsrtion Stills

No person cal be good at guest cootact vithout the proper coaversalioo skills, aod
certainly oo hote[eaptoyee vill ever be recognized as r coaplete professioaal vithout
tte proper commuaication skills. Conversation skills usually represent ao area in
vhiih very little conscious traioia g is done as mosl people tead to believe that
conversatioa is related to persooality. Hovever, this is oot really true, and there ere
quite a fev vays io vhich ooe caa ioprove his or her coaYersation skills.

Perhaps the most important still is sperting politety, Have you giveo thouSht-to your
speech lataly? Is your maooer of speecb as polite as a guest urould erpect of a Hiltoa
eoployeeT Haye you studied hov to speak politely and courteougtf i1 both English and

Japaoese? If you find areas in vhich you can improve aod need help, please go to your
n roager rad/or the Trainin g Department for assistao ce.

Com-uaicating clearly is also quito importan[. There are several points to beiog able to
clearty comnuaicats,

I. Ustea carefuliy to the guesl, Clear communication depends 0n your
underslanding of vhat the guest has said. Have the petieoce to lislen t0 vhat
the guest is sayiog, aod don't jump to cooclusioos.

2, Thiot about whaLyou vant to say and hov you vant to say it before speaking.
Your choice of vords often depends bath oo cootent aud lhe feeling you vish
to coovey. Be specific and precise. A littJe caution here vill not hurt,

3. Sgeak clearly, Yhen a guest crnoot hear and understand what you are
sayia g, it invites misuaderstanding aad is exlremely irritating as vell.
Enuniiate your vords precisely, and uso vords vhich vill conmunicat*
clearly,

1. Establish good eye coatact, It is not discourleous to look at r guest directly
rr[en you spea& to him or her. Good eye cottact lets the guest kaov you are
rddressiag bio or her and shows Lhe guest your fesllect erd coocern.
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Ast questions vtes you really don'f understand vhat the guest bas said,
Asting questions is aot a sign of ignorance, aod it shovs tho guost your
desire to understand correctly vhat he or she has said, The vorst t"hing you
could do is to assume you uoderstood vhat vas said vhen you really didrrl.

Repeatvhat vas said if it is recessary, Hot ooly vill you be able to recoofirm
your understaoding vas correct, but you vill also assur€ tho guest that you
unders0ood vhat vas being said.

Don't use jargoa or slang. Not only is this discourteous and lazy, but it also
conLribules to a lack of uoder$anding and miscommuaicaLioo,

'![rite dovn vhat you need to remerber. Doa't take for graa ted you'll
feoenber everything that vas said,

Your Body Iragurgt

Before you eyen thiat about contactiug the guest, doa'f forget aboutyour body
laoguage. Remember that your appearaocB conounicates volumes. Make sure you
are vell grooned and properly dressed before rpproaching 8oy guesf. Yhen you
speah to t[e guest, coosider these poiats:

1. Stsnd erect aod face the guest or guests you ero speating to directly.

2, Do not leen tovard the guests, their belonginBs, or tho t*ble they are sitting
otr,

3. Do not touch $e guests' bolongings or the table and chairs they are sitting
on,

4. If you ere carryiog anythisg and lhe guest should eddress, acknovledge aad
apologize to tfie guest saying, "Just & moment, rn&'am. I'll be rightvith you,"
aad tate vhat you are carrying to ils llace firsl, Tben return and telk to
your gues[. Don't staad and talk vith thiags ia your hands,

,. Place your hands behind your bact or clasp theu ia froot of you as you
speet to the guesf.

i.=*833C241 8-53s P.
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Ergrasio.trt of Gretitude

The ead oI a conyersatiotr is ooe of the rnost importaot points, It shovs the guest hov
ouch coocero you had for hin or her, At the ead of a cooversa[ioa vith a guest, you
vill vaot t,o thaak t[e guest for his order, for eatiag at tie resteuraot. for calling for
iufornation, etc. Sorne proper phrases for ending a cotversalioo and erpressing
grariude are listed belov. , .

After receiviag a phono call: "Thaot you for calling, sir,"

After receiving a guest's order: "Thaat you for your order, sir."

Yhen a guest is leaving the restaurant: "Thant you for coming, sir. I hope
everythiag vas fiae,"

Yhen you knov the guest: "ThanE you for coming, Mr. McDooald,
It vas a pleasure to s€e you egaio."

0DIro rtuaitias for Converstlo n

B,sically you'll fiod tvo situatiots ia whicb you vill be able to steri a cooversalion
vittr a guest, 1) vhsn you &re addressed by a guest. aad 2) vhen you initiate a
coaversatioo byesking the guestaqueslioo. You may ioiciate aconversalioo by
askioe hin the follovinS:

- If tho guest is satisfied vith his food order, e,9., "Hov vas the prime rib,
sir?"

- If an order suits the guest's taste, e.g., "Hov is the viae, sir?"

- If the guesi is satisfied vith the service and enjoying himself, e,g,, "Are you
eajoyiog yourself, sir?," "ls everything fine, na'arn?"

If the situatioo allovs you some time, geoeral questioas catr also be brought up as a

vay of stailitrg a conversation For gvample, questions on the foltoving subjects
are usually very safe methods of startiog a cooversaLion,

- Prescnt veather conditions, e.9,, "The sumner is quite hot and humid here,
isn't it?"

- The guest's $ay.4,8., "Hov loog vill you be staying here, sir?"

- Purpose of visit, e.g., "ls this your first time to Japan, ma'am?" or "I hope
your business trip vill be a successlul one,"
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Convorsetion Teboos

Ia the service industry. there are iust sone thiags vhich caatrotbe done, aod
cooyersalion vith tle guest is no erception. Alt"hough this vas mentioned earlier.
it bears meotion agaia - "Never use improper Japaoese or En8lish." Under ao - r
cif curasaoces should atr enployee ever use atry oanoer of speaking otier than
polil,e Japaoese or English evea if t-he guest hinself does not speak potitely. Ye are
not ooly the service ildustry; ve are also Tokyo llilton Interoationd enployees.
Ytar ve do aod say affocts the i.m.age of our compary aod horel.

0ther taboos to avoid io convers*tioos rrith the guest are:

- Doa't ever cofiaent or give informalion on other Suests.

- Never criticize or cornne!.t on our conpetitors.

- Never taEe sides ia a dispute. Alvays renain neutral,

- Never crittcu;e your fellov vorters or your hotol.

- Do nol ever give any operatioaal iofornation oa the hotel.

- Don't give coafidential isfornatiotr Lo aryon"e, Coafideotial infornaalioa is
to be treated as it should be - coafidentially.

Eradting ;uest' inquiries rnd re goasls

As ve wort ia a service iadusLry, the ability to handle inquiries for informatioo
and requests are o ftust. Your ltovledge has a direct relationship oo your ability
to serve the guest ia tbis natnor, ald you are responsible for learning any
iafornation required by your job. Alvays be certail and avare aboutvhat you ere
saying ta the guesi, If you are uaable to give an exact ilIsver to an inquiry for
information, first apologize, aad lhen go aod checl for the guest, If it is a request
vhich you are oot sure tho hotel caa satisfy , *gologize aod tell the guestyou vill
chect vith your sugarior for tbem. Theo refer the matter to your superior. [f a
guesf requires infoimation in detail, they should be guided to the person vhose job

it is to provide that informatioo in ao efficieot fiaotref , For erample, e gues[ Yho
v.ishefto obtain iaforoation ot oae-day tours of Tokyo could be referred aad
guided to the travel desk in the main lobby.

You are probably votrderiog hov you caa obtain the information you need Lo serve the
guest properly. In the section on "Salesmanship" are some suggestions on the resources
for each cakgory of .knovledge, You should probably compile your ovo file for useful
ioforrnation to teep at hand.

r€6+33C2518-5-"9 P. :9
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IatroducLioa

At frrst glaace, salesoaoship nay trot seen to be directly related to good guest conteet.
The idea of a salesnaa sUll coojures up that old inage of the iateasely aggresive, high-
pressure salesroan vheedling the custoner into buying something he doesa't vaat, But
there is good reasoo vhy a guest contact professioiral has salestnanship, ald as vo
etanine the qualities of a good salesma!, you begitr to see vhy.

Yhat nates a good mlesman? Consider the following.

l, Prido ia the producl: An effeclive salesnao shovs real gride in his
product. It is not for oothiog that "love of product" vas considered to be oae
of the characteristics of an excellent compaoy. Yithout pride io ooe's ovn
produc[, you haYe oo crsdibility, and your guest vill never accept fhe
product you vant l.o sell to him, vhether it is food, beverage, or service.

2. f,rteasive product tnovled;e: Igoorance of one's ovn product tells the
custoaer tbat you don't care about vhaL you are selling or tho services you
offer, 0n the otber hard, a knovledgeablo persoa is better able to serve his
cliert whea he taows a greal doal about his product.

3. Crroful qucstioning ud lis3oning: High pressure salesmen treYer
leave their custsmers satisfied because rather thao selling the custoners
what they vaat, these salesmen sell according to volune. They are ruore
coacerned vith profit thao vith serving the custpmer. Really serving tfre
custon'er as a true salesmaa reguires one to carefully listeo to the guest and
ask the approprlate questions in order to find outvhat the gueslvaots, A
sale really bogins here - dotorminiog vhat, the guest's needs are,

1. Eelpful ia ruting rug;estionr: Becruse a good salesmaa can detormioe
the oeeds of his customer, he is also sEiIIed at making the appropriate
suggestion for his client. Tho righratfitude in making the right suggestion
at Ge right time goes a long vay in establishing good salesmac-aod-guest
relatiooships.

5. fteribility: A good salesrnao beods over bactvard to eisur€ the clieot is
getting vhat he vaots. This somotimes require.s tho salesman to be flerible
on the way he does business aod to be creative ia vhat he sells'

b, Positivc rpprorch: The positivs approach is anothe t ch.araclnristic of a
good salesmla. Yhen a salesman is positive, he knovs there's alvays a \ny t0

neet the clieafs needs or to solve a problem, and ho tries his best !o do so,

7. follow-up on service: A good salesman tnovs the sale is not complete
until the guest has erpressed satisfaction vith vhat he's paying for,.
fhereforJ, he alwaysloflows up to eosure that vhat he has sold continues to
give the guest the satisfaclion that he deserros.

As you car see, a good guest co-otect professional vould share quite- a fev points with a

good salesman, Then you evaluate yourself as a guesL conLact professional, doa't forget
to asl yourself aboul your salesmanship.
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Eaovlodga etrd laforutioa

Because ve are ool oaly food & Beverago onployaos but. also Tokyo H,[, onployees,
product kaovledga e.ocongassss Ea$y rhiogs, notonly food aod beverage bu! also
ibe enlire hotel ia geaeral. And because ve vork in the service iodustry, ve musFr
try !o rneol our guests' seeds, some of vhich invotves tnovledge of the city, cultlre,
society, aod couatry vo are localed io. Thereforrs, a hotel professional ceeds to
eoastantly update aod erpaod his or hor koovlodgo in a vide rang€ of subjects.
There are a fev points vhich will i-ocrease your mettrods of dealing vith product
knovlodge aod irformatioo ;

I. Compile youf, ovtr file. You'll find it haudy to have iaformation orgaaized
in a vay that is easy t,o fiod, and you'll toov vhat areas aeed to be updoted at
e glance.

2. Cootribute to your sectioa's iofornation aad knovledge' Share vhil you
leara vith your fellov vorkers.

3. Ask your supervisor for advice vhen you need information, 0ther sources
of assistaoce iuclude the F & B Office and Traiaiog 0ffice.

Product Knovledge

For product knovledge in F & B, there is a range of sources available Each
employee rsceives specific atd dELailed infotmation conceroing inforTation o!, his
or her outlet and should have good tnovledgo of the menu items serned there, You
should -have a gdod vorting tnovledge of not only your ovo outlel and its
operatiog hours but also other sections. Your trovledge of food aod beverage 

.

sLoutd iotlude basic serving techoiques, iogredie[ts. tasts, aad cuisino served ia
your outlot, meru chaogos, ao'v meau coacepts, special promo[ioas.taking place,
itc, But most important is your ovn persooal interesl in your vortiog
enviroaaent aod the desire to broadeo your knovledge aad teep itup-to-date.
Bolorr are sone sources of information for lnprovlng your knovledge,

Food & Bevera$e Ioformatioo & Knovled$e
Your superiors
Daily briefings
Meetiugs
Comnuuicatioas oee lio gs

Ia-house vorkshops and seminars
Memos
Minutes of the F & B Departmen[ Meeting
Totyo H.I. Moathly Nevsletler
Tokyo H,I. MoathlyEvent Calendar
Recipes and erplanation of me[u itcms
Flyers, brochures, sales promotiooal o.aterials. etc.
F&BDepartmentmasuals
Trade nagazines aad books
F&BTrendsMagazino
Microfiche
Tr*iaiog videos
Referetie materials in ihe F & B Office and Training 0ffice
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Hotel Product XlovledBe & Geaeral Iofornarion

Your kaovledge of the hotel as vell as tb,e city aod couoLry it is in is llso ess€olial. aod
vo haye provided soflre sources of iofornation for you. 

L.;

Hotel ProducL Knovledge
Your superiors
DaiIY briefisg I
Conmuoications meetin gs
Employee ll*odbook
Tokyo ILI. Moothly Nevsleltor
Tokyo H.I. Monthly Eveot Caloadar
Flyers, brochures, sal€s prooolional materials, ek.
Food & Beverago Office
Sales 0ffice
Assistant Maaagers and MaiI & Iaforlaation

Geaeral Inforaatios
Mass med.ia {television, oevspapers, maga^zioes, e[c.)
Meps of Tokyo aad Japan
Bool,s giviag infornatioa oo holidays, cuslon's, aod cultural eveats in Japan
Books on iouris:a iu Japaa
City guides oa Tokyo (iocludiug sightseeing spots, shoppiog areas, etc.)
Mrguioe evef,t guides (Pia, City Road, etc.)
flB Couater in maia lobby

Koovledge of Ree'ular and Lore-staving Guests. VIPs. stc*

Just as imporiant as product knovledge is our tnovledge of our guests. Yithout the
loovledge about our guests, ve could not serve them proporly, Our hotel has a
repuLation buill on over tweoLy years of erperience aod service, and much of this
vas duo io our ability to recogni2e iodividual guests and treatthen in ao
appropriaE .Ealser. Xach employee should be able to ideotify aod remeryber our
rigular, loag-sLaying, and YIP guosts. Basic inforoalioo can be oblsiaed fron the
"VIP aod Speciel Attention Guest List" vhich is distributed to aII sugervisors.

In addition to this, each outlel naintaias aad updates its guest history file so that
our return guests cao receive the proper service. By usiq I tbe guest h istory file.
1re afe able to remember our guests' needs aod desires *ad prepare for them
accordingly, For eraoplo, from the guest history file, ve learn that Mr, funold
Smith, a fl6quentvisitor, Iikes a certein table jl the far correr of Lhe restaurant,
He also enjoys drinti.og a particular kind of vine. Hith this information, ve vould
be able to hold tbe teble for him aod prepare his favorite vino ahea.d of time. Yhen
tbere is somethiag you vish !o koov something about a particular guest, don'L also

forgei to ash your supervisor. Sornetines he nay kaov'nore than vhat is in the
guest history through his orrn personal conversalioos vith the guest'

(Sectlon on courteous Japanese (kotobazukal) to be added 1n an appendlx)
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Infor.mtion rnd Pronotioad lf,rterirls

The more inforoation a guesi receives, the more he knovs about the hotel, its
facilities, and the services offerod. This iocreases the opportuniLy for sales aad
repeat business. The folloving are tips for your coasideralioo. r --

Inforaing the Guest

Ta.ke every opgortuoity to iaform the guest about our facilities. events, baoquet.
facilities, and reslauranls. Yhea it is appropriate, promot€ our banquet facilities
by offering iaformatiot and meation our caterjng services.

Inforn the guest about future F & ts events, sucb as food fairs, musical activities.
eLc,

Inform other outlets about regular gues! prefere! ces. To serve the guest
properly, an informatioc netvort is oecessary involviag lhe cooperatioa of all
outlets,

After seating the guest: lnform the guest about the special food and beverage
promolioos or special neou item.s available in the respective 0utlet.

Sbov the guesl our buffeis if aay ia your respectivo ouLlet

Proaolion{ Hetcriels
Stock sufficient protootional materials acd use Lhem fo eosure the guest has good

kaovledge oo vhat is being offered hy the Tokyo H.l.

Ilistribute promotiooal material when possible, Hovcver, use your judgment to

decide vho should receive these malerials. For eramplo, age or the type of
customer may be deciding factors in vhether to give a guest promotional
malerials.

Bring prornotional malerials to guesh vho are alone or vaitiog for sorneoae. For
exampie, aoe\rspaper could be offered vith flyers.

Yhen presen[ing the guest check, offer promotional materisls, However,
c0mm0[ sense should tgain be used, For example, in tho Case vhere or]e persco
pays for the group aod th€y settle their account later, offer enough uraterials to
tbe person piying for the group sq that he or she can offer tbem to the others.

Shov VIP roofis lo Suests using the facilities for the first time.

0ffer informatio!. oo our pa.stry couaDer in lhe Haakyu Department SUore'

Mentioo 0ur r0om pactages, Fitness Center facilities, etc.

Pronote other aerz Hilton Intefnalional horels, especially Lhe Osaka H.L
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