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A native Houstonian, Douglas Horn, is a 40-year veteran of the Hotel Industry. He currently is 
the General Manager of the Four Star 87 million-dollar High Rise Houstonian Estates 
Condominium.  
 
Prior to that, Mr. Horn was the Area Manager for the 492 room Wyndham Greenspoint Hotel 
and the 400 room Marriott Greenspoint with annual revenues in excess of 53 million. These 
two assets are owned and operated by Sunstone Hotel Investors, LLC, a hotel company with 75 
assets throughout the United States. 
 
Before joining Sunstone, Mr. Horn was Senior Vice-President of Operations for Performance 
Hospitality, a division of Wyndham International Hotels. A nine year employee with the 
company, Mr. Horn was an integral part of the formation of Patriot American / Gencom Hotels 
the parent company for Wyndham International today. In his last position he was responsible 
for 50 hotels nationwide with annual income of over 350 million dollars. The brands 
represented were Hilton, Radisson, Crown Plaza, Sheraton, Embassy Suites, Double Tree and 
several independents. In this position he was responsible for the financing of, as well as the sale 
of, several assets valued individually up to 60 million. Mr. Horn handled renovations in excess of 
25 million on individual projects and over 100 million collectively. Additionally Mr. Horn formed 
Gencom Advertising, which became part of his division in PHM. This agency was responsible for 
over 4.5 million in annual placements and was recipient of two Addies and numerous HSMAI 
awards. 
 
Mr. Horn is the Immediate past chairman of the High Rise Condominium Advisory Board of 
Houston, and Board Member of the CAI of Houston. He serves as well on the Board of the Texas 
Hotel and Lodging Association as a past chair and has chaired TH&LA’s Annual Short Course as 
well as serving as an instructor in the program. He is also a Life-Time member of the Board of 
the Hotel and Lodging Association of Greater Houston and its past chair in 2001-02. He serves 
on the Advisory Board for the Conrad Hilton College of Hotel & Restaurant Management at the 
University of Houston. He serves as the Co-Chairman of Hospitality On Parade’s Annual Banquet 
since 2005 and recently as Co-chairman of the Texas Hotel and Lodging Association’s Marketing 
Committee. He is past Chairman of the Tourism Advisory Council for the Texas Economic 
Development Office of the Governor of the State of Texas and past Chair of the State of Texas 
Marketing Committee. He served on the board of the Hospitality Educators Association of Texas 
in 2008. Mr. Horn served as Chairman of the Greater Houston and Convention Bureau 2005-07 
and still serves on its Board of Directors. He served on the Mayor’s Task Force for Marketing of 



Houston 2009, and is past chair of the Mayor’s China Tourism Task Force. Mr. Horn served as 
Chairman of the Host Committee for the Texas Bowl 2007-08.Mr Horn served as well as 
Chairman of the Galveston Hotel Lodging Association in 1980-82 and as such served on the 
Committee that initiated the Galveston Trolley and Dickens on the Strand Festival.  
 
Mr. Horn, in 2012 was awarded the first Lifetime Achievement Award given by the Texas Hotel 
&Lodging Association for his work in the field of Hospitality. In 2010 was awarded The Lifetime 
Achievement Award for his contributions to the Hospitality Industry in Houston, Texas by the 
HLAGH, he is twice the recipient of Certificate’s of Recognition / Outstanding Service from the 
Secretary of State of Texas, from the Honorable Jack Hanna, recipient of recognition for services 
to the Hospitality Industry From Rick Perry Governor, and from James E. “Pete” Laney Speaker 
of the House as well as the Texas Senate. He has received numerous wards from his past hotel 
companies has been recognized for his service from HEAT as well as other areas of the hotel 
industry. 
 
Mr. Horn is a graduate from the University of Houston. He is married to Stephanie Haynes and 
lives in University Oaks.  



Guest Service 

What does Guest Service Mean? Why should I care about Guest Service? 

Exceeding expectations is a “catch-phrase”?  Shouldn’t I be more interested in my 

hotel’s Guest Satisfaction scores? Why is it called a “Loyalty Program”? They get 

a cookie don’t they? 

This is a course on Guest Service. So ask yourself: “What is the business in which I 

am?” Hospitality? Wrong. Hotels? Wrong. Food and Beverage? Wrong.  

You are in the “Service” business. If you don’t want to say: “Yes Sir, No Sir, Yes 

Mam, and No Mam” then go drive for Uber. 

So what does Guest Service mean?  

 The Customer is Always Right 

 There are no limits on what we can do for you 

 Who is in Guest Service 

 Some people just can’t ever be happy 

 They only want a free room 

 Please, No Trip Advisor 

 

 Let’s begin by asking an essential question:  

“Who is the most important person in the world?” 

You Might answer; “The Guest” 

But let’s say you are sinking ship in the North Atlantic and there is only one more 

place in the last life boat, then who do you think the most important person in the 

world is?  Of Course it’s YOU! 

 

Therefore the customer believes they are the most important person in the 

world, all the time. So it’s your job to treat them as if they are you, and you are 

the most important person in the world. 

 

 

 



So do we? Really? 

 

(a) Always 

(b) Most always 

(c) Sometimes 

(d) When we feel like it 

 

How often have you gone someplace, bought something, or tried to get 

something fixed under warranty only to hear the following: 

 

 Your call will be answered in the order it is received…your estimated wait 

time is ten minutes 

 I’m sorry you have reached the wrong department you will have to call back 

at the following number 

 This is what our policy is and we cannot make changes 

 They  changed the procedure, I can’t help you 

 That’s not my job 

 I’ll be with you in a moment when I finish my cell call 

 

Is this the way you want to be treated? And yet we constantly treat our 

customers in this manner. 

 

Let’s go back to what business we are in….THE SERVICE BUSINESS!  

 

Who is it that pays you? 

Hilton 

Marriott 

Omni 

Radisson 

Best Western 

Wyndham 

 



No, it is the Customer! 

 

 

Who do you work for? 

Hilton 

Marriott 

Omni 

 Radisson 

Best Western 

Wyndham 

 

No, you work for the Customer! 

 

So when you meet a customer, a guest, a representative from a group looking to 

stay at your hotel, realize that they pay your salary…they are not only the most 

important person in the world, but they are your bosses. 

 

Beginning to End 

 

When does the service level to your client stop….never. 

 

From the time the guest drives up to the time they leave they are impressionable. 

Even after they leave they carry your reputation in their hands, on Facebook, Trip 

Advisor, Yelp, etc. 

 

First Impressions 

Having a bad day? Your room mate drank the last of the O.J., your significant 

other or spouse left the toilet seat up for the umpteenth time, someone cut you 

off in traffic and almost took out your front bumper, Your mother-in-law is 

coming in next weekend and will stay for two weeks, you found out there’s a virus 

running around the day care your kids are attending, and on and on.  

You bring who you are and how you feel with you when you come to work.  

  



Going On Stage 

 

There’s a bit of a showman in each of us. That’s what we like about our business. 

We get to entertain people. We get to show how knowledgeable we are. We seek 

their approval. We want them to like us. We are showmen. So if you bring the 

attitude you had from the freeway encounter, the fight with your significant 

other, the problem you’re having with the plumbing at your apartment, what kind 

of impression will you make on your guest? 

 

Those of you on the arrival end of the guest experience set the stage for the rest 

of the stay. If the van ride from the airport is not enjoyable, or the doorman/valet 

is surly and inattentive, then when the guest gets to the desk, their expectations 

will be the desk agent will be a hostile as well. 

 

Why do you think the SWA Attendants are so popular? It’s not their looks; it’s 

their ability to make the traveler feel at home and familiar in a very 

uncomfortable environment. They build a level of trust as soon as you are seated.  

“Mi casa es su casa”. We get to have people into our home. So when they come in 

you want to make the right impression. 

 

Where does it start? From the moment you put on your clothes. 

 

If you go to your job dressed like the party last night ended two hours ago, then 

that is the perception you will give. 

 

This means presentability. I know it sounds silly…but layout what you are going to 

wear the NIGHT before. It saves you time, makes you sure you will look good, and 

starts the day off on the right foot, (in the right shoe). 

 

When you walk in the door of your hotel, you leave everything else behind for the 

next eight hours. You go on stage. We’ll get to more on this a little later. 

 

 



Loyalty vs Satisfaction 

 

Ask yourself; “What is the difference between loyalty and satisfaction? Are you 

satisfied in your job? Or are you loyal to your company/boss? 

 

If you are satisfied, does that mean a competing hotel company cannot entice you 

to leave and work for them?  If you are loyal, would you even consider another 

offer? 

 

Now, if a Guest is satisfied are they loyal?  Don’t bet on it. A satisfied guest means 

they had no complaints of any major issue. You did your job, that’s it, nothing 

more.  When that guest visits your city again, if there’s an offer down the street 

that’s a little better, he just might take it. 

 

A guest who develops loyalty leaves wanting to tell everyone he knows about the 

stay he just had, and will come back each time he comes to town. 

 

Instead of asking your guest if they are satisfied, ask them what was memorable 

about your stay with us? Did we make a memory? 

 

Once you have the answers to what made memories, then you have the key to 

that customer’s loyalty. Maybe it was the greeting by the van driver at the airport. 

Maybe it was the how each and every employee that the guest encountered said 

hello. Maybe it was the chef who came out to make sure he understood the guest 

had special dietary needs and assured them they would be addressed. Maybe it 

was at check-out when the attendant said “Thank you for staying with us Mr. 

Smith, and can I make you next reservation for you? Please call if there is anything 

any of us can do”, (and handed him a business card).  

 

We spend millions of dollars to attract new customers, and we don’t spend 

enough to teach our employees how to build loyalty. 

 

 



The Customer is Not Always Right 

But he is Never Wrong 

 

Early on I mentioned “The Customer is always right!”  We have all heard that, but 

we all know that we don’t believe it. 

Two things: 

1. The Customer is not always right, but he is NEVER wrong. 

2. It’s not about Right or Wrong, it’s about solving the problem and building 

loyalty. 

 

When faced with a disgruntled guest you are presented an opportunity to 

transform a dissatisfied guest into a loyal client. Here’s how:  

 

 Apologize.  Listen to the issue, really listen. Remember who is the most 

important person in the world? Repeat the issue back to the guest letting 

them know you heard them. Just because you said: “I understand your 

viewpoint,” doesn’t mean they are right. But then genuinely apologize. “I’m 

sorry”, goes a long way. 

 Offer a solution. What can I do to make you happy? You make the choice. If 

you are not empowering your line personnel to solve issues, then shame on 

you. Give them the authority to solve the guests concerns. 

 Follow-through.  Once you’ve heard the issue, apologized and found you 

can correct the problem…do it! Then call the guest and let them know you 

have addressed their issue. 

 Check back a second time. Whether you or the next shift that comes on 

calls, make sure you ask the guest once more if everything is fine. It shows 

that information is shared between employees and that you care enough to 

make sure they are having a memorable experience. 

 

What happens to angry guests: 

 91% leave and never return 

 96% leave without mentioning the real reason they left. 



 80% will return IF they feel that their problem had been quickly addressed 

and handled properly. 

 Those that leave , especially if they had a very bad experience will post it on 

Trip Advisor,  Yelp, Facebook, etc. And that will stay there forever. 

 

 

Creating the Right Environment  

 

One of the biggest challenges that the Hospitality Industry faces today is defining 

its purpose. Are we in hospitality, or are we in real estate? Depends to whom you 

speak. Within the last 15 years the various brands have been condensed down to 

a handful. They try to be everything to everyone from Select Service to Extended 

Stay, to Full Service, to Resorts, to Boutique, to Five Star. 

Public held companies have become a matter of how high is the stock price? This 

trickles down to even the independent REITS (Real Estate Investment Trusts) 

which own branded assets and the need for those properties to deliver high 

profits. 

 

So how can you make a difference at your hotel? 

 

Ask yourself what is the difference between a mission statement and the culture 

of my department? 

 

Mission statements are generally some lofty ideal developed to sell franchises. 

 

 

IHG talks about the diversity of its owners. Marriott doesn’t have an official 

mission statement but it’s vision statement is “To be the #1 hospitality Company 

in the World”, and Hilton covers all the bases with “To be the preeminent global 

hospitality company-the first choice of guests, team members, and owners alike.” 

 

 



Did you know the only Franchise that refers to loyalty is Radisson Hotels. Their 

Mission statement is : “To create loyal, satisfied customers who will return to 

Radisson properties repeatedly because of the quality and value offered.”  

 

Maybe it’s because Radisson is still family owned. 

 

It really doesn’t matter. It’s a bunch of executives in a room with ad guys figuring 

out what sounds good. 

 

Compare this to Southwest Airlines: “dedication to the highest quality of 

Customer Service delivered with a sense of warmth, friendliness, individual 

pride, and Company Spirit…” Now that’s a mission statement. Want to know 

why? The employees wrote it. It is not just their mission statement, it is their 

culture. 

 

So your mission should be not just a saying, but your culture. What you live each 

day. Don’t worry if your Flag doesn’t have a good mission statement. Develop one 

of your own. 

 Be Friendly – Everyone…all the time 

 Listen to your guests- Did they have a bad day? Can you make them smile. 

They have just traveled away from the warmth of their home and are in a 

strange place or on a business trip where they may or may not want to be. 

Listen to them. 

 Respond the way you would want to be responded to. You will be surprised 

how powerful the words are: “I sincerely apologize”. 

 Never say no.  

 Take responsibility- It’s your hotel, not someone else’s. When you get a 

complaint, you own it, not someone else. Communicate it to those who can 

solve the issue and then follow-up to make sure it was resolved. 

 Set up Training – Train your staffs in the culture you establish. Spend time 

with them; listen to how they interact with guests. Do this every day. 



 Learn who your clients are – Not just those that use your hotel, but the 

employees of other departments. When was the last time you visited 

another department, say Housekeeping and brought them doughnuts? Or 

worked in Banquets during a time sensitive events and flipped a room? 

 

You have the ability to set the tone for your department, to make your employees 

develop loyal clients, to create memorable stays, but it is work and has to be lived 

each day. You have the ability to change someone’s day for the better…that’s 

right you! 

 

                    Treat your Guest in such a memorable way that when the stay 

                    is complete, the guest will tell someone how great it was! 

 

That is Guest Service! That builds loyalty! 

 

 

 

 

 

 

 

 



















































pdevaney
Typewritten Text
Global Hospitality Insights - Top 10 thoughts for 2016
http://www.ey.com/Publication/vwLUAssets/EY-global-hospitality-insights/$FILE/EY-global-hospitality-insights-2016.pdf

pdevaney
Typewritten Text


	Horn- Bio.pdf
	2018 Doug Horn THLA Short Course Guest Service
	Doug DOC001
	Doug DOC002



