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The Marco Polo Hotel Group

commenced operating as Marco

Polo International back in 1986.

In 1989, the parent company,

Wharf (Holdings) Limited,

acquired the United States

based Omni Hotel Company and

re-branded its existing hotels

with the prefix “Omni” . In 1996,
Wharf sold the Omni Hotels,

focused on regional expansion

and re-branded its hotels under

the “Marco Polo”  name.

Our corporate values are to promote a

healthy climate of enthusiasm and success

through the careful selection of associates,

continuous coaching and development at

all levels and to recognize outstanding

achievements. We strive to exceed

customer expectations and to create unique

points of difference, through the high quality

of our associates, product, marketing,

management information and control

systems. We maintain integrity, fairness and

honesty in both our internal and external

relationships. Last but not least, we act as

good corporate and individual citizens.

Our  m iss ion  i s  to  exceed  gues t

expectations, inspire and reward our

assoc ia tes  and  p rov ide  super io r

financial results for our owners who

have entrusted us wi th managing

their assets.

Our three Hong Kong-based hotels (The

Marco Polo Hongkong Hotel, The Marco

Polo Gateway and the Marco Polo Prince

Hotel) are located on Canton Road,

Tsimshatsui, in Hong Kong's largest

shopping and commercial centre, Harbour

City. This unique positioning comprises

1,500 guestrooms, 1,000 employees, and

14 restaurants and bars - on one road,

under one roof and in one complex

conjoined to literally hundreds of retailers,

restaurants and bars.

All suites and rooms are luxuriously

fitted with internationally accepted,

f irst class faci l i t ies and amenit ies.

Since 1999, we have been the official

h o t e l  f o r  t h e  w o r l d  f a m o u s

International Rugby 7's. We endlessly

organ ize  mega annua l  Food and

Beverage events such as the World

acclaimed German Beerfest.

W e  o p e r a t e  o u r  b u s i n e s s  i n

a c c o r d a n c e  w i t h  H o n g  K o n g

Au tho r i t i e s  r equ i r emen t s ,  p r i de

ourselves on civic responsibi l i t ies,

support various public charity events,

and build a strong connection with

local key communities.

Our key strategic challenges are :

* Our daily yield positioning

* Keeping our staff-to-room ration

down at 1 room to 0.59 staff member

* Achieving 10% growth in gross

operating profit every year, year-on-year

* Maintaining Marco Polo Hotel Group

as an Internationally Branded Hotel

System composed of a critical mass

of full service deluxe hotels

Leadership
Our guests are the reason for our

existence. Our staff are the key to guest

sat is fact ion.  Our responsib i l i ty ,

therefore, is bring out the best in our

people and create an environment

within which they can openly and freely

communicate their ideas and take pride

in their work. Our “We do Care” service

program is a key initiative in 2003 to

enhance our service excellence to

guests and staff.

Business plans, drawn up by the

Executive Team of each unit, and

endorsed by the corporate office, is a

“ l i ve ”  document ,  re f lec t ing  the

objectives each team is responsible

for. Each company executive sets

management objectives tailored to

suit  their operation and company

goals. Other initiatives for organization

performance review, include yield
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performance, guest satisfaction survey,

service excellence program, and heart-

of-the-house program.

Strategic Planning
Strategic planning is a continuous

p rocess  i nvo l v i ng  a l l  l e ve l s  o f

management. Marketing/business

plans are our long term key strategic

planning. Monthly roadmap, profi t

and  loss statements, REV / PAR

Analysis, and F&B outlet performance,

and meet ings are being used to

evaluate our achievements versus

goals on a continual basis to ensure

ob jec t ives  are  be ing met .  Other

h e a r t - o f - t h e - h o u s e  s y s t em  o f

commun ica t ing  s ta f f  needs  and

operat ional requirements, further

enhance our competitive position by

streamlining expenses, setting clear

goals for the three hotels, and keeping

a constant  focus on compet i tors

movements and achievements.

A d d r e s s i n g  c h a l l e n g e s  wh i l s t

balancing needs of key stakeholders:

i) the service excellence achievement

is  measured by  b i -annua l  guest

satisfaction survey and daily F&B /

Rooms surveys; and ii) the employees

performance is guided and measured

by Management By Objectives and

annual performance appraisals.

To achieve key strategic objectives,

mee t i ngs  w i t h  r espec t i ve  t eam

members are held to develop action

plans. Clear deadlines are set and

t h e  p e r s o n / t e am  r e s p o n s i b l e

identif ied; key short and long term

action plans are in place to support

the service excellence program, for

f u r t he r  imp rov i ng  se r v i ces  and

directing our associates to focus on

customer needs.

Customer & Market Focus
Our prime measurement sources for

cus tomer  sa t i s fac t ion  a re  i )  the

Guest Satisfaction Surveys, i i) the

number of repeat customers, and iii)

‘ thank you ’  notes from guests. We

e v a l u a t e  f u t u r e  o p p o r t u n i t i e s

th rough  pe rsona l  sa les  ca l l s  to

respective customer groups.

Externally, we all actively involved in

events organize by the “Hong Kong

Tourist Board” and the “Hong Kong

Hotels Association” and through “The

Canton Road Association”. These events

provide in-depth knowledge of market

trends, and create new opportunities

through direct communication with

decision-makers from established and

emerging markets. They include sales

missions, travel trade shows, market

r e s ea r c h ,  wo r k s hops ,  h o s t i n g

familiarization groups from around the

world and local promotions for increasing

tourist arrivals.

The building of personal relationships

with prime corporate and tour & travel

accounts, and repeat hotel guests, is

one of our highest pr ior i t ies.  We

frequently invite customers for lunch,

dinner or cockta i ls ,  and to  soc ia l

g a t h e r i n g s  t o  es tab l i sh  c l ose

relationships. A consistent and personal

approach is necessary. Top priority is

g i ven  t o  add ress ing  any  gues t

complaint or negative experience. All

front line associates are empowered

t o  r e spond  t o  gues t  r eques t s

immediately, in support of our service

excellence strategy.

Information and Analysis
We are committed to employ the latest

technology to remain competitive. Our

f i n anc i a l  d a t a  c an  be  b r oad l y

categor ized in to rooms revenue,

food and beverage revenue, and

employment related. The integrity,

accuracy and security of f inancial

data are ensured by having reputable

suppliers with proven track records of

supply and support to our computer

systems.

To ensure smooth operations, the
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Group Systems Manager carries an

annual system audit on applications

and procedures. Furthermore, figures

are repor ted and entered in  the

system only after they are properly

audited.  All figures are monitored by

qualified associates.

Human Resource Focus
A  ma j o r  c omp a n y  f o c u s  a n d

responsibility is to bring out the best

i n  ou r  assoc ia tes ,  c rea t i ng  an

environment where everyone can

communicate ideas openly and freely

and take pride in their work.

In terms of  associates training and

development,  job certification program

(JCP)  and succession planning are the

2 key in i t ia t ives.  JCP,  a  qual i ty

assurance system demonstrating job

procedures and standards, is provided

to all associates within the first 8

mon t h s  o f  emp l o ymen t .  Upon

successful completion of the program,

associates are awarded a certificate

and a lapel pin.

In 2002, we launched our “Service

Exce l l e nce  P rog r am ” ,  a  ma j o r

customer-oriented initiative designed to

ensure quality service and strengthen

our corporate culture. A Group-wide

effort was called upon to communicate

the five key messages of the Service

Excellence messages demonstrating

the Marco Polo s ty le  o f  serv ice

excellence.

These 5 key messages are:

1.Happy Associates = Happy Guests

2.We deliver a warm welcome to guests

and make them feel at home

3.We maintain a positive, friendly and

helpful attitude

4.We anticipate guest needs and deliver

fast, passionate and efficient service

5.We treat our guests the way we expect

to be treated

Initiatives for associate well-being

i n c l u d e : -  g r e e n  r o oms  w h e r e

associates can relax in a homely

environment, free duty meals, private

lockers, full sets of uniforms and many

others.

Process Management
Clear guidelines and measurement

mechanisms for closely monitoring

se r v i c e  s t anda r d s  and  d r i v i n g

business growth and success are in

place. Some of our key mechanisms

include Guest Satisfaction Surveys,

In - room quest ionna i res ,  Food &

B e v e r a g e  c o m m e n t  c a r d s ,

Management By Objectives, Yearly

Operation Audits, Job Certification

Program, Global  & Departmental

Guest Expectations, Departmental

S k i l l s  T r a i n i n g ,  a n d  S e r v i c e

Excellence Program.

G e n e r a l l y ,  a l l  p r o b l e m s  a r e

addressed immediately or within 24

hours. Mutli-skilling and streamlining

job procedures facilitates associates

to devote greater attention to guests.

I f  a  p rob lem canno t  be  tack led

immediately, it is discussed at the

daily operation meeting. The issue is

a l l o c a t e d  t o  t h e  a p p r o p r i a t e

department for action. A deadline is

set and progress tracked to ensure

completion. I f  the improvement is

below par,  i t  is  reviewed and re-

eng ineered adopt ing  a  d i f fe ren t

approach.

Business Results
Our overall business performance is

evaluated against a combination of

the fol lowing elements:  customer

results, product and service results,

h uman  r e sou r ce s  r e su l t s ,  a nd

organizational effectiveness results.

Bi-annually, we conduct external Guest

Satisfaction Surveys for each of our three

hotels in Hong Kong.  Each of our hotels

achieve very high ratings.  Three of our

restaurants are ranked within Hong
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Kong's Best Restaurant Guide 2003.

Production through an automated

airline reservation booking channel

achieved sat is fy ing increases in

2002.  A l l  th ree  ho te ls  ach ieved

satisfactory yield posit ions within

their competitor set.

From a human resources perspective,

the average turnover rate in 2002 was

below market  average.  We a lso

ma in t a i n  a  good  p ropo r t i on  o f

associates with 5 years service and

above, as well as keeping an effective

staff headcount-to-room ratio (one of

the lowest in the industry) whi lst

maintaining a consistently high level of

service excellence to guests.  These

f ac t o r s  r e f l e c t  a  h i gh  l e ve l  o f

satisfaction when people experience

Marco Polo Hotels.
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