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[bookmark: _Toc89959184]Introduction
Management of the guest experience at every restaurant and hotel has become one of the most important factors. Specifically managing the guest experience for the international visitors is now at the prime concerns of every hotel. This can help not only in increasing profits but also in gaining high sustainability in the hotels industry. Based on this concept, the report is going to elaborate the importance of cultural intelligence for serving better experiences to the international guests by the hotel personnel and ways of adapting those service deliveries for the accommodation of the international guests’ cultural norms.    
[bookmark: _Toc89959185]Evaluation of the importance of cultural intelligence and sensitivity for hotel personnel 
Cultural awareness refers to the recognition and understanding of the fact that people have distinct values shaped by their diverse cultural backgrounds. Hospitality services are mainly a matter of service encounters, where the providers of service and service consumers from various cultures tend to interact with each other (Mariani, and Predvoditeleva, 2019). The intercultural communications for the hotel personnel in any country can be achieved through the orientation to knowledge, interaction management and also empathy.  
Culture and Contemporary Issues- Influence upon Tourism and Hospitality
The current cultural issues in the workplace includes mismanagement of the guest services for the international guests from different nations. Besides this, the hotel personnel sometimes face cultural communications issues, in which language has become a great issue to understand the requirements of the guests and provide services to them accordingly. There are actually underlying dimensions of the behaviour of tourists, known as activity, shopping and even social interactions (Bakir et al., 2017). However, there are some contemporary issues in the hotel industry, which includes the shortage of skills and labour, technology and social media related issues, global emerging markets along with the unavailability of capital and evolving expectations of customers from different culturally diverse nations. 
The main reason for understanding the cultural awareness and sensitivity at the hotels is to understand the guests’ preferences and provide the international guests appropriate services by respecting their cultural norms and preferences. Hence, the cultural sensitivity of the tourists positively and directly influences the gap in the global image of any specific destination, so the more cultural sensitivity an individual has, the better the entire image of the destination they might have after their visit in comparison to the impression they previously had.
Culture and Customs associated with countries
There are various nations across the globe, which includes different shapes of culture and customs accordingly-
	Nations 
	Culture and customs 

	United Kingdom 
	· People like to spend their times with families, playing games, watching sports
· They love to enjoy having Christmas leftovers. 
· People belong to the culture of historically Christian religious life 

	Australia 
	· People belong to the Western culture 
· Australia is the home to the oldest surviving civilisation 

	United States 
	· Culture here is of Western origin
· People in America prefer to customise their men items
· They even provide tips to the staff and other service workers.  

	Germany 
	· People tend to be more sensible, a respect privacy of others
· There is still a family culture, where people like to create gingerbread houses every December for Christmas. 

	Russia 
	· People still celebrate pagan holidays 
· They believe in numerous legends and omens
· People maintaining direct eye contact while providing right greeting for the time of day 
· They meet in friendly companies for dinner.



[bookmark: _Toc89959186]Implications of guest service for guests of an international country 
The hotel personnel of any country, while planning to provide guest services to the guests of the United Kingdom, need to focus on their cultures and customers at first.  
[image: https://lh6.googleusercontent.com/qVl0vY5y1nrT3Egn1k8ITFw-yRBLcyM5gf92Qitcz-UyJ3rFHGaVd3BmUbCQBPDP2rGi3GIvbMQFKtAnnqU9NMk22BYFSOH2IBRLkjrPHF67_4q13SNYA3hEYIrfC-IiQnCQkFCD]
Figure 1: UK consumers’ preferences on staying at hotels
(Source: Lock, 2020)
On the basis of the above graphical presentation, most of the UK guests like to stay at the Hilton and matter hotels, which needs to be considered as their hotel preferences. 
Cross cultural theories and models 
Geert Hofstede – National Cultural dimensions
The cultural dimension model of Hofstede might represent the independent preferences for one nation over another that distinguish the nations from each other. It includes-
Power Distance Index (PDI)
The UK customers prefer the online services as almost 86% of the UK population tends to use the internet on a daily basis, spending approximately 6 hours online (Wordbank LLC, 2021). 
Individualism vs. Collectivism (IDV)
The British have been found as highly individualist as well as private people, whereas people in Australia and USA believe in collectivism. 
Masculinity vs. Femininity (MAS)
The UK is a highly masculine society based country, which in comparison to the feminine cultures in Scandinavian nations prefers the decision of males in every situation (Hofstede Insights, 2021).  
Uncertainty Avoidance Index (UAI)
The UK has been seen as a family culture based happy country, which marks the low uncertainty level. 
Long Term Orientation vs. Short term Normative Orientation (LTO)
The UK mainly scores neutrally for its time orientation, where Russian society mainly tends toward pragmatism while adapting traditional ways to suit the modern requirements. 
Edward Hall – high/low context
Like Chinese and Japanese culture, British culture is even a high context culture. Humour has been seen as the cornerstone of UK society and they are not very likely to complain as they are very friendly. For instance, in a restaurant British people remain polite as they say thank you when being served with the menu card.   
[bookmark: _Toc89959187]Identification of relevant hotel departments/functions 
There are various departments in a hotel, which includes housekeeping, kitchen, food and beverage service, accounts and credits, security, sales and marketing, information technology, human resources departments and many others. 
[bookmark: _Toc89959188]Ways of adapting service delivery to the accommodate specific cultural norms and requirements of the guests 
	Do’s 
	Don’ts’

	· Surprise the international guests with appreciation and presents
· Through the delivery of education to the hotel personnel regarding what the hotel offers for international customers, who does what and ways of helping the guests in the past, the staff of the hotels might be better equipped in delivering five-star service without any extra effort to the international customers. 
· They need to show respect to their culture and make effective communication accordingly. 
	· The hotel staff might not be more focussed on their services, rather they need to focus on the preferences of international customers
· The hotel personnel must not communicate in a local language while talking to any international customer. 



[bookmark: _Toc89959189]Conclusion 
In conclusion, it can be stated that hotel personnel need to be provided with adequate training and education regarding cultural awareness and sensitivity. The assessment has highlighted that every nation has their own custom and culture, hence, the hotel personnel needs to consider all these to deliver the international customers better accommodation services.  
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