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Executive Summary
Cultural awareness is a very important factor for any business in this current world. Many businesses focus on this especially for running their business operations in an international context. It also helps them to attract various international customers who are known as the prime stakeholder of an organisation. Hotel industries are also following different strategies to adopt cultural awareness in their business. By following those strategies, hotel organisations are now able to attract various customers from home and abroad. Because of globalisation, businesses are expanding day by day. Hotel industries are also expanding. But for starting a business in different countries, organisations should analyse the market and know the customer’s demand first which can provide them with a huge benefit in terms of attracting new customers and reaching the company goal. 
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To put it simply, understanding another person's culture helps one communicate with them more effectively than just using the same language and syntax would alone (Csizér and Kontra, 2020). Culture is the broad term for the traditions, norms, and worldviews of a people or community, all of which emerge gradually through time (Nevitte, 2017). The first step in developing intercultural competence is learning about one's own cultural background. In this report, a hotel handbook will be prepared to guide the staff of “Cavendish Hotel” to serve international visitors in an efficient manner. 


[bookmark: _Toc128642715]Organisational Overview
The “Cavendish Hotel” is a renowned hotel which is serving its customers for many years in an efficient manner. The organisation has fifteen floors including 230 rooms. Among them 10 rooms are used for the staff and also 5 rooms are used as a store. The organisation is very conscious of customer satisfaction as well as employee satisfaction. For this reason, the organisation is able to gain the faith of its potential customers. The organisation is situated in the heart of London, United Kingdom. Most of the clients of the organisation come from the USA, India, Yorkshire, and East Midlands. 
[bookmark: _Toc128642716]Additional Content
Cultures can be distinguished by a number of factors, such as cuisine, religious practices, modes of communication, levels of education, and social and economic standing (Samovar et al., 2016). Many hotel organisations see opportunities for growth in the varied interactions and requirements that arise as a result of cultural variations with their customers and employees. The United Kingdom is home to a wide variety of cultures, customs, as well as religions, all of which deserve equal recognition and access (Sullivan et al., 2015).
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Figure one: Different cultures of the United Kingdom (Source: Fisk et al., 2020).
Businesses in the hospitality sector provide their customers with an experience rather than a concrete good (Kim et al., 2016). Hence, in contrast to workers in other businesses, those in the hospitality sector need to have not just academic talents but also social skills to meet the ever-increasing expectations of their customers. As a result, those who work in the hospitality industry require not just strong interpersonal and communication skills but also the ability to think on their feet and work together effectively in order to meet and even surpass visitors' expectations (Alexakis and Jiang, 2019). The first step in fostering amicable relationships with clients and co-workers of many cultural backgrounds is for hospitality workers to develop cultural competence. Danso (2018) argues that the ability to learn about and respect the customs of other people is the essence of cultural awareness.
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Figure Two: Cultural intelligence models (Source: Thomas et al., 2015).
Acquiring adequate knowledge: A leader's familiarity with working with different cultural customers that are foreign and distinct from his own is an essential part of intercultural as well as cross-cultural relations (Charoensukmongkol, 2015). Intercultural training's emphasis on knowledge is a key component of this model since it is crucial for any hotel personnel to be aware of and sensitive to their customer's cultural norms as well as values.
Building strategic thinking: All hotel personnel have to think about different criteria for maintaining cultural sensitivity inside their organisation. Also, they can take different strategies and initiatives to serve their potential customers. Such as the citizens of the USA like to have a more casual form of hospitality (Lampinen and Cheshire, 2016). So, the hotel personnel should follow the necessary strategies regarding this.
Contemplating the motivation: This element of the model says that the employees should think and react on the basis of their surroundings (Ang and Van Dyne, 2015). Such as when they will serve a customer who is basically from the USA, then they have to treat him in his own way so that the customer will feel much welcome. 
Adapting and performing: According to Kant (2016), everyone's actions can have an effect on somebody else. So, hotel personnel should be trained in an efficient and effective way to serve foreign customers.
[bookmark: _Toc128642719]The duties of the different departments to adapt service delivery.
Front office department: The front desk, reception, or front office can have a variety of names depending on the context. This is the area of the hotel that has the most direct contact with guests. So, this department should follow relevant rules and regulations.
Food department: Everything from in-room dining to overseeing the hotel's restaurants falls under the umbrella of the hotel's "Food and Drinks" division (Akhmedova and Suschenko, 2019). So, this department should serve foods according to the taste and choices of their different customers.
Security department: This department of a hotel plays an important role to provide protection to its customers. So, the security officers should treat all the customers equally. 
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	Do’s
	Don’ts’

	· All the customers should be treated in an equal manner which will increase customer satisfaction.
· The hotel personnel should know the procedure for welcoming customers of various cultures.
· The hotel should provide relevant foods according to the food habits of the customers.
	· The hotel personnel should not treat foreign customers.
· 
·  in a neglected way which may cause a threat to the reputation of the organisation.
· Hotel personnel should not be disrespectful to the dress code of their customers.
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Cultural sensitivity and intelligence are very essential for hotel personnel because it helps the customers feel welcomed and respected. Most of the customers of “Cavendish Hotel” comes from different part of the UK. Among them, in 2022 the majority of the total customers came from Scotland and also 30% of the customers came from the USA. So, it is essential for hotel personnel to learn about different strategies to handle customers of various cultures. According to the model of cultural intelligence, hotel personnel can follow four phases to increase cultural sensitivity and intelligence. This will help the employees of Cavendish Hotel to increase its effectiveness and efficiency. 
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Two recommendations for the staff of Cavendish Hotel are given below: 
1. Taking training: The staff of the hotel should focus on taking adequate training for increasing their cultural intelligence. Also, the management of the organisation should arrange adequate training programmes for their employees. 
2. Efficient knowledge about cultures: The staff of the organisation should gain adequate knowledge about different cultures which will help them to increase customer satisfaction.
Today, most people have a basic understanding that guests' cultural backgrounds heavily influence the feedback they provide on their hotel stays. Because of the rapid pace of globalisation and the large volume of international tourism, hotels around the world are confronted with numerous obstacles in attempting to cater to guests.
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