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[bookmark: _1fob9te]Executive Summary
The current report is based on analysing various hospitality factors such as cultural awareness and sensitivity. In this context, the Dos and don'ts for establishing a healthy hospitality atmosphere have been taken into consideration. Firstly, a well-maintained and secure hospitality atmosphere helps with the easy provision of the necessary guest satisfaction and services. The guests need to feel safe and this would be the basic responsibility of the German hospitality companies in order to enable the UK guests to have the best tourist experience. In this context, Hofstede’s Cross-cultural Theories and Model are to be discussed. 
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[bookmark: _j4wbtwf6i5lc][bookmark: _Toc135396797]Assignment - 2
[bookmark: _3znysh7][bookmark: _2et92p0][bookmark: _Toc135396798]Introduction 
As opined by Jandt, (2016), foreign languages, as well as foreign cultural awareness, are considered to be the two most important factors to be considered with respect to the concept of international tourism practices. Understanding foreign languages and humane factors regarding foreign cultural practices can strengthen the communication factors among hospitality employees and guests to improve service quality. In the current task, the hospitality factors of the German hospitality service providers are to be discussed with respect to the UK guests. 
[bookmark: _aojwzi5p9p5d][bookmark: _Toc135396799]Hofstede’s Cross-cultural Theories and Model
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Figure 1: Hofstede’s Cross-cultural Model concerning the two chosen countries UK and Germany
(Source: hofstede-insights.com, 2023)
Power Distance:
According to Moran, (2018), the first dimension of Hofstede’s Cross-cultural Model Power Distance deals with the concept members of society cannot be considered to be equal and it is essential to recognise that power in terms of social and economic perspective is distributed unequally. Germany, as well as Britain in this factor, ranks 35 and operates with highly decentralised power and is strongly based on middle-class support. Direct and participative communication is standard in both countries, demonstrating effective hospitality exchange of services with UK travellers. 
Individualism:
This factor deals with the degree of interdependence maintained between the societal members (Samovar, 2009). UK society is truly individualist with a score of 89 and personal preferences and references empower their context of communication. In this context, German society also ranks with a 67 score which clearly marks that German society is equally individualistic. In this context, the hospitality workers and guests would have direct and smoother communication. 
Masculinity:
Once again in terms of masculinity both the chosen countries UK and Germany have ranked 66. This factor clearly demonstrates that both countries are highly masculine and driven by competition, achievement and success. The German workers as well as the English guest both highly focused on their needs as well as responsibilities. In order to help German hospitality companies to achieve a greater level of success, the workers would be putting forth their best effort. 
Uncertainty avoidance:
As discussed by Cooper, and Wahab, (2007), uncertainty avoidance deals with the idea that the future is unpredictable and it is important to live as well as enjoy every moment and the varying level of ambiguity brings out how the varying cultures approach their life and daily habits. In this context, whereas Germany ranks 65, the United Kingdom ranks only 35. Whereas English guests would be preferring a high level of entertainment as well as ambiguous situations, German workers would be preferring a more well-planned hospitality atmosphere in order to provide the best tourist experience. 
Long-Term Orientation: 
In terms of long-term orientation, Germany ranks 83 and it clearly demonstrates that it is a pragmatic country that clearly shows Germany's ability to adapt to the changing scenario while dealing with its strong personal cultural link. The UK ranks in this factor with 51 and this is an intermediate position and it cannot be determined that the UK people have a strong preference for their personal cultural orientation. 
Indulgence: 
In terms of indulgence, whereas Germany ranks 40, the UK ranks 69 and this clearly shows that the UK people are more indulgent and have an overall positive attitude towards life whereas German culture is restrained in nature. This demonstrates that German hospitality companies need to remember the English optimism towards life and present a positive atmosphere. 
[bookmark: _iyv8r9p7qenj][bookmark: _Toc135396800]Significance of cultural sensitivity and cultural intelligence in terms of Hospitality
As discussed by Methan, (2001), from both the perspective of guests and hospitality service provider’s cultural awareness as well as cultural sensitivity are the two crucial and interrelated factors. It is crucial for the hospitality service providers as well as to acknowledge the person standing opposite also has some personal preference and mutual respect for each other can present a more effective hospitality environment (Duxbury, and Richards, 2019). The German hospitality service providing company needs to understand the food habits and basic cultural preferences of the UK people so that their English guests have a positive and engaging experience. 
[bookmark: _yrmkqbw2qa06][bookmark: _Toc135396801]Cultural aspects of UK tourists to be considered
As observed by Bramwell, (2004), cultural aspects of tourism mainly depend on historic legacy, environmental scenario, festivals, religious practices as well as language preferences in order to create a space for healthy cultural exchange. The religious practices of both the English and German people are quite common whereas the English people differ in terms of language and communication manner with German people (Kim, et al., 2020). Germans highly prefer their native language and general etiquette. 
[bookmark: _7wu1ers7ur7][bookmark: _Toc135396802]Dos and Don’ts  
	Departments/Functions 
	Dos 
	Don’ts 

	Manager 
	· Managers need to distribute the responsibilities to all the hospitality staff concerning the particular guests' descriptions (Cooper, and Hall, 2005)
· It is the manager's responsibility to provide emergency call numbers such as military police and fire emergencies to the guests 
	· agers should not put all the pressure on the workers
· Managers should not prevent themselves from directly communicating with important foreign guests (Lewis, 2008).  

	Security and Maintenance 
	· Security and Maintenance department of the hotel need to report any strange or unfamiliar event immediately. 
	· Security and Maintenance staff should not touch any guest’s parcels 

	Food servicing 
	· Preferences for English food taste and standards have to be maintained 
	· Food service providers must not overall the basic hygiene factors in the kitchen


[bookmark: _10i87e7acoyq][bookmark: _Toc135396803]Recommendations 
In order to establish a healthy working atmosphere in the first place, it is the duty of the German hospitality services providing companies to provide employees with motivation as well as increment strategies based on their overall performance. In addition to that, the companies can also take into consideration the efficiency of AI implementation in order to enable the guests to have more advanced and efficient customer service. English customers highly prefer automated services (Premović, and Arsić, 2020). 
[bookmark: _au93ndl88io][bookmark: _Toc135396804]Conclusion 
The overall task has been based on a number of hospitality concepts that are to be taken under consideration in order to establish a healthy hotel atmosphere. In this context, the cultural model of Hofstede has been presented which is going to help to demonstrate the cross-cultural factors in terms of English and German culture. 
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