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Executive summary
Hotel industry faces global cultural diversity challenges everyday. International Hotel markets exhibit diverse cultural dimensions requiring cultural sensitivity and intelligence for customer satisfaction. This paper outlines the relevance of cultural sensitivity and intelligence in the hospitality industry. In this paper it compares Wales and Germany's cultural diversity to inform the hotel industry's policies and procedures for Guest service, Front office, and sales and marketing departments. 
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Hotel industry have grown to become international and multicultural organizations. The hotel segment of the hospitality industry expects visitors and guests from global regions. Consequently, hotels and restaurants require effective cross-cultural management and training to achieve desired outcomes. Firms and employers in the hotel industry promote their services by creating a stunning impression and overall image in the general public regardless of their cultural backgrounds (Allwood, 1985). According to the Geography in the news more than 1 million people visit wales every year, among them thousands of them from Germany. In this writing Wales is chosen as a host country and Germany as a guest country. Hotels' service providers in Wales should be sensitive and intelligent to guest country cultures to avoid culture clash and attract customers.
[bookmark: _Toc106135000]Significance of Cultural Intelligence and Sensitivity to Hoteling Personnel
The sensitivity and intelligence of multicultural perspectives give a hotel company a competitive advantage over the other players. The competitive advantage emanates from acknowledgment and service to clients from different cultural backgrounds (Ljubica & Dulcic, 2012). It ensures customer satisfaction from diverse backgrounds and creates a positive image and perception of the hotel enterprise. 

Hofstede's cultural dimensions theory is valuable for comparing cultural deviations between Wales and Germany. Its role in conducting cultural comparisons is to ascertain the alignment of business operations with diverse cultures (Arora & Rohmetra, 2010). 
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	Hofstede's characteristic category 
	Manifestation in Wales

	Individualism vs. collectivism
	Wales scores highly on individualism due to the tendency to care for personal lives and family members and disregard society. People pursue personal fulfillment and protect their privacy (Hovsepian, n.d.). Promotions and hiring practices favor locals and discriminate against the outside group. 

	Long-term vs. short-term orientation of ideas
	Time orientation in Wales is neutral as people retain traditional values and customs while resisting social change (Hovsepian, n.d.). Hostility against social change aims at solving current problems using past methods. 

	Masculine against feminine notions
	Wales has a moderate masculine score due to its value and emphasis on success, competition, and achievement over qualities such as modesty, socialization, and social class. 

	The index of avoiding uncertainties in dealings
	The score for uncertainty avoidance in Wales is low. It implies no interest in obtaining sufficient information regarding the future and tolerating uncertain situations. 

	Indulgence against restraint values
	The Indulgence index is high in Wales, characterized by a tendency to indulge and explore personal and collective desires (Hovsepian, n.d.). People who value freedom of expression and enjoy leisure time advocate for work-life balance and flexible working hours. 

	Power distance 
	Wales scores low on power distance, with people believing in equality with hierarchy treated as a form of convenience (Hovsepian, n.d.). Flat team structures dominate its working environments. 
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	Hofstede's characteristic category 
	Manifestation in Germany

	Individualism vs. collectivism
	Germany is individualistic since people prefer family issues emphasizing children-parent interaction and employer-employee agreements. 

	Long-term vs. short-term orientation of ideas
	The hi pragmatism index in Germany promotes inclination to long-term plumbing planning as manifested in perseverance, investment, savings, and high adaptability to situations (Okoro, 2012). 

	Masculine against feminine notions
	The country has a high masculine score due to its emphasis on achievement, success, and competition against collective societal values (Okoro, 2012). Therefore, managers must embrace assertiveness and decisiveness as people value performance. 

	The index of avoiding uncertainties in dealings
	Germany has a high index score on uncertainty avoidance as people prefer deductive over inductive approaches in problem-solving planning and implementation (Okoro, 2012). Therefore, the country relies on expertise in offsetting its high uncertainty avoidance index.

	Indulgence against restraint values
	Germany's cultural values restrain indulgence. Thus, Germans neglect leisure time by controlling their desires and actions within the social realm. 

	Power distance 
	Germany has a low power distance score due to the decentralization of power and leadership and encouraging participative culture between subordinates and leaders in meetings. 
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Hotel personnel should appreciate the reserved culture of Wales people. Wales people are open to foreign assistance but adopt a formal approach. The low power index implies openness to shaking hands with children, women, and men in social and business settings (Arora & Rohmetra, 2010). However, a high sense of masculinity implies women extend their hands first in a handshake. Furthermore, they prefer using last names and correct titles due to their individualism (Hovsepian, n.d.). Moreover, the host dictates dinners by inviting guests, starting the eating, and leaving the table. 

Germans are formal and reserved in public settings and prohibit shouting (Okoro, 2012). Decentralization of power encourages free shaking hands at the beginning and end of meetings, accompanied with a slight nod. The senior person enters the room first while norms and values prohibit talking to people while chewing gum. Moreover, our direct eye contact is preferable during conversations for trustworthiness. Avoid speaking to Germans with hands in their pockets since the behavior is insulting (Okoro, 2012). German culture encourages using professional names and formal speech. When entering and leaving our room for business meeting or shop is necessary to the salutation. 
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Wales

	Dos 
	Don'ts'

	Be patient and respectful of procedures
	Avoid boasting in public to create a superiority impression

	Keep interactions polite
	Avoid delving into personal issues such as relationships and finances

	They love loyalty, be loyal
	Never disrespect Wales language

	They love wales food, keep them on your menu
	Don’t call Wales England
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	Dos 
	Don'ts 

	Maintain eye contact in social and formal interactions
	Avoid loud noise and conversations in public spaces

	Salute "hello" when entering and "bye" when leaving
	Avoid calling Germans late in the evening to dissociate private lives and businesses


	German people appreciate when others get direct to point when start talking.
	Avoid conversations about world wars and cold wars.

	Ask permission before taking Picture or video.
	Do not press them to change the decision after they have politely declined.
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Ultimately cross-cultural sensitivity and intelligence are promotes feeling of trust and fairness (Yeasmin, 2019). A hotel enterprise sensitive and conscious of customers' diverse cultural backgrounds enables them to solve problems arising with clients. As a result, the hotel enterprise increases its revenue and profitability by tapping into the lucrative international market of tourists (Ljubica & Dulcic, 2012). Furthermore, cultural intelligence opens opportunities for interaction with diverse cultures and the acquisition of transformative and global-based strategies in business management. Hospitality industry must enhance multicultural competencies and incorporate cross-cultural training to enhancing service quality and customer satisfaction. 
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