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Executive summary
The report was constructed with the aim of developing an understanding of cultural awareness in hotel companies. Belvedere Hotel was selected for the assignment to conduct further research. Hofstede insights were discussed for comparing the countries, which are the United Kingdom and Switzerland. It was recommended to the hotel staff to create customer relationships by learning the English Language. 
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Introduction 
Cultural awareness can be defined as spreading alertness and knowledge about specific particulars (Deardorff, 2019). Hotel management plays an essential role in spreading cultural awareness in the business environment. Belvedere Hotel, which is based in Switzerland, is selected in the report for conducting further research about the concept of hotel management at the international level (Belvedere Club, 2023). Easy front desk operations are selected in the report for measuring the cultural norms adopted by the company.
[bookmark: _Toc136685520]Main body
[bookmark: _Toc136685521]Spain intercultural competence
Range of cognitive, linguistic, skills, behavioural and affective approaches used during communication and other practices while interacting with each other is measured as inter-culture competence. Awareness, knowledge, attitudes and skills are some of the types of intercultural competence. The cultural-ecological theory concerns the hotel industry, focussing on cultural and ecological factors. The human tendency to adopt others' cultures and struggle for equilibrium at the same time is a concern in this theory. It has been measured that behaviours of the guests from international countries like the United Kingdom increase the concern of this theory related to culture. It is observed that Belvedere Hotel followed this cultural-ecological theory for developing ethics in the cross-culture. It has been analysed that intercultural experience enhances the mobility of the operations to deliver effective awareness about the culture.
[image: ]
[bookmark: _Toc136687733]Figure 1: Tourists from UK to Switzerland
(Source: Statista, 2023)
In 2022, around 15.1 million people from the United Kingdom were measured having a trip to Switzerland. It decreased in 2021 as the count stands at 4.3 million only, as per the above image (Statista, 2023). It is measured that Belvedere Hotel Company implements strategies for staff to increase the intelligence and sensitivity for guest services. 
[bookmark: _Toc136685522]Importance of cultural understanding in global marketplace
Nowadays, each country is adopting other cultures in the global market place which is also essential for countries to increase guests from other countries. It is determined important to understand the culture in the global marketplace for maximising the attraction of tourists towards the culture. It has been analysed that Switzerland’s government optimises various cultural programs to develop the interest of guests in the global marketplace. Therefore, it is essential to spread cultural awareness in the global marketplace. In 2023, the GDP of tourism in the Iberian country is expected to grow by 3.1%. It is one of the leading sectors that grow the Switzerland economy by adding £155 billion to the financial resources of the country (Statista, 2023). Therefore, cultural understanding in the global marketplace is essential for increasing this contribution. There are various considerations that are important for cultural understanding in the global market. Switzerland adopted the culture of the United Kingdom to attract guests from the UK. Various types of concerns are adopted and analysed by the Belvedere Hotel for preparing its hotel staff to provide adequate services to the customers.
[bookmark: _Toc136685523]United Kingdom Cultural Background
The United Kingdom is located in the European region and has British culture, including beliefs, traditions, language and other aspects. It is observed that cultural sector employment in the United Kingdom is increased in 2022 as compared to 2021. Around 231 thousand jobs were measured in the country in related sectors in 2022, whereas they were 225 thousand in 2021 (Statista, 2023).
[image: ]
[bookmark: _Toc136687734]Figure 2: Hofstede insights of UK
(Source: Hofstede insights, 2023)
From the above image, it is measured that the United Kingdom has high individualism and indulgence, which are 89% and 69%, respectively (Hofstede insights, 2023).
[bookmark: _Toc136685524]Country analysis
It has been determined that hotel staff from the United Kingdom and Switzerland is growing continuously according to the development in the industry. It has been analysed that both countries have been playing a vital role in attracting guests from other countries. Each of these countries introduces different acts and laws for attracting guests and visitors from other countries. According to Oriade et al. (2021), it has been analysed that culture plays an essential role in attracting guests from other countries. It helps in the GDP growth as it contributes to the country’s economy. Various types of techniques are utilised by the government to attract guests from other countries. It is measured that hotel companies increase their contribution to the growth of cultural awareness in the global marketplace. However argued by Ogunnaike et al. (2022), that attracting visitors from other countries increases the concern for availing additional management, which comes with financial resources. It is measured that a hotel company can develop country cultural awareness by maintaining the operations. It has one drawback that local civilisation is avoided, which creates miss perception among the residents.
It has been analysed that the French-speaking country Switzerland has a number of differences from the United Kingdom. Switzerland has overcome two aspects of the UK, which are power distance and uncertainty avoidance. Power distance stands at 57% in Switzerland and 35% in the United Kingdom. Uncertainty avoidance is determined at 86% in Switzerland and 35% in the UK. Further, Individualism stands at a rate of 89% in the United Kingdom and 51% in Switzerland. Long-term orientation has a difference of just 3% in both countries, as Switzerland has 48% and the UK has 51% (Hofstede insights, 2023). Therefore, it has been measured that the Switzerland government execute operations accordingly.
[bookmark: _Toc136685525]Recommendation for Hotel Handbook
The employees of Belvedere Hotel must establish healthy relationships with the customers to attract them to the country. The team should implement strategies to maintain the customer relationship. Inappropriate behaviour must not be followed during the arrival of guests from the United Kingdom.
Summary sheet
	Switzerland
	United Kingdom

	· Teaching Staff should increase the knowledge and skills of the employees to improve their behaviour.
· Employees should learn the culture of the UK and the English language to develop ethics during guests' arrival.
	· Guests should adopt the culture of Spain by increasing their observation.
· Hand shake can be a factor in initiating the blending with the culture.


[bookmark: _Toc136685526]Conclusion 
The report has summarised the concept of cultural awareness in hotel management in Switzerland. Guests from the United Kingdom are concerned by the country for developing knowledge about cultural awareness. The report discusses the Hofstede model insight for comparing and analysing the culture of the United Kingdom and Switzerland. Belvedere Hotel is selected in the report that is based in Switzerland.
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