Hotel Handbook 2






Hotel Handbook

Student name: Alexandra Maria Ganea
Student number: 2022141
Module name:Foreign Language & Cultural Awaraness(BMIH5003)Mandarin
Lecturer name:Jinping Li
Date: 16/06/2023




Executive Summary
This Hotel Handbook offers thorough advice for hotel personnel on serving German customers. It emphasizes cultural intelligence and sensitivity for hotel staff and offers practical suggestions for various hotel divisions to adapt their service delivery to German clients' cultural norms and requirements. The introduction emphasizes the growing importance of catering to international tourists and understanding cultural differences to deliver great guest experiences. To aid comprehension and implementation, the manual includes drawings, tables, graphs, and photos. Cultural intelligence and sensitivity for hotel staff, cultural implications for German guests in various hotel departments, and a list of "Do's and Don'ts" for staff interactions with German guests are discussed. These principles ensure culturally sensitive guest service in communication, etiquette, and service delivery. To improve interactions with German guests, staff should implement regular cultural training programs and workshops and encourage personalized guest interactions by offering tailored recommendations and meaningful conversations. These tips will help hotel workers satisfy German guests and build long-term relationships.
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[bookmark: _Toc137856225]Introduction
The hospitality sector has evolved into a hub for international tourists in today's networked world, making cultural sensitivity and intelligence essential skills for hotel staff. To deliver outstanding guest experiences, it is essential to comprehend and adjust to various cultural conventions and expectations (Hudson 2017). With a single international country as the point of attention, this paper seeks to explore the implications of cultural intelligence for guest services in the hotel sector. We will critically assess the function of cultural intelligence in planning and overseeing the visitor experience for visitors from abroad by utilizing pertinent cross-cultural theories and models. 
The report will open by emphasizing the need of cultural sensitivity and intelligence for hotel workers, underscoring the necessity for a thorough grasp of various cultures to foster a hospitable environment. The investigation of the effects of cultural intelligence on various hotel departments and functions will follow, with a focus on the service delivery modifications that must be made to satisfy the unique cultural norms and demands of visitors from the selected international country. This report seeks to provide hotel staff with the information and resources required to successfully manage cultural diversity and provide great guest experiences to visitors from abroad by incorporating conceptual frameworks and models.
[bookmark: _Toc137856226]Theoretical Frameworks and Models for Cultural Intelligence and Sensitivity
The ability of a person to adapt to and engage successfully in cross-cultural contexts is referred to as cultural intelligence. It entails being conscious of one's own cultural prejudices as well as knowing culture norms, beliefs, behaviors, and communication styles. According to Cetin & Walls (2015), hotel staff can improve their capacity to give international customers tailored and meaningful experiences by cultivating cultural knowledge.
[bookmark: _Toc137856227]Theoretical Framework
	The following are two fundamental theoretical frameworks that underpin cultural intelligence: The three components model and The Hofstede’s Cultural Dimensions.
[bookmark: _Toc137856228]	The Three Components Model
	According to the Three Components Model proposed by Ang and Van Dyne (2008), cultural intelligence has three components: cognitive, emotional, and behavioral. The cognitive component entails learning about various cultures, their values, traditions, and practices. The emotional component relates to a person's ability to empathize with people from other cultures and control emotional emotions in intercultural exchanges (Han, Kim & Hyun 2011). Adapting one's conduct and communication style to meet cultural differences is part of the behavioral component.
[bookmark: _Toc137856229]	Hofstede Cultural Dimensions 
Geert Hofstede's Cultural Dimensions give a framework for studying cultural variances across different nations. Power distance, individualism vs. collectivism, masculinity vs. femininity, uncertainty avoidance, and long-term vs. short-term orientation are among these aspects (Favaretto et al. 2016). Understanding these dimensions can assist hotel employees anticipate and cater to visitor expectations.
[bookmark: _Toc137856230]Implications for Hotel Guest Services: Cultural Norms and Requirements of Germans 
Understanding German cultural norms and needs is critical for creating a personalized and unique guest experience. The following are important factors to consider:
[bookmark: _Toc137856231]Open Communication
Germans want simple and straightforward communication. Hotel employees should strive for clear and succinct communication, avoiding unnecessary small talk and focusing on facts. It can also be advantageous to provide written instructions or materials in German (Ettinger, Grabner-Kräuter & Terlutter 2018).
[bookmark: _Toc137856232]Timeliness and Efficiency
Germans place a great priority on timeliness and efficiency. Hotel staff should guarantee that the check-in and check-out operations are streamlined and completed on time. It is critical to meet client expectations by sticking to scheduled times for services such as meal reservations or transportation arrangements (Poldrugovac, Tekavcic & Jankovic 2016).
[bookmark: _Toc137856233]Personal Space and Privacy
Germans place a high emphasis on their privacy and personal space. Hotel employees should respect their clients' privacy by offering options for minimal staff involvement, such as do-not-disturb signs or online check-in/check-out procedures (Tussyadiah 2016). It is also beneficial to provide quiet zones or specific locations for solitude.
[bookmark: _Toc137856234]Environmental Sustainability
Environmental awareness is important in German culture. Sustainable measures in hotel operations, such as energy-efficient lighting, recycling programs, and locally sourced food alternatives, correspond with the values and expectations of German visitors (Kolk & van Tulder 2010).
[bookmark: _Toc137856235]Hotel Department/Function Adaptations
Various hotel departments and functions can adopt the following adjustments to satisfy German visitors' distinct cultural norms and requirements: 
[bookmark: _Toc137856236]Front Office/Reception
· Train employees to communicate clearly and concisely.
· Ensure that the check-in and check-out processes are efficient.
· Display material in German and hire workers who speak German (Wang 2012).
[bookmark: _Toc137856237]General Maintenance
· Respect the privacy of your guests and provide options for little worker engagement.
· Instructions for room amenities and services should be provided in German (Mohammed & Rashi̇d 2012).
[bookmark: _Toc137856238]Food and Drink
· Include food that is both sustainable and locally sourced.
· Provide a range of breakfast options, including traditional German fare.
· Staff should be educated on German dining customs and etiquette.
[bookmark: _Toc137856239]Concierge/Guest Services 
· Make suggestions for local cultural experiences and places.
· Provide public transit information and schedules in German.
· Staff should be educated on German cultural events and festivals (Mohammed & Rashi̇d 2012).
[bookmark: _Toc137856240]The Do’s and Don’ts
	DO’s 
	Don’ts

	Communicate directly and clearly (Medinskaya & Randau 2021).
	Engage in excessive small talk 

	Respect guests' privacy and personal space  
	Invade guests' personal space or privacy

	Value punctuality and ensure efficient service 
	Be tardy or inefficient

	Incorporate sustainable practices
	Ignore environmental concerns

	Display information in German and provide German-speaking staff 
	Rely solely on English communication



[bookmark: _Toc137856241]Summary
This paper emphasizes the necessity of cultural knowledge and sensitivity for hotel staff while preparing and handling international guests, particularly German guests. We highlighted cultural intelligence in the hotel business by critically examining important cross-cultural theories and paradigms. The report introduces cultural intelligence and its cognitive, emotional, and behavioral components. Hofstede's Cultural Dimensions helps us understand cultural differences. These frameworks help hotel workers communicate with customers from different cultures. German cultural values and requirements affect hotel guest services. Direct communication, punctuality and efficiency, personal space, and environmental sustainability are important. Recognizing and accommodating these cultural preferences can improve German visitors' experiences. We conclude with a hotel employee "Do's and Don'ts" briefing. This table summarizes the best and worst ways to treat German guests. Hotel staff may customize experiences for international customers, especially Germans, by using cultural intelligence and sensitivity. 
[bookmark: _Toc137856242]Recommendations
1. Hotel workers should receive extensive German cultural awareness and sensitivity training. Staff should learn about German customs, traditions, and etiquette to anticipate and meet German guests' demands. 
2. German travelers speak English, so personnel should be fluent. Consider hiring German-speakers or training current employees. Language support can improve communication and make guests feel more comfortable expressing their needs and concerns in their own language (Rothfelder, Ottenbacher & Harrington 2012).
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