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Executive summary 
This report contains a hotel handbook on how to help staff manage guest service experiences for an international visitor. The recommendations include of enhanced communication and fostering cultural awareness. With these recommendations comes the solution to the handbook and this report is important as it goes into detail regarding different theories and models used in order to increase comfortability for the international visitor. 
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Introduction 
In this report I will be compiling and documenting relevant information on how to help hotel staff from Spain integrate and make customers from abroad feel included. 
Cultural intelligence and sensitivity are essential for hotel personnel due to the nature of the hospitality industry, which involves interacting with customers from diverse cultural backgrounds. Cultural intelligence refers to the ability to function effectively across cultural boundaries, while cultural sensitivity refers to the awareness and consideration of cultural differences in communication, behaviour, and values.



Main body 
[image: ][image: Diagram, shape

Description automatically generated]One relevant cross-cultural theory is Hofstede's cultural dimensions theory, which identifies six dimensions that explain cultural differences: power distance, individualism-collectivism, masculinity-femininity, uncertainty avoidance, long-term versus short-term orientation, and indulgence versus restraint (Hofstede, 1980). These dimensions affect the way people perceive and interpret behaviour, communication, and other cultural factors. For hotel personnel, cultural intelligence and sensitivity can help them understand and navigate cultural differences to provide excellent customer service. For example, power distance affects the way people perceive authority and hierarchy. Hotel personnel need to understand how customers from high power distance cultures, such as China or South Korea, may defer to authority figures and show respect to hotel staff, while customers from low power distance cultures, such as the US or Australia, may be more informal and egalitarian in their interactions (Gudykunst & Kim, 2003). Another relevant cross-cultural model is the Cultural Intelligence (CQ) model, which proposes four capabilities: cognitive, physical, emotional, and behavioural (Earley & Ang, 2003). Cognitive CQ involves understanding cultural differences and values, while physical CQ involves adapting to different physical environments. Emotional CQ involves managing emotions and adapting to new cultural situations, while behavioural CQ involves adjusting behaviour and communication style to fit cultural norms. Hotel personnel with high CQ can effectively engage with customers from diverse cultural backgrounds, understand their needs and preferences, and provide appropriate services. For example, cognitive CQ can help hotel personnel understand cultural norms related to food, language, religion, and etiquette, while physical CQ can help them adapt to different climatic conditions, modes of transportation, and accommodations (Ang & Van Dyne, 2008). In conclusion, cultural intelligence and sensitivity are essential for hotel personnel to provide excellent customer service in a culturally diverse environment. By understanding cultural dimensions (Hofstede, 1980) and developing CQ capabilities (Earley & Ang, 2003), hotel personnel can effectively communicate, interact, and adapt to customers from diverse cultural backgrounds, leading to increased customer satisfaction and loyalty.
 Hotel departments in Spain can adapt their service delivery to accommodate guests' specific cultural norms and requirements by following these practices:
1. Language: Guests from non-Spanish speaking countries may prefer to communicate in their native language. Hotel personnel can provide bilingual staff, offer translated materials, or use translation software to ensure effective communication.
2. Food and beverage: Guests from different cultures may have specific dietary requirements or preferences. Hotel restaurants can offer international cuisine options, cater to special diets (e.g., vegetarian, halal, kosher), and provide clear labelling and descriptions of menu items (Molz, 2015).
3. Cultural events and activities: Spain has a rich cultural heritage, and guests may be interested in experiencing local festivals, music, and dance. Hotel personnel can provide information about cultural events, arrange tours to historical and cultural sites, and offer activities that showcase Spanish traditions.
4. Etiquette and behaviour: Guests may have different expectations regarding social interactions and behaviour. Hotel personnel can be trained to be aware of cultural norms and show sensitivity to guests' customs, such as greetings, dress codes, and personal space (Solnet & Kralj, 2010).

5. Communication: Effective communication is essential to ensure that guests' needs and preferences are understood and met. Hotel personnel should be trained to use clear and simple language, avoid jargon and slang, and listen actively to guests' feedback and concerns.

6. Gestures and body language: Gestures and body language can have different meanings in different cultures. Hotel personnel should be aware of non-verbal cues, such as eye contact, handshakes, and facial expressions, and show respect for guests' personal space and boundaries.


7. Religion and spirituality: Guests may have different religious or spiritual beliefs that affect their preferences and behaviours. Hotel personnel should be sensitive to guests' beliefs and offer appropriate facilities and services, such as prayer mats, religious texts, or meditation rooms.

8. Personalization: Guests appreciate personalized experiences that cater to their individual needs and preferences. Hotel personnel can collect information about guests' cultural backgrounds, interests, and preferences and use this information to tailor their services and recommendations.


Summary 
In conclusion, by following these do's and don'ts, hotel departments/functions in Spain can adapt their service delivery to accommodate guests' specific cultural norms and requirements. This can lead to increased guest satisfaction, loyalty, and positive reviews, ultimately benefiting the hotel's reputation and business success, therefore promoting cultural understanding and respect, contributing to a more diverse and inclusive society.


‘Do’s and Don’ts’ table
	Do's
	Don'ts

	Provide bilingual staff or translation tools
	Assume all guests speak Spanish

	Offer international cuisine options
	Assume all guests have the same dietary needs

	Provide information on cultural events
	Assume all guests are familiar with local culture

	Offer a variety of guest amenities
	Assume all guests have the same preferences

	Be aware of cultural norms
	Assume all guests have the same expectations

	Show sensitivity to guests' customs
	Assume all guests behave the same way




Recommendations 
Foster cultural awareness: Hotel staff should be trained to recognize and appreciate cultural differences to provide personalized and culturally appropriate services. For example, they should learn about guests' customs and etiquette, offer bilingual communication options, and provide information about local cultural events and attractions.
Enhance communication: Effective communication is critical for managing the guest service experience. Hotel staff should focus on building rapport with guests, actively listening to their needs and preferences, and using language that is clear and concise. They can also use technology to enhance communication, such as offering translation software or providing mobile apps that allow guests to request services or provide feedback. By fostering cultural awareness and enhancing communication, hotel staff can create a welcoming and memorable guest experience for international visitors.


References: 
Hofstede, G. (2001). Culture's consequences: comparing values, behaviors, institutions, and organizations across nations. Sage publications.
Earley, P. C., & Ang, S. (2003). Cultural intelligence: individual interactions across cultures. Stanford University Press.
Leung, K., & Bond, M. H. (2010). Psychology and culture. In S. T. Fiske, D. T. Gilbert, & G. Lindzey (Eds.), Handbook of social psychology (pp. 950-991). Wiley.
Shen, Y. C., & Chen, H. Y. (2016). The relationship between cultural intelligence and job performance in international tourist hotels: The mediating role of customer orientation. Tourism Management, 52, 194-201.
Tarí, J. J., Molina-Azorín, J. F., & Heras-Saizarbitoria, I. (2014). Does cultural diversity management improve performance in the hotel and restaurant sector? International Journal of Hospitality Management, 38, 84-94.
Varma, A., Budhwar, P., & DeNisi, A. (2008). Performance management systems: A global perspective. Routledge.
Earley, P. C., & Ang, S. (2003). Cultural intelligence: Individual interactions across cultures. Stanford University Press.
Hofstede, G. (2011). Dimensionalizing cultures: The Hofstede model in context. Online Readings in Psychology and Culture, 2(1), 1-26.
Kim, Y. Y. (2001). Becoming intercultural: An integrative theory of communication and cross-cultural adaptation. Sage Publications.
Li, X., Liang, X., Liang, Y., & Huang, S. (2021). The impact of cultural intelligence on cross-cultural adjustment and job satisfaction in the hotel industry: Evidence from China. Journal of Hospitality and Tourism Management, 46, 292-302. https://doi.org/10.1016/j.jhtm.2020.12.002
Meng, F., & Wu, L. (2020). The effects of employees' cultural intelligence on guest satisfaction in the hospitality industry. Journal of Hospitality and Tourism Management, 44, 27-35. https://doi.org/10.1016/j.jhtm.2020.01.001 
Cheung, C., & Law, R. (2018). A review of research methods in the field of hotel website and online booking research. Journal of Travel & Tourism Marketing, 35(4), 427-438. https://doi.org/10.1080/10548408.2017.1290055 


image1.png




image2.png
POWER
DISTANCE

HOFSTEDES
CULTURAL
DIVIENSIONS)

LONG VS
SHORT TERM
ORIENTATION,




