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Introduction	
In the hospitality industry, there is a diverse variety of vocations that may or may not necessitate the completion of a college degree. Hotel valets, cleaning workers, and restaurant waiters all have specific requirements that differ from those of hotel management or check-in clerks (Barsky 1992). However, because every member of a hotel's staff represents the establishment's hospitality culture, all workers must get thorough training in the establishment's basic values and expectations. Every firm in the hospitality sector has its distinct way of doing things (Chan 2008). This is especially true in the case of restaurants. Chocolates left on a guest's pillow by a kind maid are a fond memory for many people who have experienced them. It is usual on cruise ships to see towel monkeys perched on the bed as a pleasant amenity. In a tropical hotel, you might expect to be greeted with a lei. In terms of a career, starting as a waiter or waitress is a common path for many people who work in the hospitality industry. However, the ability to recognize future leaders with leadership potential improves as a result of companies making investments in staff training. For this purpose, the current paper will discuss the approaches that can be used by hotel staff to deal with international customers. 
There are several training opportunities available to people who wish to work in the hospitality industry (Jones, Hillier and Comfort 2014). Communicating with and engaging with hotel guests are two of the most essential abilities a hotelier may possess. Additionally, collaboration and multicultural training are emphasized, as visitors perceive the personnel as one organism (Martĺnez-Ros and Orfila-Sintes 2009). As a hotel employee, one never knows who their customers will be; as a result, one must learn to interact with people from a range of different backgrounds and cultural backgrounds. Despite these differences, the visitor experience must be the same for everyone.

Why Employee Training is Required
	It is necessary to have a wide range of skills and knowledge to stay up-to-date with technological breakthroughs. Consumers now are better informed than they have ever been about the products and services they purchase due to mass production and a vast range of options available (Whitla, Walters and Davies 2007). To fulfil the needs of today's consumers, innovative solutions and a broad range of experience are required. Because of the ever-increasing demands of the marketplace, the organisations are compelled to employ managerial strategies to increase efficiency while simultaneously adjusting production and service offerings to suit the changing wants and expectations of customers (Dinnen and Hassanien 2011). As a result of the changing market realities of dynamic competition, enhanced information technology, economic knowledge, and globalisation, the importance of human resources in a corporation has increased significantly (Gursoy and Chi 2020). Because of these conditions, businesses are allowed and encouraged to utilise human capital as a strategic resource. Different approaches to human resources, management, and development are the only things that can account for organisational differences. 
In today's global environment, which is getting increasingly complex and obscure, knowledge and skill are the only sources of competitive advantage that can be obtained. Because of this, training is typically seen as an instrument for accomplishing organisational objectives (Mmutle and Shonhe 2017). As a result, employee training is becoming popular as a solution to the increasingly complex problems facing businesses. Training for new workers should begin with an orientation session before their first day of work and should continue throughout their tenure with the company, if possible. There has been continued expansion of the service industry in industrialised countries (Mohsin 2006). The expansion of tourism has hurt the growth of the hotel industry. A hotel's ability to provide high-quality service is becoming increasingly vital in evaluating whether or not the establishment is a success. Hotel employees play an important role in increasing the overall quality of service, so it is critical to provide them with ongoing training in relevant fields to broaden their knowledge and abilities (Legrand, Sloan and Chen 2013). Providing employees with training not only assists the organisation in reaching its goals but also assists them in performing their duties more efficiently. Employees must be trained according to the principles of Hofstede's Dimension theory as it provides a thorough insight regarding dealing with people belonging to different cultures. This will prove to be helpful for the hotel mamagement to ensure that the staff effectively deals with the international guests due to which the desired customer satisfaction can be attained. 

Methods to Deal International Guests
In the long run, being able to recognise different types of guests and their expectations will save you a great deal of sorrow and frustration.  Attentive hosts can make sure that their guests are satisfied as a result of their meticulous attention to detail (Li et al. 2013). Assisting in accomplishing their objectives and meeting their wants would make both visitors very pleased with your services (Johnson, Thompson and Paul 2022). The selections made by the host serve as a reference for the orders placed by guests. Repeat customers are at risk of being lost because of waiters who are not sensitive to the situation, which can be a major problem for the restaurant in the long run if they urge clients to purchase expensive items. Therefore, it is highly important that the waiters must understand and respect the customers belonging to different cultures.  It is the waiter's responsibility, as seen in these cases, to assist diners in understanding their self-perceptions (Ayachit and Chitta 2022). The concerned staff must understand that a vacationer who is having lunch with a guest is in a completely different frame of mind than a business traveller. The expectations of guests, as well as their degrees of pleasure, are quite varied. For the vast majority of service members, this is the most interesting aspect of their work responsibilities.
Generally, assistance with the menu is extremely appreciated in the majority of cases. The employee may assist the customer with the selection of food and beverages, which is especially useful if there is a language barrier. It should always be kept in mind that the level of service one provides to guests has an impact on the reputation of the region or country in which they work. Many prominent tourist destinations across the world offer menus in a variety of languages; nevertheless, the United States looks to be trailing behind in this regard. The hotel management should consider giving these guests a menu in their local language to make this part of their vacation a little more convenient for them. Certainly, it is difficult to serve people from all over the world in their original language but the management can develop effective mechanisms to train the staff according to the needs of the situation. 
Do’s and Don’ts 
	Do’s
	Don’ts

	The staff must greet the international customers in their national language. 
	The medium of communication must not be only based on English.

	Menus must have traditional cuisine for international customers.
	Standardised menus must be avoided.

	Staff must communicate with them frequently to make them feel comfortable. 
	Staff should not hesitate while communicating with the international customers. 

	Rooms must be decorated according to their cultures so that they can have a homely experience.
	Negative feedback from the consumer must not be dealt with with a negative attitude.



Conclusion
[bookmark: _GoBack]Therefore, in the hotel field, it is important to pay a lot of attention to the employees and to offer them all the necessary resources to learn and study, to exercise all the tasks, especially in offering a pleasant experience to the clients.
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