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Introduction
The below report will analyse the key cultural differences, customs and behaviours for the Hotel Trinity guests situated in Spain.
Diversity remains one of the trendiest subjects in business and the workplace and the general opinion is that variety does provide advantages.
Given the global economy and diverse workforces, managing across cultural and national boundaries is vital for contemporary businesses. Understanding Cross-Cultural Management provides practical skills and insights into one of the most challenging and intriguing aspects of organisational life. It presents a selected but complete review of modern and traditional views on cultural management and encourages applying concepts and theories via business examples and practical activities. Visible cultural differences represent just 10% of cultural identities; 90% are hidden, such as values, assumptions, and beliefs.

Intercultural communication
Experts in intercultural communication have concentrated on identifying intercultural hurdles that must be overcome since it would be difficult to acquire the norms of all cultures. LaRay Barna (1997) compiled a list of 6 intercultural communication barriers: 
· Language
· stereotypes and prejudice 
· ethnocentrism 
· assuming similarity instead of difference 
· nonverbal misinterpretations 
· anxiety 
All civilizations use body language to communicate, but its significance depends on the culture of the recipient. A fundamental awareness of how people of a specific culture act and think is a good beginning point for managing intercultural relationships, yet cultural standards do not accept one to forecast people's actions and emotions with confidence.

Tourists cultures visiting Spain
By examining the Spanish culture through the prism of the 5-D Model, will result in a comprehensive understanding of the underlying dynamics that set it apart from other civilizations.
According to Hofstede, France and Germany were the top two nations sending visitors to Spain in 2021. In that year, about eleven million visitors came to Spain from France and the United Kingdom. While Germany ranked second, with over 5 million overseas visitors, the United Kingdom ranked third, with over 4.3 million tourists to Spain, even if, historically United Kingdom has been the main source of foreign tourism to Spain before the pandemic.
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Every member of an individualist society is expected to prioritise their own needs and those of their immediate family above everything else. Collective societies place a premium on group membership, with members receiving protection and support in exchange for their commitment. Spain is a more collectivist nation than the rest of Europe (with the exception of Portugal). In contrast to other regions of the globe, it is seen as very individualistic, making it fairly simple for Spaniards to connect to non-European civilizations, while other nations might be perceived as harsh and abrupt. 
As shown on the below graph the Spain culture has many similarities with it’s most tourists making natural connections between staff and guests.
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On the other hand the German society is really individualist. The majority of people live in small households with an emphasis on the parent-child bond rather than the interaction between cousins. Strong faith exists in the self-actualization goal.
The German interactions are amongst the most straightforward worldwide, Germans prefering to "be honest, even if it hurts" - therefore affording the counterpart an equal opportunity to learn from errors.
Germans seek to compensate for their greater uncertainty by depending heavily on expert knowledge.
Even if Spain has a very similar culture as their guests from Germany, France and United Kingdom the employees need to pay great attention to their gestures and certain conversation subjects as this could upset or offend their guests.
Those speaking between cultures must thus avoid assuming that particular gestures do not have the same significance as in their own culture.

Cultural differences and how to approach them
	Do’s
	Do not

	Observe what others are doing and, if possible, mimic their conduct if appropriate
	Stare at individuals

	Make sure to keep making eye contact with the other person showing them respect.
	Never display two fingers with the nails pointed to others, as this is an insult for British guests.


	French guests prefer to communicate in French. Greeting French guests with "bonjour" or "bonsoir" is appropriate (good evening)
	Do not respond ’’okay’’ with the thumb up as this would offend a German guest

	When meeting for the first time or in a business setting, address French visitors as "Monsieur" and "Madame."
	Do not expect the French guests to be on time

	Avoid injecting humour to lighten a solemn talk by giving real responses to important topics.
	Do not exhibit impatience or a hostile disposition, since this might be perceived as unprofessional.

	Avoid calling attention to yourself or yelling across areas in public.
	Do not remove your top in hotel-affiliated swimming pools or beaches as this could be offensive for some guests

	Avoid cancelling or being late on a German guest at the last minute. If you expect to be late, give your German counterpart plenty of notice
	If a German guest has already given you a response to a question, do not force them to change their mind.

	Greet guests with respect avoiding slangs or gestures
	Do not discuss German activities during World War II as if the German counterpart was present.

	Be polite and patient towards the guests requests
	Do not associate a German guest to Hitler or the Nazis of World War II, nor express anti-Semitic views (even as a joke). The German nation has strict rules against Nazi symbols and hate speech.

	Control the anger or emotions near English guests since public outbursts and huge emotional displays are unusual.
	Do not use hand gestures to explain something 

	When initiating a discussion, avoid inquiring about personal problems, particularly those referring to a person's relationship or finances.
	Do not blow your nose in public as this can be offensive for Turkish or Japan guests

	The British visitors like teasing, so avoid taking their jokes too literally.
	Do not criticise excessively in public. Complaining loudly (for example, to a waiter) when in British company is likely to humiliate them, as the British want to avoid conflict.

	Unless you have a well-established connection with someone, avoid asking intimate inquiries about age, sexual orientation, family, or children. The French hold a significant priority on their own and others' privacy.
	



Conclusion
Managing across cultural and national boundaries is vital for contemporary businesses.
Spanish employees need to pay great attention to their gestures and certain conversation subjects as this could upset or offend their guests from Germany, France, UK or other countries. 
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