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Executive Summary
The German culture is quite strikingly different from the British culture, which mandates the British hotel personnel to possess awareness and be trained efficiently, in order to cater to the demands of the German visitors in UK hotels. Different preferences regarding privacy, coffee consumption, communication, outdoor activities, maintaining compliance with rules and orders as well punctuality mandates retribution and adaptation of the different departments within the UK hotels, to adjust their service delivery systems according to the preference of German visitors, in an effort to enhance guest experience. This handbook provides guideline pertaining to the same. 
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[bookmark: _Toc148091744]Introduction
This hotel handbook will outline the basics of managing guest experience of international visitors, for the staff, to help them act appropriately, considering the tenets of cultural differences and adapting changes to the existing service delivery model within departments, for facilitation of accommodation of specific cultural norms and requirements of the guests. 
[bookmark: _Toc148091745]Critical evaluation of the importance of cultural intelligence and sensitivity for hotel personnel
Cultural Intelligence refers to the capability of identifying cultural differences and adapting to the same successfully, through exhibiting changes which aids in accommodating the differences successfully (Lewis, 2008). Possessing cultural intelligence is critical for hospitality staff since it allows them to cater to the specific needs of the international visitors through comprehending the cultural norms, enabling the staff to function across a range of different settings and accommodating the needs of visitors from different cultures (Methan, 2001). Cultural sensitivity, on the other hand, refers to the ability to learn and comprehend the cultural differences as well as codes of conduct that would be required for handling the needs as well as communicating with individuals from different cultures (Lewis, 2008). Awareness regarding the cultural similarities and differences, as fostered through cultural sensitivity, exhibits impact in learning, values and behaviour; therefore, cultural sensitivity is also important to be honed and practiced by the hospitality staff, for showcasing respect to the culture of the international visitors, therefore improving their experience while also helping them feel valued within the hotel settings (White and Frew, 2011). 
[bookmark: _Toc148091746]Hotel guest service implications for guests from Germany
According to Hofstede’s model of Cultural Dimensions, it is imperative for the hotel to find opportunities to offer appropriate Communication (C1), Choice (C2) and Convenience (C3) (3Cs) to the guests, for enhancing their experience, therefore differentiating services and generating increasing revenues (Lewis, 2005). Vide the model of Cultural Intelligence, the hotel personnel are required to exhibit three areas of behaviour, namely metacognition and cognition (M&C), motivation (M) and behaviour (B) (Moran, 2018). While metacognition and cognition govern the abilities to think about the cultural differences, learn about appropriate behaviour and strategize regarding implementation of the same across different departments within the hospitality organisations, the aspect of motivation is concerned about self-efficacy, persistence and alignment with personal values of the staff (Jandt, 2016). The before mentioned two aspects determine the extent to which the staff are able to incorporate the requisite changes and exhibit appropriate behaviour to the visitor, depicting adaptation to the cultural differences. 
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The Germans are more direct in conversation than the Britishers (Jiricka-Purrer et al., 2020), therefore, the hotel staff at the Front Office would be required to engage in direct, factual conversation with the German visitor, specifically mentioning about the services, their price, amenities that they would be provided, check-in check-out time, payment modes and similar such details (B), for ensuring transparent business communication and seamless operation (M). British staff would tend to rely on more polite conversations, which is not compliant with German culture and thus, tends to be adapted by the staff (Wall and Mathieson, 2006). Furthermore, the German visitors might be more vocal regarding their negative feelings and anger, owing to them being a more masculine society, according to Hofstede’s Cultural Dimensions, in comparison to UK(M&C), therefore, all the staff of the hotel involved in direct communication with the visitors, must be efficient enough to handle the demands of the visitor as well as the negative feelings they share, on their dissatisfaction (B) (Cooper and Hall, 2005). This might involve exhibition of negotiation skills and offering appeasement in form of complimentary services, to the visitor, in order to redress their grievance regarding any bad service rendered by the hotel (M). 
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German individuals are also known for their punctuality (M&C) and thus, the hotel staff would have to ensure punctual delivery of services including check-in, serving food and the likes (B), for ensuring good customer experience, thus, mandating adaptation on the part of Front-Office staff, housekeeping staff as well as marketing staff, when reaching out to the German tourists and facilitating booking their services (M) (Lewis, 2005). Britain and Germany share one-hour difference in time, so while attending the German guest, the hotel staff should convey to them the need for adjusting the clock to British time, right after they check-in to the hotel, for avoiding any confusion (Samovar, 2009). 
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Germans tend to prefer coffee to tea and prefer it when their coffee is served early like in between 2pm-3pm, along with sweet cakes (C2); the food and beverage department at the hotel should take this into consideration and make appropriate arrangements; the visitor can also be given a complimentary coffee and cake (C3) on their first day at the hotel, which would enhance the gest experience presumably (C1) (Jiricka-Purrer et al., 2020). 
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The German visitors would prefer outdoor activities as well as even dining al fresco (C2). In order to accommodate the need, the hotel would be required to arrange for outdoor dining (C1), while keeping amenities like blankets handy, so that the guests can feel comfortable while dining al fresco (C3) (Statista, 2022). 
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German visitors prefer privacy, with personal information being kept private; the hotel staff accountable for documentation processes should ensure that all details of the visitor are kept private under all circumstances, for enhancing guest experience. German visitors tend to be a bit apprehensive regarding online transactions as well as sharing other details, as might be required by the hotel; in order to help overcome their apprehension, the manager of the hotel might take time to explain the information security systems implemented within the organisation, for preventing any security breach. Being of pragmatic orientation, the German visitors are likely to adapt to the condition and would comply with the rule satisfactorily (Timm, 2011). Furthermore, Germans tend to have high regards for rules and orders, since they are a restrained culture, with lower levels of indulgence on Hofstede dimensions scale; in order to avoid skinny dipping and sunbathing by the German visitors within the hotel, which the German are quite comfortable with, but might evoke dissatisfaction amongst the other visitors, the hotel requires to impose rules preventing skinny dipping and sunbathing in the public pools and areas within the hotel (Gudykunst, 2004). The hotel could arrange for rooms with private pools for the German visitors, to enhance their satisfaction, appease them and enhance their experiences further.
[bookmark: _Toc148091747]Table of Do’s and Don’ts for the staff
	Do’s
	Don’ts

	· Shake hands with the German visitors, for welcoming them
	· Converse in a loud voice

	· Greet them warmly, preferably in German
	· Book them in a room which might be close to a source of loud noise like the in-house restaurant or waiting lobby

	· Be punctual in service-delivery, at all times
	· Expect the guests to speak in English (the staff can explain their inability to comprehend German and be apologetic for the same, while coming up with a solution to bridge communication gap)

	· Respect the privacy of the guests at all times
	

	· Hire staff fluent in German, for communicating with the German guests
	


[bookmark: _Toc148091748]Summary
The handbook explains the differences in culture and values between German and British cultures, thereby outlining the changes that might be required to be adapted and implemented with various departments of the hotel, to cater to the needs of the German guests, efficiently. 
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Fig 3: Most punctual countries of the world

(Source: Soldatenko and Backer, 2019)
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Fig 4: Preference of coffee to tea in German culture

(Source: Statista, 2023)
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Fig 5: Preference of outdoor activities amongst German tourists

(Source: Statista, 2022)
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Figl: Hofstede’s Cultural Dimensions for Germany and UK

(Source: Hofstede Insights.com, 2023)
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Fig 2: Directness in conversation preferred amongst German Visitors

(Source: Soldatenko and Backer, 2019)




