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Executive Summary

This report is designed to help our hotel staff to become more culturally aware, to manage the guest expectations and improve experience for our international visitors from Pakistan. This report discusses common cultural expectations important to those working in the hospitality sector in Great Britain which staff can use as guidance so that our business is a success. Understanding of culture in the hospitality industry is essential for smooth running of services as it reduces likeliness of accidentally offending guests or cultural misunderstandings if staff now what to expect from guests and vice versa. Furthermore, cultural awareness means that staff can prepare for British guests by adding extra touches acquired to guest taste and improve guest experience. 


Key Findings

· International travel is booming so staff are accommodating to guest from around the globe constantly
· Identifying cultural differences enables different values to be incorporated into the business
· Hotels can benefit from market research that can identify their main demographic to focus on meeting those cultural needs as a competitive advantage
· It is essential that hotels critically reflect on criticism to make the necessary improvements in being culturally intelligent.
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This report will define and discuss the importance of cultural awareness in the successful running of a hotel. Theories will be applied to implementing cultural competence for good guest services whilst guests from Pakistan are staying in UK hotels. A table of Do’s and Don’t is included to give staff tips on how they can best accommodate these guests and break cultural barriers. 

Intercultural competence is defined as the skills, knowledge and behaviours needed to build harmonious interactions between individuals. Although intercultural competence is not interchangeable with intercultural sensitivity, the two do interlink (Deardorff, 2021). Intercultural competence refers specifically to effective communication and adhering to a cultural framework.

Fantini (2018) breaks down intercultural competency dimensions into three areas as detailed below:

· 8 attributes, - Empathy, Openness, Patience, Curiosity, Flexibility, Suspended judgement, Tolerance for ambiguity and Humour.

· 3 interrelated areas – Formation and maintenance of relationships, communication without disorientation, cooperation for mutual benefit.

· 4 dimensions – Knowledge, Skills, Attitudes, Awareness 

Globalisation and increased interconnectedness between nations has broadened the consumer market vastly in the past 100 years. In the tourism sector, the number of international arrivals has risen from 50 million in 1950 to 1.18 billion in 2015 (UNWTO, 2016). This sharp increase means that hotels are accommodating guests from all corners of the globe. Adopting cultural awareness is now vital for competing organisations, not only to strengthen their relationships with consumers but also maintain their network of foreign investors. The ‘customer service experience’ is now a differentiating factor in consumer choice. (Hudson, 2017) 

It is beneficial for businesses to adopt an ethnographic approach to business strategy by identifying key cultural differences, customs, and behaviours and incorporating such values into the company ethos. Modern companies have a corporate social responsibility to champion diversity, irrespective of the beliefs of the management and staff that work there. 

Effective market research is critical in managing customer expectations (Bitner, 2020) and customer retention is a pillar of hotel management. Hotels can achieve this through the close monitoring of travel patterns and spotting high numbers of visitors from a specific country. Hotels can gain a competitive advantage by focusing on their international visitors, who in turn may use their hotel chain as a ‘go to’ for bookings if they receive outstanding service, as individuals possess an innate ability to conform and empathise with what’s familiar. (Ivanova et al, 2016)

Many of the major sociological theories and marketing disciplines derive from the theories and philosophies of the Western school of thought. This renders them not wholly applicable/ relatable to certain communities (Burton, 2008). Venkatesh (1995) explores ‘Ethnoconsumerism.’ This theory mandates researchers to adopt a cross cultural approach when completing consumer research, ensuring that questions asked are meaningful and relevant to the individual. This approach does not assume that concepts of ‘class’ ‘authority’, ‘morals’ etc are homogeneous across societies. 

Cultural intelligence and sensitivity are essential for hotel personnel. It is important to encourage cohesion between cultures as it reflects positively on the business and reenforces any internal equality and diversity policies that may be in place. It is important that consumers experience recognition. When a hotel holds their consumers in high regard, it acknowledges their value as individual people and not just a commodity or a ‘dollar sign’. (Susskind, 2019) This also greatly impacts on employee morale and ultimately team performance. If the hotel can display cultural sensitivity to its’ guests, it also indicates that they will treat their staff in the same manner. 

The inhabitants of Great Britain follow a fairly liberal lifestyle. Although originally founded on Christian values, the influence of religion on British society has taken a steep decline. Britain can now be described as a secular country, with a clear separation between church and state. Globalisation and integration have exposed Britain to various cultures. In stark comparison, Pakistan is a conservative country that follows religious laws. Newly founded in the 1940’s as an Islamic republic, Pakistan have carried their traditional customs through to the modern age.

The following recommendations have been proposed to aid staff in preparing and managing the guest experience for international visitors from Pakistan during the busy cricket season, and how they might need to adapt their service delivery to accommodate guests ‘specific cultural norms and requirements’.






















	Dos
	Don’ts

	The estates department are responsible for maintaining a designated prayer room. 

	Client/ welcoming team to understand appropriate greetings ie females not to shake hands with men. 

Staff not to interpret any reluctance from guests as rude or standoffish


	Events team responsible for providing same sex arrangement for functions and banqueting rooms.

	

	Client services team appropriate studying of body language.

	Client/ welcome services avoiding use of first name when addressing individuals particularly elders.


	Using professional translators to make sure that signage, manuals etc are translated correctly 

	Avoid any translated documents with inappropriate use of imperatives. Ensure that translated equivalent does not insult/ sound rude to the user (Warren, 2017). 


	The catering department solely responsible for delivering halal food options, omission of pork from menu. Serving food with the right hand and serving elders first.

	Avoiding cross contamination with prohibited foods


	To consult with members of a certain community to ensure accurate customs are adhered to avoid offence

	To avoid cultural appropriation, ensuring that any actions do not appear disingenuous, gimmicky or make a mockery.








Critical reflection is an integral part of developing intercultural competencies. (Deardorff, 2021). Any attempts of intercultural competence and sensitivity will be futile if the hotel fails to acknowledge any suggestions and be receptive to feedback for improvement. For the above strategy to be effective, the hotel should strive towards continuous development by listening to constructive criticism and action any changes accordingly.
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