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[bookmark: _Toc107071464]INTRODUCTION 
Foreign language and culture awareness is a key approach for a hotel industry to attaining the international guest (Soodmand Afshar and Moradifar, 2021).  In these report we are going to discuss about how hotel personnel can attain a guest arrived from Spain and increase the visiting experience of the guest in the host country i.e. United Kingdom (UK).  
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Cross-cultural Communication Theory (CCT) explains how different people with different ideas of communication. This type of difference is because of the different languages of countries and cultures also. Culture is a very complicated term it includes beliefs, knowledge, morals, rituals, and others whereas customs are the ways of how the people behave and do something that is specific to a tradition of a particular place. There are different cultures and customs which are associated with different countries of the world.  It is very important for Hotel personnel to properly evaluate the culture of the different countries and the sensitivity of the culture to provide the best service (Mashudi, M., and et.al., 2022).

Hotel staff should have knowledge of different gestures, cultures, and languages that can be used to make a balance between the different cultures to make effective and efficient communication with the guest. For understanding the behavior of the guest first of all we have to get information about their language and their culture their likes and dislikes in food, and their other interest in which the guest is sensitive so that the hotel Staff can easily impress the guest. On the other hand for making a good impression on the guest, we can show guests our culture in the best way so that guests can enjoy it at its best than their own country. When any guest comes from any other country comes as a tourist, the guest has very much interested to know and participate in the local culture and customs so that the purpose of visiting the place of the region for this hotel personnel have to guide the guest about the vulture and customs of the host country which can be enjoyed by the guest. And best culture and customs should be shown so that if the guest compares the culture of the host country with his native country then at that time the guest should feel very impressed (Yurtsever and Dilara, 2021). 
Also it is very important that the hotel staff have knowledge about the sensitivity of the guest’s culture or origin so that the guest does not feel uncomfortable at any point of time during the stay in the hotel. In hospitality industry it is very important to understand the behavior of the guest of different countries so that the guest can be given the best and perfect experience of their stay in the Hotel. Hotel staff should have knowledge about how much cleanliness and what type of room atmosphere will be required to impress the guest in the first meeting or at the time of check-in in the hotel.     
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Front office department: 
The front office manager and its team have the duty to provide essential services to the customer, creative sales and develops goods experience with good and effective communication.  Because having appropriate Communication is one of the best approaches to develop higher effectiveness and long term relation with other country people and it helps to make good reputation of different country or location as well. From office department which means manager and its team has duty to provide all the essential services on time and resolved all queries and information. Because, front office department team is the key source of expansion of positive reputation of hotel. Individual guest when comes in the UK from Spain they don’t have specific knowledge of UK culture and language. So, front officer department different members has duty that they interact with customer and resolve their issues. Guest who comes from different area and they only have idea of Spanish language its essential that hospitality industry engage employees in front department that they can easily communicate with Spain guest. 
This is the right method of helping of guest and expansion of culture awareness. And its accommodate to show right culture of country as well. Also it helps to increase specific area and hotel goodwill.
 Food and Beverage Service Department: 
This department and its team members and manager has also major duty and responsibility to develop culture awareness with right manner and essential help distribution to the employee. Spain audience mainly likes to eat pasta, meet, rice and many more and UK people mainly like to Pudding, fish, chips etc. (Razoqova, 2022). Hotel industry food and beverage services department has duty that when they establish this type of services they firstly add multiple countries food and also its manager has duty to fulfil their food needs because its key approach for country reputation and hotel industry goodwill.
Ideas of all the duties and responsibility it’s very clear that hotel industry management team its workers has major duty to develop higher concern on best service distribution to customer because of culture awareness and its effectiveness.
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· Do a follow up for any activity performed for the guest by taking to him personally.
· Do guide the guest whenever he/she ask for the direction or help relating anything.
· Do work in such a way that quality standards can be followed at every dish and serving.
· Do not make any promise which exceeds your authority. 
· Do not tell the guest that you are tired or want to go home or working from long hours.
· Do not forget to taste the food before every serving to the guest.
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It has been summarized from the above reflective study that Cross cultural Communication Theory is major essential term for hospitality industry management team effectiveness because utilization of theory helps to give right direction to the employee towards with the customer. It’s been also identified from the study that different department of hotel has duty to engage multiple practices when customer comes from the other international countries with helping them and good communication.
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