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[bookmark: _Toc128171831]Executive summary
Cultural competence refers to the ability to effectively navigate and understand cultural differences and similarities in a respectful and empathetic way. In the hotel industry, cultural competence is crucial for providing exceptional service to guests from diverse backgrounds. This involves understanding and respecting cultural differences in communication styles, customs, and etiquette. Hotel staff should be trained to recognize and appreciate the unique needs and preferences of guests from different cultures (Akechi et al., 2013). For example, providing halal or kosher food options for Muslim or Jewish guests, or understanding the importance of bowing in Japanese culture. Cultural competence also includes being sensitive to potential cultural barriers that may arise, such as language barriers, and finding ways to effectively communicate and address them. Ultimately, cultural competence can help hotels provide a welcoming and inclusive environment for all guests. This report entails a handbook for comparing cultures between two countries. The selected countries are Italy and Spain. 
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Culture is different in different countries which the hotel organization has to comply with. The development of the hotel industry and its potentiality is more with proper adjustment of culture and attaining more competency. The difference of culture has been explored here in this report with the use of the theory of cultural dimensions by Hofstede (Jandt, 2016). Hofstede's cultural dimensions theory describes six dimensions of cultural differences: power distance, individualism vs. collectivism, masculinity vs. femininity, uncertainty avoidance, long-term vs. short-term orientation, and indulgence vs. restraint. In this report the two selected countries Spain and Italy have been analysed with their cultural potentiality using the theory. 
[bookmark: _Toc128171833]Country A: Italy
The first selected country is Italy which has more potentiality with the involvement in the hotel industry. The cultural competency of Italy in hotel industry can be analysed with the use of cultural dimension theory by Hofstede (Samovar, 2009). The theory can be useful in understanding the cultural differences that may affect the hotel industry in Italy.
· Italy is a country with a high level of individualism, meaning that individuals tend to prioritize their own interests and achievements over those of the group. Therefore, hotels in Italy may need to focus on personalized services and individual attention to meet the needs of their guests.
· Italy has a relatively high level of uncertainty avoidance, which means that Italians tend to prefer structure and predictability in their daily lives. This may impact the way hotels operate in Italy, as guests may prefer clear and concise communication about hotel policies and procedures.
· Italy is a society that values indulgence, which means that people in Italy tend to enjoy and appreciate life's pleasures. Hotels in Italy may need to cater to this value by offering luxurious and high-quality amenities and experiences.
· Italy has a relatively low level of long-term orientation, which means that Italians tend to focus on the present moment rather than planning for the future. This may impact the way hotels in Italy market their services, as guests may be more interested in short-term experiences rather than long-term planning.
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The second country that has been selected here is Spain from where lot of visitors visit different countries. Hofstede's cultural dimensions can also be applied to understand the hotel industry in Spain.
· Spain is a country with a relatively high level of collectivism, meaning that people tend to prioritize the needs and goals of the group over their individual needs. Therefore, hotels in Spain may need to focus on creating a sense of community and shared experiences to appeal to their guests.
· It has a relatively low level of uncertainty avoidance, which means that Spaniards tend to be comfortable with ambiguity and uncertainty. This may impact the way hotels operate in Spain, as guests may be more open to trying new and innovative experiences.
· Spain is a society that values indulgence, similar to Italy, which means that people in Spain tend to enjoy life's pleasures. Hotels in Spain may need to cater to this value by offering high-quality amenities and experiences that provide a sense of luxury and indulgence.
· Spain has a relatively high level of long-term orientation, which means that Spaniards tend to focus on planning for the future and have a strong sense of perseverance. Hotels in Spain may need to cater to this value by offering long-term packages or planning for future events and experiences that guests can look forward to.
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While Italy and Spain share some similarities in their cultural values and how they relate to the hotel industry, there are also notable differences between the two countries.
In terms of individualism, Italy has a higher level than Spain, which means that hotels in Italy may need to focus more on personalized services to meet the needs of their guests (Timm, 2011). Spain's higher level of collectivism, on the other hand, may result in a greater emphasis on community and shared experiences.
Italy and Spain also differ in their levels of uncertainty avoidance, with Spain having a lower level than Italy. This means that hotels in Spain may be more willing to take risks and try new and innovative experiences, while hotels in Italy may need to provide more clear and concise communication about policies and procedures to meet the needs of guests who value structure and predictability.
Both countries share a value for indulgence and the enjoyment of life's pleasures, which may result in a similar focus on providing high-quality amenities and experiences in their hotels. However, Italy and Spain differ in their levels of long-term orientation, with Spain having a higher level. This may result in a greater focus on long-term planning and packages in hotels in Spain, while hotels in Italy may need to focus more on short-term experiences.
Overall, while there are similarities and differences in cultural values and how they relate to the hotel industry in Italy and Spain, understanding these differences can be useful for hotel managers and operators looking to cater to the needs of their guests.
[bookmark: _Toc128171836]Hotel handbook (Do’s and Don’ts)
The analysis above have presented well structured culture in both of the countries. For hotel industry in Italy and Spain the following Do’s and Don’ts frame can be applied. 
	Do’s
	Don’ts

	Emphasize personalized services in Italy and community experiences in Spain
Provide high-quality amenities and experiences that cater to the indulgence value in both countries (Cooper and Wahab, 2007).
Communicate clearly and concisely about policies and procedures in Italy, while being open to trying new and innovative experiences in Spain
Plan for future events and experiences in Spain, and offer short-term experiences in Italy
	Assume that all guests have the same cultural values and preferences
Neglect the importance of communication and attention to detail in both countries
Overlook the impact of cultural differences on the hotel industry and guest experiences
Disregard the need for flexibility and adaptation in response to changing guest needs and preferences (Methan, 2001).
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Cultural competency is crucial for the hotel industry as it helps in understanding and respecting the diverse cultural backgrounds and values of guests. This not only enhances the guest experience but also promotes inclusivity and improves the reputation and success of the hotel. This report demonstrates about the requirement of cultural competency for hotel industry. Two different countries and their cultural differences have been demonstrated in this report with the analysis of effective cultural inclusion in hotel industry. The comparison between Italy and Spain have demonstrated a fair cultural competency for hotel industry. 
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