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Executive Summary

This report highlighted disparities in Spanish guests' communication and cultural standards. Diversity in employee culture has the potential to enhance the hotel's foreign guest experience. 
It is crucial for the success of the hotels to have a varied group of staff from different backgrounds working together to manage them. This is a terrific chance for international hotels to showcase their own cultural qualities. 
The hotel's commitment to hospitality will enable it to promote cultural diversity to tourists from all around the world in a more open manner.




Table of Contents
Executive Summary	2
Introduction	4
Hofstede Cultural Dimension Analysis	5
Country A (Hotel Location)	5
Country B (Guest Location)	6
Country Analysis	7
Conclusion	8
References	9



[bookmark: _Toc118756496]
Introduction
One example of cultural intelligence is the ability to communicate effectively and adjust one's behaviour to changing social circumstances. The hotel industry places a strong emphasis on employing personnel from diverse cultural backgrounds. Increasing workers' cultural awareness will improve both customer satisfaction and the company's market position (Koc, 2020). 
This report explains why cultural knowledge and understanding are so important in the hospitality sector. Furthermore, the Hofstede theory will be presented to shed light on the cultural differences that exist in the United Kingdom and Spain.
 This report will also emphasise the need of prioritising the requirements of Spanish tourists to the UK hotels.
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                       Hofstede Cultural Dimension Analysis
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*The first country that is selected as hotel location is United Kingdom. UK is the country that receives the huge number of tourists each year, which is good news for the UK economy. According to the power distance scale, the culture of the United Kingdom is more egalitarian than other European countries (Jackson, 2018).
* The notion that all persons are entitled to a minimum standard of decency is motivated by feelings of fair play. The British are famously private people who place high importance on their autonomy and don't want to share information about their private lives (Mwendwa, 2021). 
Kids are inspired to come up with their own concepts and are assisted in locating their own vocations at an early age.
* The culture of the United Kingdom is characterised by a significant focus on male accomplishment and individual initiative. The seeming contradiction that exists in British society between the values that the country places on modesty and reserve and those that prioritise achievement is one of the most confusing aspects of the country for tourists (Mwendwa, 2021). 
*Because it has a low score for Uncertainty Avoidance, the United Kingdom is happy to "make it up as it goes along," meaning that it is willing to adjust its plans if new information is obtained (Jackson, 2018). If individuals place themselves somewhere in the centre of the scale that measures "long-term orientation," they won't be able to identify a predominant choice that is prevalent in traditional British culture. 
*The high score of 69 that the British culture received on the "indulgence" scale gives it the reputation of being an indulgent culture (Hughes, 2022). Cultures that have a high degree of indulgence often have people who are more willing to give in to their impulsive desires for leisure and pleasure.
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Country B (Guest Location)
*On the other hand, Spain is clearly a highly stratified society, as shown by its power distance of 57 (Saee, 2019). To put this another way, it suggests that society is willing to accept a fixed and unassailable order in which everyone has their place. 
*When contrasted with the rest of Europe, Spain's political ideology may be described as more collectivist. On the other hand, in comparison to other regions of the world, it is seen as being a distinctive individualist society. Because of this, individuals from Spain find it easy to connect with people from various cultures, particularly those from societies that are located outside of Europe.
 *An overall score of 42 might be assigned to the masculinity of the Spanish people (Salih Kusluvan, 2021). And there is no consideration paid to either polarisation or excessive competitiveness.
* One of the most prominent aspects of Spanish culture is shown by having a high score (86) on the scale of uncertainty avoidance (Minkov and Blagoev, 2019). People prefer stable surroundings because they find change to be stressful; nonetheless, they are required to avoid the same rules and regulations that make their day-to-day lives more difficult than they need to be.
* Even though it only received a score of 48 in long-term orientation, Spain may be considered a normal country. 
*The Spanish culture teaches its adherents to live in the present moment as much as possible and not to worry too much about the future. The score of 44 demonstrates that Spain does not even come close to being an indulgent culture (Peterson, 2020). 
*Societies that score poorly in this category are characterised by an absence of both optimism and scepticism.
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Country Analysis
*In the United Kingdom, it is considered industry practise for hotels to provide services that are welcoming to customers of all different origins, cultures, and worldviews. 
*They are always searching for new ways to enhance their service, and one area in which they are particularly interested is in the development of communication strategies that are associated with the acquisition of new vocabularies (Adekunle and Pius, 2020).
* When customers are pleased with the services they get from a company, the business reaps the advantages of greater brand recognition as well as the retention of existing customers (Minkov, 2021).
* The language barrier has presented the business with a variety of difficulties as it continues to increase the number of Spanish customers it serves.

Dos and Don’ts’
	Do’s
	Don’ts’

	Staff should welcome Spanish guests in accordance with their degree of comfort.
	Nothing should be done that might harm the cultures of Spanish guests.

	Staff should treat Spanish guests with respect because Spanish culture encourage to respect each other.
	Lack of engagement of staff should be strictly avoided.

	They should maintain a warm relationship with Spanish guests and serve them with priority.
	Spanish guests should not be mistreated.
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Conclusion
The significance of having a diverse cultural workforce in the hospitality industry is overlooked in this report.
 Because the hospitality industry is inherently diverse, it is essential that employees have the skills necessary to effectively handle these differences and provide an atmosphere that encourages tolerance and acceptance of all guests (Saee, 2019). 
It is also essential that employees have the skills necessary to provide an atmosphere that encourages tolerance and acceptance of all cultural guests.
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