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Cultural awareness and sensitivity are very important for the hotel personnel to prepare and manage the guest experience for international visitors. For this, hotel personnel should know beforehand from which country the guests are from, their culture, and norms. To provide a better experience, the culture and norms of the guests should be respected. In the same way, people from each department should also change their service delivery so that international guests would have a better experience.
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[bookmark: _Toc107071594]Introduction
For business purpose, visiting purpose, and many other purposes, people of one country visits other countries (Clarke & Chen, 2009).  Obviously, they will book a hotel to stay in until their return date. The hotel will have a guest from international as well as the domestic country. At that time cultural awareness and sensitivity is extremely important. Hotel personnel must keep a fact in mind that the culture of visitors may be very different from yours. The main purpose of this assignment is to help hotel staff prepare and manage the guest experience for international visitors. This report also includes functions of how hotel departments could change their service delivery to give a better experience to the guests of specific norms and requirements.
[bookmark: _Toc107071595]Cross-cultural theories and models
The cross-cultural theories and models are (Gerlach and Eriksson, 2021).
Hofstede’s Dimension Theory
Hofstede’s Contribution to International Management
Kluckhohn and strodbeck’s cultural dimensions
[bookmark: _Toc107071596]Importance of cultural intelligence and sensitivity for hotel personnel
From the time when a guest booked a stayed to the time when they are leaving a hotel, it is essential to provide the best guest experience at every stage. Improving the guest experience is a never-ending process in a hotel (Rahimian et al., 2021).
The culture, norms and eating behavior is different from each other. At that time knowledge of cultural intelligence and sensitivity would play a huge role. The hospitality industry like a hotel is an international service industry that is meant to provide services to culturally different customers. The knowledge of Cultural intelligence and sensitivity is necessary not only to provide culturally sensitive services to the international tourists but also to lessen tensions and build good understanding among international tourists with different cultural values (Lam et al., 2022).
For a better understanding of this section, let's imagine Japanese guests visiting our hotel in the UK "The royal National hotel". The guest service started before they are at the doorstep of the hotel. An easy booking process would be the first service that can be provided during the step. Hotel personnel should have proper knowledge of the culture, and country of the guests and according to that services should be designed. 
As we have already mentioned before, the culture, norms, and traditions of Japan and the UK are different. In the UK, guests are welcomed by shaking hands or by hugging. But, it is not same in the Japan. Japanese guests should be welcomed by bowing or giving a simple nod. It shows the level of appreciation and gratitude we are showing. The biggest barrier faced by the hotel personnel is the language barrier (Gubaidulina, 2021). Most Japanese people do not understand the English language, and people of the UK do not understand the Japanese Language. For this, UK hotels should employ someone who can speak Japanese as well as English. Likewise, Japanese people do not like loud noise and laughing. So, hotel personnel should also keep these things in mind. Giving and taking the tip in the hotels and restaurants of the UK is simple. But, never ask for a tip from the Japanese people. It is not regarded as a good culture by the Japanese people (Hendricks, 2021).
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In the above section, we have discussed the different cultures between UK people and Japanese people. The main motto of hotel personnel is to make their customer satisfied through their behavior, management of the hotel, and good service. A positive guest experience means having a good review and a good image of a hotel in the mind of the people. Positive word of mouth and happy customers are the biggest assets of the hospitality industry a hotel (Gildin, 2022).  Guest having a positive experience might visit again and again. It is not easy to gain a positive guest experience. It is a delicate topic and every personnel of the hotel should think twice before doing anything. Every hotel personnel should have the proper knowledge of the guest like where they are coming from, what kind of behaviour they prefer and what food they would want to have. A combination of all these things will only give a positive guest experience (Sfakianak et al., 2022).
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Changing and adapting service and delivery shows how passionate and respectful we are toward our guests. Satisfied customers are the biggest assets of the hospitality industry including a hotel. Service is the product of the hospitality industry and if needed it should be changed as per the requirement of the customers (González-Torres et al., 2021).
The Cultural and norms of one country are different from other people. Guests will appreciate it more if the foreign country tried its best to provide a home feeling abroad. Sometimes because of the language barrier, there would be little up and down in-service delivery. 
There are many departments in the hotel and they have to adapt their service delivery as per the culture and norms of their guests. Customer service department instead of handshaking should bow their head before greeting the Japanese guests (Pramezwary et al., 2021).  In the same way, the Housekeeping department should remove western-style beds and placemats on the floor. In the UK people usually eat with a spoon but the Japanese eat their food with chopsticks. So, the food and beverage department should prepare chopsticks and tasty foods according to their guest taste. In the same way, they should offer a hot towel to clean their hand before eating. Likewise, the front office department would place people who are fluent in speaking Japanese and communicating properly (Akhtar et al., 2021).
If the hotel and its employees could not change their service style then it would be very difficult to please the international guest. They will feel uncomfortable and might think of not visiting the hotel on their second visit. This thought would be the biggest loss for the hotel. 
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Summary of Do’s and don’t
	Do’s
	Don’t

	Have proper knowledge about customer
	Never ignore the background and culture of customers

	Greet properly
	Never forget to greet

	Change service style
	Never feel reluctant to change service style

	Bow head
	Never handshake



[bookmark: _Toc107071600]Conclusion
To sum up, cultural awareness and sensitivity are very important for the hotel personnel to prepare and manage the guest experience for international visitors. For this, hotel personnel should know beforehand from which country the guests are from, their culture, and norms. To provide a better experience, the culture and norms of the guests should be respected. In the same way, people from each department should also change their service delivery so that international guests would have a better experience.
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