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In the twenty-first century's global economy, where people from all cultural backgrounds might potentially become customers, intercultural competency is a must. Compared to the US, the UK culture is less individualistic, yet it has a smaller power distance. In comparison to UK culture, the US culture is less masculine and more concerned with avoiding ambiguity. The UK culture is more long-term oriented than the US culture, however both societies engage in similar vices.
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[bookmark: _Toc107265468]Introduction
International guests have certain expectations when they stay at hotels, and they are often happy when they are handled in a manner that is consistent with their culture and expectations. This advice's ramifications are for American tourists travelling abroad. If these instructions can be followed, the unique cultural norms and needs of the visitors will be met (Guzzo et al., 2020).
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[bookmark: _Toc107265469]An understanding of intercultural competence
The ability to successfully operate across many cultural contexts is referred to as intercultural competence. People with this skill may interact effectively with people from many cultures by thinking and acting in the right ways. When interacting, collaborating, and working with individuals from various cultural backgrounds, intercultural competency is a great asset (Arnold et al., 2019).
[bookmark: _Toc106838739][bookmark: _Toc107265470]The importance of cultural understanding in a global marketplace
Understanding other cultures is now more crucial than ever in the increasingly varied and dynamic global economy. Additionally, in a global market where buyers from diverse cultures are present, merchants may more clearly grasp the needs of the consumers and provide better service to them (Bartfeld et al., 2019).
[bookmark: _Toc107265471]A thorough analysis of two countries: the USA & UK
Compared to persons from the UK who tend to be more pragmatically inclined, Americans are far more hopeful. The UK is less likely than the US to engage in small chat with random people. American diners don't generally have a preference for window seats in restaurants compared to those from the UK (Boissy et al., 2016).
[bookmark: _Toc106838741][bookmark: _Toc107265472]Comparison of the culture of these two countries using Hofstede's model of cultural dimensions
Both the US and the UK have low power distances, however the UK's is lower than the US'. Though the US and the UK both have a higher level of individuality than the other, both societies tend to value it more than collectivism. As far as the masculinity vs. femininity component is concerned, the UK is more masculine than the US. Compared to British individuals, Americans are more likely to shun ambiguity. Compared to Americans, folks from the UK are far more long-term oriented. Both civilizations indulge to a great extent (Cottrell, 2017).
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	Do (What Should done by Staff for international visitors)
	Don’t (What Should not done by Staff for international visitors)

	We are permitted to interact with guests at all times, inquire about their days, inquire if we can be of assistance, suggest that they try out other hotel amenities, and establish a connection with them in order to encourage them to return (Wood, 2015).
	When our guest is waiting to be served, we aren't permitted to chitchat or take our time. It may be okay to engage the guest in brief conversation, but it is not acceptable to keep them waiting to be served (Garca et al., 2016).


	The formal and joyful nature of our encounters will be enhanced by the employment of strong phrases like "thank you," "apologies," and "appreciated" (Guzzo et al., 2020).
	Being late is not permitted. We have to provide a service when a visitor requests it at a certain time, regardless of when that is. It's crucial in this situation to manage time and be accurate (Guzzo et al., 2020).


	It is permissible for us to enhance our relationships with clients and make them happier. In addition to attempting to establish trust, we may work to make sure they have excellent hotel memories (Guzzo et al., 2020).
	When a visitor has a problem, we are not permitted to put it off; instead, we must act quickly so that their issues may be resolved immediately. We can maintain their satisfaction by putting them first and avoiding any form of delay (Ryan, 2015).

	
We are authorised to work to establish our hotel's brand by making an effort to be consistent with all of our offerings.
	
Both being overly casual and acting inappropriately are prohibited. Although we must use caution there as well, interactions with the guests must be natural. We must conduct ourselves professionally by acting and speaking correctly and leaving a visible mark (Wood, 2015).

	Customers may get whatever free gifts we choose to provide them. Visitors are always happy once they get more than they were promised (Guzzo et al., 2020).
	Visitors must be treated as unique individuals rather than being treated as a member of the crowd. Visitors visiting the US should be treated with respect since they tend to be quite independent.


	When a visitor is unsure how to utilise a service, we have to assist them; under no circumstances may we make them feel ignorant (Grobelna, 2015).

	When dealing with US tourists, we are not permitted to skip the small talk since doing so could make them uncomfortable. A few examples of these polite words include "How are you?, Can I assist you?, please, thank you, sorry to interrupt, and have a nice day" (Zimmermann, 2015).


	We are permitted to provide for the needs of guests by taking charge, checking for services often, accepting bookings, maintaining a clean environment in guest rooms, assisting with events, and upkeep of the whole facility (Ryan, 2015).

	The presence of a visitor prohibits us from concentrating on any other client or stakeholder. We'll have to be polite while communicating in an emergency by saying things like, "Excuse me, sir/madam, could you just spare me a moment? I'll get back to you straight away since it seems to be an emergency (Lashley, 2015).

	We are permitted to recognise and foresee the requirements of our guests, and to take proactive measures in advance to fulfil those requirements immediately (Lashley, 2015).

	We are not permitted to hang up on phone calls or leave ongoing conversations unfinished in order to handle additional guests. To maintain interactions civil and precise while yet providing for other guests, we'll need to practise conversational strategy (Leyda, 2016).




	In order to provide clear and concise information to the visitors, we are permitted to contact with them. We should constantly seek out methods to assist guests and enhance their experience, and we should adopt a cooperative tone (Guzzo et al., 2020).
	It is forbidden for us to treat our guests lightly; instead, we must place a strong emphasis on meeting their requirements. As stated by Garcia et al. (2016), we must take all of their concerns and recommendations seriously and act on them so that they feel appreciated.



















[bookmark: _Toc107265474]Conclusion
The majority of a hotel's interactions are with guests, thus if the staff is ill-equipped to handle a variety of clientele, the results might be disastrous for the establishment. Visitors from the US will be happy if the hotel staffs adhere strictly to the list of what they may and cannot do (Guzzo et al., 2020).
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