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Introduction 
To begin with, this piece of work is written to develop a great understanding of cultural awareness and a great understanding of the process of development in cultural awareness for hospitality and tourism employees. Therefore, the work of today will be more as a handbook for the employees. The handbook, as mentioned, must have the main role of supporting them to grow culturally. The handbook for cultural awareness is important mainly because currently, there are thousands of hotels that are internationally recognised and a lot of international guests that are visiting them. The report, next to that will outline models and advices that the employees must follow with the aim of satisfying the guests from everywhere. As an example to base the things that are mentioned on, Italy and France are the countries that will be compared in terms of cultural awareness and employee behaviour facing international guests. The structure of the report will then continue with a section that is especially designed for the service quality checks and the aspects that need to be considered when checking the quality of the services/ products. To finish the report, a short table with do and do not advices for the employees will be introduced.
The hospitality and tourism industry employees can be named as being culturally aware once they notice that cultural awareness need to be respected because through this their understanding of being different and their understanding of people from different cultures that have got different behaviour and different thinking comparing to the one they have. Next  to that the handbook is efficient because it does provide information related to the differenced in attitudes, values, beliefs, religion, and many other things (Ciocchetti, 2019).
How employees must behave
There tend to be so many issues in the behaviour of personnel facing international guests and one reason why this happens is because of the lack of knowledge they have in behaving with international guests and in the same time some of the personnel do not even have the necessary experience to allow themselves to work in a big company that is recognized more than just local (James, 2018).  To improve the situation, the managers of the big hotels must ensure that they hire the right people and must make sure they use the same attitude all the time when working as they have used during the interview. As a result, some advices to provide in order to improve the current situation of hospitality and tourism personnel are the following (ERC, 2013): 
· Employ people with the right values and attitudes this being so important as if they have got the right values and attitudes, they will have the great ability to make distinction to different attitudes and will know how to adapt to the new attitudes. 
· Let them know from the start what type of behaviour you expect as if you do not mention they will feel like you taking advantage of them to do your job whereas if you say what you expect from the start they will know that they took the responsibility of doing those specific things 
· Make sure you communicate with them what type of guests you usually have and how each type must be treated so they will know how to behave when having to deal with different types of customers. If the employee is not informed and guided with their behaviour, then they will fail in providing the services right 
· Be responsive to everything that the members of staff are doing because sometimes they may lose interest and just not respect the rules thing that again can affect the reputation of the hotel and the quality of services that is provided (Raub, 2017) . 
The two chosen cultures                                                         
Italy and France are the two countries that have chosen for the today’s handbook and they have been chosen because they do have common things but in the same time they are different and the quality of services that are provided is definitely different from one to another because of many reasons (TripAdvisor, 2017). In the first place, Italy is a country that is focusing a lot on respect, it is a country that is continuously looking after showing respected and being showed back with respect. Most of the time in the popular towns such as Venice, everyone knows how to behave with any type of guests and this because of the continuous experience they have with guests from everywhere. However, in other towns that are not as visited and where the members of staff are frequently changed, they do not know how deal right with different types of guests. For example, there could be people that are arriving at the hotel, being tired, overwhelmed or it can be simply anything that may put them in a bad mood and so they are not in the mood for listening to a lot of communication, they just want to get in the room and rest. This type of behaviour must be easily recognised by the employee and the guest must be well-understood by the employee on charge. One reason why some tourists do not like Italy is because of basic things, but these basic things most of the time tend to be the most annoying. For example, in Italy you will be shown off if you are dressing in a weird way, if you are showing you romance on the streets if you are not straight (sexually speaking) or in some of the cases if you have your knees and shoulder discovered (Voss, 2018). 
Going to France, it is a country that is so appreciated by Tourists, and there are plenty of reasons to love France especially because of Paris, which is absolute fabulous for couples, families, all age ranges. Looking onto the hospitality in France, the main thing to mention is that the members of staff are not as communicative and they do not tend to smile too much, thing that may influence the impression the tourists are forming as a smile tends to change a lot of things, positively, of course (Young, 2018). One reason why some people tend to avoid France is because of the terrorists that have existed and there are articles that are saying the fact that they are still existent in France. 
As a short comparation of the two countries, the main thing to say is that Italy seems to get easily adapted to other cultures, but in the same time France is the one that is getting used with ease to different concepts such as gay pride. Tourists tend to choose Italy more than France because it is cheaper and because the personnel tend to be friendly and communicative, thing that does matter a lot. As a quick advice to the members of staff from France’s hotels, there must be better communication to build the customer-employee relations to ensure further loyalty and honesty when it comes to impressions (Globe Trotting, 2017).  
Measurements in the quality of service 
Service quality is generally seen as being the output of the services that are delivered (Bhargava, 2020). The quality of the services provided need to be impeccable facing anyone no matter where they are from and it is massively important to have under concentration the fact that once the guest is leaving it will speak about its experiences at the hotel you provide services in. The services to be of a good quality need to be offered differently from person to person, but as an employee from the hospitality and tourism industry you must be able to know how to adapt to the guest’s behaviour (Trilyo, 2018). Periodically, the managers of the hotel must check if the quality of services is at the expected standard or not. To test the quality of service the members of staff could use a helpful tool, which to help them identify key aspects that are neglected. One useful tool is SERVQUAL model, which has been released in 1988 (Parasuraman, Zeithaml & Berry, 1988). The reason why this model has been introduced is because of the strong importance of the quality of services that all the customers expect to find. More to add, this model is designed for the managerial teams of the hospitality industries to check if their perceptions and their set standards are respected in totality. SERVQUAL model has under its vision five important dimensions of quality, these being the dimensions that must be used when providing services to show great implication. The dimensions that are contained by the model are the following: 
I. Tangibles measurements 
II. Responsiveness measurements 
III. Reliability measurements 
IV. Empathy measurements 
V. Assurance measurements 
All of the above measurements are extremely important, and it is to take into account that if all of the measurements above are respected, the guests will be more than just please with the services that are provided in the hotel. From the ones above, the most important measurement is the responsiveness measurement and this because all the members of staff must take responsibility of everything they are saying and everything they are doing facing the customers. They must consider the fact that once they have promised something, they need to be responsible for doing that thing. 
Do’s and Don’ts
	Do’s 
	Don’ts

	Focus on the customer’s preferences
	Speak too much when the guest seems to be too tired

	Show empathy and smile 
	Speak too loudly 

	Consider the culture the guest is coming from and what wished it has 
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