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Marriott Hotels & Resorts in the United Kingdom regards cultural sensitivity and comprehension as a critical component of customer satisfaction and happiness in the era of tourism and hospitality. The UK and India have distinct cultures, and the hotel staff’s members from a variety of ethnic backgrounds. The hotel staff demonstrates sensitivity to the cultural preferences of Indian visitors as well as respect for their religious beliefs. This report will give staff members a cultural guidebook with dos and don'ts so they can appropriately serve Indian guests (Askary, Qayyum and Sant, 2015). People from India are expected to be cultural oriented and belief the collectivism in cultural awareness.
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Marriott Hotels & Resorts is regarded as the international brand having full-service hotel service all over the world. The Marriott Hotels & Resorts has more than 582 hotels having more than 200000 rooms service all over the world. The Marriott Hotels & Resorts was founded in 1957 and Marriott international is the parent company (Muhammad Ahmed Qadri, Ahsan and Hashmi, 2022).
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Indian visitors have a diverse range of cultural experiences because Indian culture is collectivist, emphasizing the importance of family above individualism. Indians speak "Namaste" to strangers and to each other as a greeting; hotels that greet Indian visitors with this greeting build strong relationships with them. Indian culture is quite mixed and different from other countries (Evenson, 2020). The culture is regarded as modest clothing is preferred (Mahi, 2011). In addition to this, they differ greatly in terms of language, cuisine, customs, religion, etc. Individuals from various states speak their native tongues and have varying culinary preferences. With the exception of their state languages, people can converse in Hindi and English (Metoyer-Duran, 2020). Diversity in religion is also seen here. Hinduism, Islam, Buddhism, Christianity, Jainism, and other major religions are among them. The country has more than 123 million people having Bangla, Hindi, Tamil main language. The people of the country are cordial to foreign people and they want cordial behaviour from other people too (Latorre, 2019).
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The "Hofstede culture dimension" is an analytical instrument that compares two or more nations and provides fundamental insights into the effects of culture (Hofstede, 2021a). It is built around six dimensions. Below is a graphical comparison between the UK and India, as well as an image based on "Hofstede Insights" that compares the cultures of the two nations. The outlines the intensity of individualism, feminism, power distance issue and others dimension (Hofstede, 2021).
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Power Distance: The concept of power distance denotes the unequal distribution of power within an organization or society, as well as the degree to which those with less authority acknowledge and accept the existence of these disparities in organizational or cultural norms. India scored higher than the UK on this dimension (54%) meaning that people in India are more dependent on their boss, power is concentrated and top-down in the firm, and employees have somewhat accepted the uneven exercise of power distribution. In contrast, the UK's score of 35% suggests that their corporate culture is more decentralized (Hofstede, 2021).

Individualism vs collectivism 
The first social component is individualism against collectivism. This component examines the extent to which a society values collective objectives and loyalty over personal objectives and self-interest. Workers in nations where individualism is highly rated are often more self-reliant, driven, and competitive, and most firms are structured so that each employee is accountable for and compensated for their own job. India has 46 scores and 89 in the UK. It means Indian collective value is high than the UK (Hofstede, 2021).
Masculinity vs femininity: This dimension's fundamental idea is what motivates people to either like what they are doing (feminine) or strive to be the best (masculine). India and the UK scored 66% and 95% respectively, indicating that both countries have very male cultures where dominance and authority are prevalent. This dimension reflects one's status at work and how material accomplishments are viewed as indicators of success in society (Yuan and Zhou, 2015). India has the dominance of male culture because this culture started 1000 years ago but the UK has been able to eliminate the discrimination between the female and male dominance (Aleqedat, 2021).

Uncertainty Avoidance: 
The score for avoiding uncertainty captures the idea that the future is unpredictable, ambiguous, and uncertain, and that there are dangers and threats associated with it. India's medium-low score on this category suggests that the country has a culture of embracing and modifying the established social structures. Indian culture indicates the uncertainty avoidance highly than the cultural aspect of the UK (Aleqedat, 2021).


Indulgence: 
The degree to which people make an effort to repress their wants, wishes, and desires is referred to as indulgence. In this category, indulgent culture scores highly while restrained culture scores poorly. India's 42% score indicates a restrained culture, meaning people there have considerable self-control over their impulses. In contrast, the UK's score of 69% indicates that people there are more attractive in terms of their needs and desires as well as their preference for leisure time (Nelson, 2018).
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	Do’s
	Don’ts

	· The customer should be greeted by common language
· Show positive attitude
· Make sure the customer feels better and valued
· Communicate attentively 
· Enlist the orders, record in precise manner.
· Show respect to female customer and value their dignity
· Be supportive 

	· Guests not be argued or mooted over simple thing.
· Avoid creating overfriendly situation 
· Do not create criticizing situation or any embarrassed situation 
· Sensitive issues to be avoided during long-term conversations 
· Be specific about the hotel rules, but do not be harsh towards the guests.
·  In addressing them, show respect and gratitude.
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It should be noted that the cultural issues have become very important issue during the confrontation of the international guest. The company should understand the pros and cons of the cultural awareness of the guest countries. For example, Indian people are cordial, affable, friendly and amiable to foreign people. India has to ensure the equality between female and male. More importantly, the India people are also collective not individualistic (Peroff, 2021)
.
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