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[bookmark: _Toc106838736]Executive summary
Intercultural competence is the requirement of the global marketplace in the 21st century where any individual from any cultural background can be a potential buyer. Having excellent intercultural competence enables people to better understand their clients and serve them at a high competence level. The cultures of the US & the UK are vastly different and people from both cultures need to be treated differently. The UK culture has a lower power distance compared to the US but individualism is lower there. The US culture has less masculinity but more uncertainty avoidance compared to the UK culture. UK culture has more long-term orientation than the US culture although indulgences in both cultures aren't significantly different. 
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[bookmark: _Toc106838737]Introduction
International visitors have their own expectations when they visit the hotels and they generally leave satisfied when they are treated in a way that goes with their culture and expectations. Cultural intelligence and sensitivity are compulsory for hotel staff and here some of the things that should be done by hotel staff and some of the things that shouldn't be done by hotel staff have been listed. Here, the implications of that advice are for international visitors from the USA. The guests' specific cultural norms and requirements will be satisfied if these directions can be followed (Guzzo et al., 2020).


[bookmark: _Toc106838738]An understanding of intercultural competence
Intercultural competence refers to the knowledge, skills, & attitude to effectively function across different cultures. This competency allows individuals to think and work on it appropriately while dealing with individuals from different cultures. Intercultural competence helps people to communicate, collaborate, & work with people from different cultural backgrounds (Arnold et al., 2019).
[bookmark: _Toc106838739]The importance of cultural understanding in a global marketplace
The global marketplace has become very diverse and dynamic and cultural understanding has become more important than ever there. When both sellers and buyers of a service or a product have great cultural understanding, their communication gets better and flawless. Additionally, sellers can understand the requirements of the customers in detail and they can serve them better in the global marketplace where people of all cultures are buyers (Bartfeld et al., 2019).
[bookmark: _Toc106838740]A thorough analysis of two countries: the USA & UK & demonstration of critical understanding identifying key cultural differences, customs, & behaviour 
People of the USA are very optimistic compared to people from the UK who tend to be comparatively pragmatic. People from the UK have very sarcastic humor but people from the USA tend to be more straightforward. UK culture revolves around pubs & social drinking is more apparent in the UK than it's in the US. Making small talk with strangers in the UK is less frequent than it's in the US. In restaurants, people from the UK tend to want to sit by the window whereas people from the USA don't have any significant preference (Boissy et al., 2016).
[bookmark: _Toc106838741]Comparison of the culture of these two countries using Hofstede's model of cultural dimensions
Power distance in both the USA & UK is low, but it's lower in the UK than it's in the US. Individualism exists more in the US than it's in the UK, but both cultures tend to be closer to individualism than collectivism. The UK is more masculine than the US in terms of the masculinity vs femininity dimension. People from the US show more uncertainty avoidance than people from the UK. People from the UK have significantly more long-term orientation than people from the US. Indulgence in both cultures is very similar (Cottrell, 2017).

[bookmark: _Toc106838742]A report for hotel staff to help them to prepare and manage the guest experience for international visitors of the US
	Do (What Should done by Staff for international visitors)
	Don’t (What Should not done by Staff for international visitors)

	We are allowed to communicate with guests at all times, ask about their day, ask if we can help them with anything, recommend them to try out different services of the hotel, & create a bond so that they revisit (Wood, 2015).
	We are not allowed to gossip and take our time when our visitor is waiting to be served in any case. A little chatting with the visitor can be appropriate but keeping him or her waiting to be served isn't appropriate (García et al., 2016).

	We are allowed to use powerful words like thank you, apologies, appreciated, etc and those will make our interactions more formal and enjoyable (Guzzo et al., 2020).

	We aren't allowed to be late. When a visitor asks for a service at a certain period, we'll have to serve them at their preferred time. Time management & accuracy is very important in this case (Guzzo et al., 2020).

	We are allowed to make our customers more delighted and appreciated our interactions. We can aim to create wonderful memories for them at the hotel and we can try to build trust (Guzzo et al., 2020).
	We aren't allowed to delay whenever the visitors come up with any problem; rather we have to take prompt decisions so that their problems can be solved right away. With a customer-first approach and avoidance of any kind of delay, we can keep our customers happy (Ryan, 2015).

	We are allowed to try to be consistent with all our services and build the brand of our hotel.
	We aren't allowed to be unprofessional and we can't be too casual. The interactions with the visitors will have to be natural but we have to be careful there too. We have to dress up appropriately, talk appropriately, & leave a mark of professionalism all around us (Wood, 2015).



	We are allowed to offer customers all the freebies we can provide. Whenever visitors receive more than they were promised, that makes them delighted (Guzzo et al., 2020).
	We aren't allowed to treat visitors as one among the masses; rather we have to treat them as individuals. US visitors are generally highly individualistic and they should be treated that way. 
We have to help the visitors when they are confused about availing of service and under no circumstances we are allowed to make them feel like they don't know much (Grobelna, 2015).

	We are allowed to address the customers by their name to give a personal touch. Such a style of communication gives a special touch to the visitors and the probability of creating a bond increases (Grobelna, 2015).
	We aren't allowed to focus on any other customer or stakeholder in the presence of a visitor. If there's an emergency we'll have to communicate nicely like "Excuse me sir/Madam, could you please give me a moment? It seems like an emergency & I'll get right back to you (Lashley, 2015).

	We are allowed to identify and anticipate the needs of our visitors and take initiatives beforehand so that their needs can be met instantly (Lashley, 2015).
	We aren't allowed to disconnect phone calls or walk away to manage other visitors without completing the conversation. We'll have to be strategic about conversations so that we can keep things precise yet nice and get to serve other visitors (Leyda, 2016).

	We are allowed to serve our visitors by taking initiatives, regularly checking for services, taking reservations, keeping guest rooms clean, helping visitors to hold parties, & maintaining rooms & the whole building (Ryan, 2015).
	We aren't allowed to miss out on pleasantries while dealing with the US visitors as without them the visitors may feel odd. Such pleasantries may include "How are you?, Can I help you?, please, thank you, sorry to interrupt, have a good day" (Zimmermann, 2015).



	We are allowed to communicate with the visitors in a way that sends accurate and precise messages. Our tone should be cooperative and we should always look for options to help the visitors and make their stay more enjoyable (Guzzo et al., 2020).
	We aren't allowed to take our visitors casually, rather we'll have to emphasize their needs. We have to take all their complaints and suggestions seriously & take initiatives so that they can feel like they are being valued (García et al., 2016).





[bookmark: _Toc106838743]Conclusion
Hotel staff deals with the visitors the most and if they don't know how to behave with different types of customers, it can be a disaster for the hotel. Visitors from the US have their specific needs and those can be satisfied only when the hotel staff is educated and trained enough. Everything that hotel staff can do or can't do have been listed here and if they can follow those strongly, the visitors from the US will leave satisfied (Guzzo et al., 2020).
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