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As noted by various cross-cultural models and theories, cultural intelligence and sensitivity are largely significant for hotel personnel. Most notably, as highlighted by Hofstede’s Dimension Theory, people from varying regions and cultures have different engagement behaviours, especially in workplaces and other social locations (Pidduck et al. 2020). As such, hotel personnel need to be relatively sensitive to varying cultural views presented by clients from different countries. According to this theory, hotel personnel must understand aspects of power distance and individual relationships with other groups in society. 
On the other hand, Trompenaars and Hamden-Turner’s Seven Dimensions of Culture noted that cultural intelligence helps employees and other human beings understand the prevailing relationships between people (Koç and Kafa, 2019). Employees should similarly appreciate differences in the conception of spaces, orientation to time, as well as the nature of human activities while interacting with people from different cultural backgrounds and countries. Therefore, being sensitive to cultural intelligence is essential in a hotel since it helps employees appreciate and recognise the cultural traits of travellers from different cultures. It can further assist managers in creating an opportunity to attract clients and create loyal hotel guests. Cultural sensitivity can further enable employees to advance their productivity, minimise communication barriers and fully engage in the workplace environment (Agostini and van Zomeren, 2021). Thus, as confirmed by the identified theories, the lack of cultural sensitivity can limit employees’ ability to communicate effectively with customers from different countries. It further increases employees’ chances of offending and alienating customers from different countries, regions, and cultures.
In states such as Australia, hotel guest services have significant implications for engagement between employees and their clients. Guests from Australia strongly regard the provision of high-quality services (Peña-García et al., 2020). Therefore, guest services can help hotel personnel improve their relationship with their guest. It has a high chance of improving the number of loyal customers who would prefer to return to the hotel. Strong service quality enhances customer satisfaction, resulting in low financial losses and a better revenue stream. Hotel guest services further improve guests’ experience and make their stay relatively comfortable and satisfying (Dimanche and Andrades, 2018). Therefore, a hotel that offers satisfying services has a high chance of retaining many loyal customers, advancing its competitive advantages. 
Various departments in the hotel will need to adapt and change their service delivery to accommodate the guests’ special cultural requirements and norms. The first essential department will be the front offices that serve as the hotel’s hub (Jung et al. 2018). This department makes the first impression on the guests, and they rely on it to acquire information regarding operations and services offered by the hotel. Thus, to address the special cultural requirements and norms of guests from different countries, the front office will need to enhance guests’ services by constantly improving and developing their services. It will therefore need to adopt unique and innovative strategies in handing over all expected arrivals and available rooms after the closure of the reservations office (Muñoz-Leiva et al. 2018.). Employees in this department will further need to advance their skills to understand effective ways of dealing with guests with special cultural needs.
 The other department that will need to adopt new strategies is the reservation department. This department is responsible for reserving and allocating rooms to clients. The reservation department similarly must inform customers about the hotel’s special services and the uniqueness of its products. It is also the main duty of this department to address all concerns raised by guests regarding the hotel’s rooms and other reservation services (Mele, Kerkhof and Cantoni, 2021). Thus, to address the needs of guests with special cultural needs, this department will need to inform all employees of the importance of respecting different cultural values and norms. It should guarantee the reservation for all guests, including those requiring additional services. Employees in this department should also inform all clients about the hotel’s confirmations by providing confirmation slips that should include the types of rooms available in the hotel. 
The housekeeping department is also essential in enhancing the accommodation of guests with special cultural requirements and needs. Essentially, executive housekeepers provide leadership to people, supplies, and equipment. Therefore, they need to advance their service delivery to accommodate guests’ special cultural norms and needs by ensuring that all their accommodation facilities have universally acceptable global features. They should also ensure that the department operates according to the set guidelines regarding respecting individuals’ cultural norms and values.
 The security department will also significantly improve guests’ experiences. Normally, the security department is obligated to provide guests with the protection of their lives and properties (Lim and Ok, 2021). Thus, to improve the welfare of all guests, security officers will need to make regular rounds in all hotel premises, observe and identify suspicious actions and take appropriate action, as well as investigate emerging security incidences and cooperate with other law enforcement agencies. 
Furthermore, the hotel will have guests from various states at the global level. For instance, the hotel will have guests from the United States. Compared to other countries at the global level, this country has special customs and behaviours, as they always demand quality services. China is another country with special cultural norms (Jia, 2020). In most instances, the Chinese have unique diets and eating behaviours that are not common in other countries. Therefore, the hotel should ensure that it has special foods that address all cultural values. Malaysia further has people with unique cultural requirements (Vespestad and Smørvik, 2020). For instance, Malaysians are known for using their thumbs to point at people. As such, employees in this hotel should understand their special behaviours to ensure that they offer unique services and minimise chances for confrontations and misunderstandings. 

	Do’s
	Don’ts

	Appreciate all clients’ cultural beliefs
	Do not disrespect clients’ cultural beliefs and values 

	Have cultural intelligence 
	Never alienate customers based on their cultural beliefs

	Be culturally sensitive to all people
	Do not show any disrespect to any client, irrespective of their background

	Offer quality hotel guest services
	Do not disregard clients’ concerns regarding the quality of services offered

	Learn different cultural views and languages
	Never value your culture beyond those of other people, particularly clients from other countries
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