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[bookmark: _Toc98397717]Executive Summary
This report entails finding the intercultural competence levels and associations between various intercultural competence dimensions among front-office employees within Australia (Helsinki Australia) and the USA (Hyatt Hotels) as the first hotel representatives interacting with guests. The analysis is based on Hofstede's conceptual model of intercultural competence dimensions used to examine the cultural differences between Australia and the US based on the guest's experience and further developed a handbook for the staff to succeed in the hotel service delivery. Delivering a world-class and high-quality consumer scene reinforces instrumental consumer relationships as an asset to all ventures. The increased globalisation within the hospitality industry necessitates intercultural sensitivity and awareness as the work environment becomes more diverse. That means every employee is tasked with ensuring that communication with colleagues, customers, and other stakeholders remains coherent, free, and without intercultural misunderstandings. Consequently, the team works harmoniously to provide guests with better and more satisfying services. The key findings are that this effect can be achieved when hoteliers possess intercultural awareness and sensitivity as the fundamental foundations for successful hotel management. Consumers have higher degrees of Hofstede's cultural dimensions in both countries, including power distance,  masculinity-femininity, uncertainty avoidance, and individualism-collectivism, making brand loyalty higher. The results revealed that Australia (Helsinki Australia) and the USA (Hyatt Hotels Canada) hotel industry must broadly view guests’ cultural expectations and cultural requirements. The variations in Western travellers have differing service cultures, interpersonal communication, and social behaviors from their Australian counterparts. The findings suggest that hotels can remain competitive within the market by being well-equipped to accommodate the tourists’ cultural-specific requirements and to deliver social familiarity and psychological comfort. The hotel staff must align all services with quality gauges to retain and attract more customers from the sustenance served to the customers.
[bookmark: _Toc98397718]Introduction
[bookmark: _Hlk98394269]Historically, the integral aspect of the hotel and hospitality industry is the services. Presently, employees must establish an unforgettable, vibrant, and ambient experience that satisfies clients' needs as the company remains competitive (Huang & Crotts, 2019). This report evaluates how the front office hotel staff can prepare and manage the guest experience for Australia (Helsinki Australia) and the USA (Hyatt Hotels) visitors. The discussion incorporates Hofstede’s cultural dimensions framework to critically assess why cultural intelligence and sensitivity are essential for hotel personnel, focusing on the hotel guests' service implications for guests from Australia (Helsinki Australia) and the USA (Hyatt Hotels) as the chosen international country. The discussion further considers how the front office departments and employees should adapt their service delivery to accommodate the guests' specific cultural norms and requirements. According to this framework, interculturally competent and sensitive persons understand foreign cultures, are aware of the significance of knowing the other individual's culture, therefore, demonstrate the preparedness for better interactions with people from foreign cultures, show the positive attitude towards accepting different cultures and have the requisite abilities for effective interactions with individuals from other cultures. 
[bookmark: _Toc98397719][bookmark: _Hlk98397687]Country A (Hyatt Hotels USA)
In the USA, intercultural communication and understanding the guests' culture is paramount to success in the hospitality industry. Individualism is a common concept among the American people, with a score of 91. That means interpersonal decisions involve prioritising collective goals, especially the motivation towards consumer decision making, satisfaction, experiences, interactions with the environment and others. Morozov and Morozova (2019) stated that the guests' decisions stem from understanding the most suitable alternative based on the hotel's satisfaction and value. Visitor fulfilment can be estimated based on the hotel's service quality and elements of friendliness in the power distance dimension. According to Hofstede's cultural values, orientation and power distance have low scores based on the people's exposure to respecting traditions and values while fulfilling the collective social obligations (Litvin, 2019). The elements indicate the requirement for considerable empathy, sensitivity, and adaptability to convey intercultural encounters in USA hospitality. 

Figure 1. Hofstede's cultural dimensions theory scores in Helsinki Australia and Hyatt Hotels USA 
[bookmark: _Toc98397720]Country B (Helsinki Australia)
In collectivism or individualism, Australians have a higher score (90) attributed to thinking more about social norms before coming to the hotels. The Uncertainty Avoidance dimension (51) points to the people feeling more comfortable and satisfied in their structured situations but uncomfortable in an unknown atmosphere. As observed here, the masculinity dimension (61) shows that many guests prefer assertiveness and accomplishment, whereas femininity is more heightened in relationships,  caring, and modesty. The Power Distance and long term orientation dimensions are the least among them. Consumers with a low degree of power distance accept more inequality in society than consumers having higher degrees. Downward power distance means that the guests chose hotel products based on the influence of reference groups, including peers, friends, superiors, and families (Jhaiyanuntana & Nomnian, 2020). Therefore,  such guests remain less loyal to a brand and easily switch to alternative brands. 
[bookmark: _Toc98397721]Country Analysis
Hofstede's cultural dimensions in the US and Australia show that both the countries have slight differences and similarities in value orientation. In both Hyatt and Helsinki hotels, individualism has the highest scores, 91 and 90, respectively, followed by indulgence, 68 and 71, then masculinity-feminity, 62 and 61, uncertainty avoidance, 46 and 51, power distance 40 and 38, and lastly in long term orientation having the least scores of 26 and 21, suggesting that guests live independently and make purchase decisions personally (Hofstede & Rorso, 2018). Most consumers with high uncertainty avoidance stay loyal to existing brands and are influenced by advertisement, advocacy, and social norms to purchase suitable products (Suebwongsuawan & Nomnian, 2020). Masculinity dominancy is associated with the guests' high assertiveness, success, competitiveness,  balanced life, accomplishments,  and care towards others. Traditions, rituals, customs, and religious beliefs confirm that Hofstede's dimensions characterise such societies with the least scores in the short-term and long-term orientation of culture extending to consumer buying behaviours. Hofstede's culture dimensions, including Power Distance, Individualism-Collectivism, Uncertainty Avoidance, and Masculinity-Femininity, contribute to the proneness to remain loyal to certain brands and guests' decision-making based on attitudes (Allman,  Hewett,  &  Kaur,  2019). That influence necessitates hotel front office employees to develop intercultural communication awareness and competence to avoid the shock of guests entering this unfamiliar environment. Closely related to this, understanding the variations in guests' hotel expectations on features and services in the particular place allows high-grade service delivery through superior interaction levels and greater client contact. Despite the associated difficulties, the intercultural knowledge gained will help the staff customise the services to what the guests need. Yang, Cheung, and Li (2020) stated that once the hotel staff have built intercultural awareness actively, flexibility allows for the behavioural adaptation to handle intercultural challenges effectively. All employees must understand the general impact of cultures on human behaviour to communicate effectively across cultures and manage the arising issues. 

[bookmark: _Toc98397722]Hotel Front Office Handbook (Do's & Don'ts)
	Country 
	Do's
	Don'ts

	 Australia 
	- Always avoid asking somebody to do something you cannot do but lead from the front 
- Show the willingness to be among the mates 
- Use popular sarcasm, anecdotes, irony, and jokes 
- Roll up all sleeves to help in moving tables 
- Spend freely
- Like affability and cheerfulness
- Mix social activities into business
- Do favours for quick repayment
-Prioritise human rights

	-  Using any flowery speech 
-  Avoid arrogance 
-  Never intrude into the leisure time 
-  Never refer to the convict's past
- No boasting about the past accomplishments 




[bookmark: _Toc98397723]Conclusion
Hotel managers' role has evolved to meet the company's needs with the international stage operations. The extent of complexities in this area requires every 21st-century employee in the hospitality industry to adapt to deliver satisfactory modern solutions to guests. The US and Australian analysis results indicate that Hofstede's Model of cultural values influences consumer satisfaction. Higher degrees of individualism, uncertainty avoidance, and masculinity enhance brand loyalty, unlike a high degree of power distance that reduces the proneness to brand loyalty. Remaining culturally sensitive and aware is key to foretelling whether the guests will accept and be satisfied with the service. Of course, guests judge service quality and level using dimensions including assurance, empathy, reliability, tangible, and responsiveness based on the perceptual experience and attitudes towards the hotels' service. The workforce is tasked with understanding diverse cultures to ensure coherent communication with colleagues and customers. 
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Hofstede's cultural dimensions scores 

Hyatt Hotels	Power Distance	Individualism	Masculinity	Uncertainity Avoidance	Indulgence	Orientation	40	91	62	46	68	26	Helsinki Hotels	Power Distance	Individualism	Masculinity	Uncertainity Avoidance	Indulgence	Orientation	38	90	61	51	71	21	Average	Power Distance	Individualism	Masculinity	Uncertainity Avoidance	Indulgence	Orientation	38	90.5	61.5	48.5	69.5	23.5	




