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[bookmark: _Toc97034242]Introduction 
Cultural implications are the most important factors while catering to an international audience. People from different cultures and parts of the world have different preferences and understanding of the society he or she lives in. Therefore, the expectations the person has from the Hotels or other hospitality services might vary a lot as well. The role of the management and the staff of the hotel, in this situation, is to make sure that the hotel serves the consumers that make use of it, not the idea it has of itself. Such flexibility while catering to an international audience greatly improves the capability of the hotel to boost its brand image and service quality. This assignment focuses on understanding the implications of having Saudi guests in a British hotel. 
[bookmark: _Toc97034244]The role of cultural intelligence and sensitivity in hotel management 
National culture is often called the collective level of mind programming of a people from a specific geological background (Brian, 2021). Geography and climate have a strong role in creating and nurturing the national culture. The history of the nation concerned also practices a strong influence on this matter (Jones and Joy, 2021). A hotel, which is predominantly a service-based business, must consider the national culture and individual mindset of the customers when creating a service model that caters to their customers. However, the staff cannot go overboard with the process, as the person or the group of people coming here might not view that practice is acceptable. Sometimes, going overboard with national cultural issues might seem like the hotel is mocking the culture of the people who are visiting (Anderson, 2015). Therefore, cultural customization calls for a delicate balancing of the cultural choices and the hotel's national identity. This is only possible if the hotel staff has adequate cultural intelligence and sensitivity while catering to international customers. 
One way to be culturally intelligent is understanding the food requirement and the role of religion and customs in choosing the type of food one eats. For example, people from the Indian subcontinent generally like a spicier flavour, which might cause traditional British recipes to taste a bit too bland in their mouths. To right this situation, it is generally better to incorporate some elements of Indian cooking in the process. Also, Muslims do not eat pork, even serving such a thing in front of them might leave them to feel offended by this. Jews, on the other hand, prefer kosher food when it comes to eating meat. Understanding such customs and preferences and the role of religion in the lifestyle of people is an important element of cultural intelligence and sensitivity (Williams, 2021). 
[bookmark: _Toc97034245]Catering to Saudi Guests 
There are many Saudi people who do business here in Great Britain and due to business requirements, they often stay at hotels and temporary accommodations. To cater to them, the hotel needs to understand their unique cultural elements and customs before making a move. One of the ways to do that is utilizing the grading system based on Hofstede's cultural factors. The following graph provides some understanding of the Saudi customs and social system through Hofstede's rating system. 
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Figure 1: Hofstede Cultural Dimensions applied to Saudi Arabia (Wright, 2021)
Hofstede's scoring system reveals some important factors about Saudi culture. The first thing that catches the eye is the very high level of power distance. This is a very important factor for the hotels that are going to cater to them. This implies that the high-ranking officials of the Saudi business team will always stay separately from the comparatively lower-ranking officials (Morris, 2017). The high-ranking officials are less likely to actively engage in conversations with the hotel staff and all the engagement needs are likely to be handled by the lower-ranking workers. Even when having meals, the high-ranking officials will likely eat separately from the lower-ranking officials and even when having meals together, they will retain seats and positions that display their superiority (Burton and Jared, 2012). 
Individualism level is low for Saudi nationals, which shows that they are more likely to act in a group rather than act individually (Watson, 2012). The workers are more likely to show absolute obedience to their superiors. This social dynamic, while not very significant in daily life, has an important implication for the product and experience design of the hotels. 
The long-term orientation is quite low for Saudi nationals, which implies that they are less likely to plan many things and are prone to spending a lot (Griffin, 2021). While this is a profitable element for the hotel, it also comes with some inherent risks. The hotel staff is supposed to be ready at every beck and call of the Saudi customers, and short-term delays combined with the inability to fulfil needs might result in the loss of future business. 
The social cognitive theory argues that people are more likely to use categorizations and stereotypes when there is a large amount of information to be processed (Davidson, 2018). This is likely to happen in the case of the hotel that is catering to Saudi nationals as well. Each person has their understanding and preferences, and overgeneralization might leave the customers dissatisfied or even offended with the service that has been provided to them (Brooks and Phoenix, 2014). To prevent this from happening, it is a good option for the hotel to provide dedicated staff for each of the teams that are staying together. In that way, the service becomes even more personalized and customized, which increases the chances of succeeding in satisfying the customer. 
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Figure 2: Social Cognitive Theory explaining the distortion of service provider's summarized understanding of the customer (Barnes and Flanagan, 2015)
The following table provides some guidelines on the dos and don’ts of providing service to a Saudi team on a business trip. 
Table 1: Summary of Dos and Don'ts (source: Author)
	Things to do
	Things to avoid

	Have a keen understanding of the religion that governs the day to day lives of the people who are staying. 
Have a clear understanding of the type of food that is forbidden and might draw sharp criticisms from the stayers. 
Paying close attention to the group dynamics and the power distance 
Provide dedicated staff to each of the groups 
	Avoid over-generalizing based on Hofstede’s scores and cultural stereotypes. 
Avoid too much customization as that might create the impression that the workers are mocking Saudi culture. 



[bookmark: _Toc97034246]Conclusion
Catering to a Saudi team has its challenges, but that can be immensely profitable for the hotels as they tend to spend a lot. However, understanding the cultural and special dynamics is key to serving the group effectively and efficiently. The hotel must take adequate measures to manage and motivate staff in a manner that provides the most value to the customers and benefits the hotel the most. 
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