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ASSIGNMENT 1: PORTFOLIO 
(4 Components) 

	 
Component 1: Professional Reflection (500 words +/- 10%) 
 
Weighting: 25% 

	An employee at a restaurant is serving a customer who is speaking a language that is different from the employee's own language. This scenario is predicated on the premise that the employee is serving the customer at the restaurant (Baustad et al. 2023). Consequently, the circumstance that I was confronted with was one in which I was unable to comprehend or comprehend the emotions that my guests were experiencing because of a communication gap and issue. Since I have interacted with people from a variety of cultures and backgrounds, I have frequently encountered misunderstandings and problems. One day, I was serving a customer who was unable to comprehend my language, and I was unable to comprehend his inquiry and worry. I was unable to understand him. The guest appeared to be perplexed and frustrated despite my attempts to clarify my thoughts using sign language and facial expressions. In addition, I came to the realisation that I had made a mistake and that I ought to have utilised spoken communication by being conscious of my body language (Mosler et al. 2023).  It would have been better if I had asked the visitor to explain the menu in a way that would have made everything simpler and easier to comprehend. I ought to have been conscious of my body language because the guest might have perceived it as impolite or disrespectful by the way I carried myself.  
To avoid situations like this in the future, it is essential to ensure that communication skills are improved and developed. Additionally, I should place a greater emphasis on developing my language abilities and gaining a deeper understanding of various cultures.  


To effectively communicate with people, it is essential to do it in a straightforward and precise manner that is simple to learn and understand (Sonnenschein et al. 2020). One of the most important aspects of any form of business is having strong communication and interpersonal skills. When we address the food sector, it is the same regarding everything else. When working in the food and beverage industry, it is essential to possess strong communication and interpersonal skills. It is essential to provide excellent service to customers. The team can work together more effectively, which contributes to the seamless operation of the firm. The provision of food and beverages is an example of hospitality. The goal is to provide guests with a harmonious atmosphere and delectable food to make them feel at ease. Maintaining a high level of interpersonal and communication abilities among the individuals who oversee the organisation is of critical importance (Tan et al. 2012).  Additionally, our capacity to get along with other people, whether on a personal or professional level, is that which we refer to as our interpersonal skills. The extent to which we feel compassion for another individual and the circumstances in which they find themselves is referred to as empathy (Mosler et al. 2023).  In general, it is possible to assert that cultural misunderstandings can occur between individuals who belong to different cultures. To avoid making such errors, it is essential to be conscious of one's body language and facial expressions, in addition to depending more on verbal communication (Mosler et al. 2023). References: 
Baustad, A.G. and Bjørnestad, E. (2023) ‘In-service professional development to enhance interaction - staffs’ reflections, experiences and skills’, European early childhood education research journal, 31(6), pp. 1001–1015. Available at: https://doi.org/10.1080/1350293X.2023.2217694. 
 
Mösler, T. et al. (2023) ‘Reflective Skills, Empathy, Wellbeing, and Resilience in CognitiveBehavior Therapy Trainees Participating in Mindfulness-Based Self-Practice/Self-Reflection’, 
Psychological 	reports, 	126(6), 	pp. 	2648–2668. 	Available 	at: https://doi.org/10.1177/00332941221094482. 
 
Sonnenschein, K. and Ferguson, J. (2020) ‘Developing professional communication skills: 
Perceptions and reflections of domestic and international graduates’, Journal of university teaching & learning practice, 17(3), pp. 53–69. Available at: https://doi.org/10.53761/1.17.3.5. 
 
 
 
Tan, K., Cashell, A. and Bolderston, A. (2012) ‘Encouraging reflection: Do professional development workshops increase the skill level and use of reflection in practice?’, Journal of 
	radiotherapy 	in 	practice, 	11(3), https://doi.org/10.1017/S1460396911000203. 
 
	pp. 
	135–144. 
	Available 
	at: 
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Component 2: Training Plan (500 words +/- 10%) 
 
Weighting: 25% 

	Identified cultural misunderstanding (in a few words) : 
The identified cultural misunderstanding is related to not been able to explain the guests regarding the menu services because of language communication issues.  
 
Training plan (Why/What//Who/Where/When): 
 
The five useful training programs, which can improve the customer satisfaction within the hotel industry are discussed as follow.  
Onboarding and Orientation- Any new hire in the hotel business must begin their training with onboarding and orientation. Training of this kind typically goes over the fundamentals of the company, including rules and regulations, expectations for employees, company culture, and more. The programme also includes basic skill training that new hires can take advantage of to get up to speed more quickly (Feng, 2015). Onboarding and orientation training aids in getting new hires ready for the work by giving them a thorough rundown of the company. Important information on customer service in the hospitality business is also imparted by this style of training. Employees can benefit from a better grasp of customer etiquette norms, the usage of client-facing technologies, and the significance of delivering exceptional customer service as a result. In addition, it may teach workers the ins and outs of doing business locally, which is crucial for any company looking to thrive in a certain location (Harris, 2018). 
 
Compliance Training- Employees in the hospitality sector would do well to receive compliance training so that they can do their jobs in accordance with all applicable laws and regulations. This training is crucial to safeguard the company from possible legal action caused by employees who are uninformed about relevant employment laws and regulations (Chen, 2017). It is the responsibility of employers to provide their employees with compliance training so that they are well-versed in all applicable rules and regulations, including those pertaining to safety in the workplace, harassment and discrimination, and federal and state labour laws (Pusiran, 2020). 
 
Hard Skills- When it comes to training for jobs in the hospitality sector, hard skill training is crucial for hotel employees. Depending on the company, this training can help workers become more proficient in a wide range of areas, such as software, languages, and hotel 


operations. Employees may stay competitive in their professions and make sure they have the latest and most up-to-date skills and information through hard skill training (Harris, 2018). 
 
 
 
Soft Skills- The hospitality industry's training programmes for hotel employees must include instruction in soft skills. Training like this teaches workers how to be kind and helpful to clients and coworkers while also making everyone feel welcome. Establishing rapport with clients and gaining their trust are two areas where soft skills are crucial (Chen, 2018). Service to customers, emotional intelligence, multitasking, communication, and teamwork are examples of the kinds of people-and customer-centric talents that are the emphasis of soft skill training. Staff members who have received customer service training are better able to meet the needs of customers and make them feel at home. The goal of this training is to ensure that all staff are polite and helpful to customers, ready to answer their questions and address their concerns quickly (Sousa et al. 2022). 
 
Product Knowledge Training- Every member of hotel personnel should undergo product knowledge training as part of their overall training programme. The goal of this training is to equip employees with an in-depth understanding of the goods and services that the company intends to offer (Sousa et al. 2022). This may be anything from software to food and drink to vacation packages and entertainment. Salespeople at hotels can benefit greatly from product knowledge training since it improves their familiarity with the items they are selling to guests. 
 
References: 
 
Chen, T., Shen, C. and Gosling, M. (2018) ‘Does employability increase with internship satisfaction? Enhanced employability and internship satisfaction in a hospitality program’, The journal of hospitality, leisure, sport & tourism education, 22, pp. 88–99. Available at: https://doi.org/10.1016/j.jhlste.2018.04.001. 
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Component 3: Student Self-Reflection (500 words +/- 10%) 
 
Weighting: 25% 

	Gibbs Reflective Cycle  
 
According to Gibbs, there are multiple steps to the reflective model, and at each one, participants are asked to answer a series of questions designed to encourage in-depth contemplation. Following Gibbs's suggested steps—description, emotions, assessment, analysis, conclusions, and action plan—is essential. Systematising reflections and isolating emotions is the goal of this methodology (Markkanen et al. 2020). Typically, the several steps assist to moderate our thinking processes, preventing us from making hasty judgements. By using the model within the context of the hospitality business, we have considered the scenarios covered in the earlier assignments (Potter, 2015). 
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Source: Potter (2015)
 
 
Description
-
 
As a result of a misunderstanding and communication problem, I found myself
 
in a situation where I could
 
not
 
understand or empathise with my guests' feelings. 
Misunderstandings and conflicts have arisen frequently in my interactions with persons from
 
different cultural backgrounds. I once served a client whose language barrier prevented me
 
from understanding his
 
concern and question. He spoke a language I did
 
not
 
know. Despite 
my best efforts to communicate my ideas via facial expressions and s
ign language, the guest 
seemed confused and irritated
 
2023).
(
Lala et al. 
 
 
Feelings:
 
I had an epiphany that I should have paid more attention to my body language and 
 
used oral communication instead. Had I requested the guest to clarify the menu items in a
way that would have made them more understandable, things would have turned out bett
er. 
The visitor could have interpreted my demeanour as rude or insulting, therefore I should have
 
been aware of my body language
 
(
Lala et al. 
2023).
 
 

Evaluation- As for my evaluation, I should work on improving my language skills and learning more about different cultures. The key to successful people-to-people communication is to choose language that is easy to pick up and use correctly. 
 
Analysis- It is crucial that the people in charge of the organisation keep their interpersonal and communication skills at a high level. Interpersonal skills also include our ability to get along with others, both in our personal and professional lives. Empathy is the degree to which we can put ourselves in another person's shoes and feel compassion for their plight (Potter, 2015). 
 
Conclusions: In general, it is more important to learn about clients and what they expect, and to have the knowledge and experience to handle any problems that may arise. Having said that, there was a significant deficiency in empathy and communication when dealing with problems encountered by hotel guests. Consequently, it is essential to establish a training programme that prioritises the happiness and loyalty of customers. Although it may take some time, the whole learning process will be worthwhile in the long run by improving the customer experience. 
References: 
 
Markkanen, P. et al. (2020) ‘A reflective cycle: Understanding challenging situations in a school setting’, Educational research (Windsor), 62(1), pp. 46–62. Available at: https://doi.org/10.1080/00131881.2020.1711790. 
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Component 4: Training Presentation (6 Slides) 
 
Weighting: 25% 

	Multilingualism in Hotel Industry 

	Workers in the hospitality industry, which caters to a diverse range of foreign clients in a variety of ways, need fluency in more than one language and an awareness of cultural diversity. Your employability will increase if you can speak more than one language. Dealing with overseas clientele requires a higher level of cultural sensitivity and responsiveness. There is a high need for bilingual hospitality professionals, and some employers may even give preference to applicants who can speak more than one language. Even while English remains the most popular language, learning Spanish, German, French, Mandarin, Russian, or Arabic may open doors in the hospitality and commercial industries. The worldwide hotel business is increasingly valuing multilingualism. The ability to speak more than one language may open a world of possibilities. According to Artawa et al. (2023), it has the potential to enhance staff communication and consumer contact. When discussing the concept of multilingualism, the French language is used as an appropriate example (Heller et al. 2014).
Being Fluent in Multiple Languages as a Service to Guests: 
Speaking the language of customers is a huge plus in a field where happy customers are king. Hospitality workers that are fluent in more than one language are better able to engage with their clients on a personal level and make their stay more enjoyable. Communicating in the visitors' local language makes them feel more at ease and increases their overall pleasure, whether it's at a hotel, restaurant, or travel agency. 
Possibilities for a Global Career: 
Because of the international nature of the job that people in the hotel industry do, the sector is global. People who are fluent in more than one language have a leg up when it comes to global job searches. People who can bridge cultural and language barriers are in high demand, especially in the hospitality industry, where hotels and resorts attract guests from all over the world. 
Improving Interactions with Customers: 
The foundation of providing outstanding customer service in the hotel business is effective communication. Improved service quality and less room for miscommunication are two benefits of having staff members fluent in more than one language. Language competence improves the entire efficacy of client contacts, whether it's taking bookings, answering questions, or managing guest relations. 
 
Deciphering Cultural Differences: 
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Staff members fluent in more than one language in the hospitality industry are more attuned to cultural subtleties. This cultural awareness is essential for understanding and honouring the many origins of patrons. Services may be tailored to meet the specific needs of a foreign customer by taking their cultural preferences and expectations into account. 
Conferences and Events on a Global Scale: 
Globally renowned events, conferences, and exhibits often overlap with the hotel business. To facilitate effective communication and create a comfortable atmosphere for participants from diverse language backgrounds, multilingual specialists are essential when planning and presenting such events. 
Promotion and Company Growth: 
Being able to communicate in more than one language is a great asset for hotels and other hospitality businesses in this age of instantaneous global communication. Making ads, web content, and promotional materials available in more than one language increases exposure and appeals to a wider demographic. Successful global marketing strategies are developed and implemented by individuals who are fluent in more than one language. 
 
French speakers are flocking to East Africa as a vacation spot, and the ability to communicate with locals who understand their language is a huge plus. Because of this, their experience is enhanced and stays with them longer. French hospitality has deep roots in the country's past. During the Middle Ages, the most influential persons in town vied for the privilege of hosting young gentlemen on diplomatic missions, princesses, and other important guests at the most exquisite mansion in town. 
Human worth was once what made a company famous for its greatness. Satisfying guests is very important to the French art of hospitality. Respect, discretion, openness to other cultures, a desire to make people happy and feel something, the ability to listen attentively, a welcoming attitude, a solid general culture, etc. are all qualities that should be in any learner. But the French language has several sides. Many countries in Europe and some in Africa speak French. In addition, the European Union considers it a vital language (Hussain, 2023). Despite popular belief, learning French is not difficult at all; all it takes is a lot of dedication and passion.  
 
Even while English remains the most popular language, learning Spanish, German, French, Mandarin, Russian, or Arabic may open doors in the hospitality and commercial industries.  Customer service representatives in the hotel business must have strong communication skills to answer guests' questions. Take hotel check-in as an example; if the client isn't told exactly where their room is, they won't know how to get there. Communication in the tourist industry relies heavily on these abilities, which include listening, speaking, reading, and writing. Having good listening skills is essential for comprehending what customers want, what they ask, and what worries them. Hotel employees should be fluent in many languages. 
Engaging with individuals from diverse cultural backgrounds becomes easier (Matras, 2015). 
 
 
Hotel employees that speak French are better able to greet and converse with French visitors. According to Lin (2023), this will contribute to increasing customer happiness and 

	boosting the value of the firm. 
It is possible for staff members to minimise cultural misunderstandings by developing their language awareness abilities (Artawa 2023). 
The French habit of greeting clients with a handshake and addressing them as "Monsieur" and "Madame" is acceptable practices. Additionally, it is thought to be polite to talk in a way that is formal (Artawa, 2023). 
When visitors are speaking, it is considered impolite and disrespectful to interrupt them while they are speaking.  
A general knowledge exists in the hospitality sector about the dearth of language abilities, and most businesses do not have any language plan at the current time. This is even though these businesses have a high degree of awareness regarding the fact that such a strategy would be beneficial, as was noted before. 
On the other hand, businesses that already have a foreign language strategy have acknowledged that they still need more training in other languages. Because of this reality, owners and managers said that they had encountered issues with visitors from other countries, and as a consequence, many of them considered that they had missed out on economic prospects. It is reasonable to suppose that language awareness abilities are essential in positions such as those at the front desk and the concierge (Buschfeld, 2023).  Providing them with information about local attractions, for instance, may help them feel more at ease (Buschfeld, 2023). 
A server who is fluent in French is also able to accept orders for meals in a more comfortable manner. In a strategic approach, this has the potential to enhance the whole experience that guests have (Heller, 2014). 
 
 

	Being able to communicate in a foreign language, such as French, will bring additional advantages to the process of acquiring new customers. 
To better comprehend the questions and concerns of visitors who speak French and to provide them with a more customised experience, this would be of great assistance.  In addition to this, I believe that there is room for improvement in terms of building a customer-centric strategy and referral marketing. 
On the other hand, the emphasis needs to be placed more on the dissemination of new languages and the promotion of the culture of multilingualism.   
 

	These days, hotel employees need to be aware of the importance of multilingualism. The ability to speak French or any other language may bring a variety of advantages.  
Additionally, it has the potential to result in improved communication and a higher level of customer satisfaction (Heller, 2014). When it comes to the hospitality business, it may also help prevent cultural misunderstandings.  
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