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[bookmark: _Toc97369201]Introduction
Many cultures exist on this planet, each with major ramifications for different types of individuals. People's behaviours and attitudes are influenced entirely by the cultures and subcultures in which they are born and raised (Frías-Jamilena et al, 2018. As a result, the service that individuals anticipate from hotels may vary due to the fact that people from different cultures may require different types of services, as seen when looking at an African customer against an American country (Peng et al, 2015). As a result, the business organization must make the service delivery process flexible in order to suit the needs of people from all backgrounds. The importance of having Indian guests in a British hotel has been highlighted in this assignment.
[bookmark: _Toc97369202]Cultural intelligence and adaptability in hotel management
The level of mental programming of persons from a certain geographic context is referred to as national culture. It should be mentioned that a region's geography and overall climate play a significant impact in shaping that country's overall national culture. Furthermore, the pattern and type of history that the country nurtures impact the culture of the people that live there (Engle and Crowne, 2014). In this regard, business organizations that deal with services must take into account cultural variety among people very carefully, because dealing with cultural issues of people incorrectly could lead to the business organization's extinction in the long run. As a result, hotel workers must be adequately trained and developed in order to meet the demands and requirements of guests from other cultures. The hotel, on the other hand, is located in a country that is influenced by its culture. As a result, interacting with people from different cultures requires hotel management to strike a balance between dealing with individuals from different cultures and the hotel's national identity, which can be achieved through instilling cultural intelligence and sensitivity in the hotel's staff (Peterson, 2010). 
Globalization has occurred in this world, and it has considerably connected people from all walks of life, including those living in the most remote areas of the globe (Paparoidamis, Tran, and Leonidou, 2019). Furthermore, because of the revolution in people's mobility, they may now travel around the world in just a few hours to days. People nowadays seek services that will please them as a result of greater economic development and client purchasing power. As a result, the tourism sector has grown at a rapid pace around the world, necessitating cultural intelligence and sensitivity among commercial organizations involved in catering to the wants and desires of tourists, as people from different parts of the world do not behave in the same way. The behaviour of the individuals fluctuates depending on their values and interests.
Cultural awareness, in a similar vein, is important. Cultural intelligence, on the other hand, refers to a company's employees' capacity to adapt to a work environment that includes people from many cultures (Janssens and Cappellen, 2015). Cultural sensitivity also refers to expressing concern and acting in an equal manner toward people of all cultures, which boosts the hotel's reliability in today's highly competitive business world. Cultural intelligence and sensitivity can be created by understanding the food requirements and the overall influence of consumers' religions in making various judgments. People from China, for example, are the least concerned by differing food allowances and prohibitions. People from the Indian subcontinent, on the other hand, are concerned about religious prohibitions on food (Jyoti and Kour, 2017). 
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Many Indian businesspeople operate in the United Kingdom. Furthermore, many Indian visit the United Kingdom and stay in hotels and other temporary accommodations. Hotels must understand their cultural aspects and values in order to provide appropriate services and satisfy them. The prohibition of food and drink is a major source of concern for Indian visitors (Afsar et al, 2020). So, if they are hospitalized with alcohol after entering hotels, they will react unfavourably. Furthermore, they both have a strong preference for pork. More importantly, their cultures are quite reserved, thus hotels in the United Kingdom must devise appropriate tactics to meet their demands and requirements in accordance with their unique cultural characteristics and customs.
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In today's highly competitive corporate world, cultural knowledge and sensitivity are tremendously important. It has the potential to give the company a competitive advantage. Catering to the needs of Indian customers poses a number of difficulties. To serve Indian people professionally and efficiently, you must first comprehend their unique cultural aspects and practices. The hotel must perform proper training and development programs in order to deliver the greatest services to the consumers that will please them. So, in this regard, it can be concluded that dealing with cultural differences while catering to the needs and requirements of people of different cultures require having cultural intelligence and sensitivity to be adopted properly and efficiently. 
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