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Introduction
The hospitality industry provides accommodation and food services to people in a place like amusement parks, conference centres, resorts, and hotels (Timm, 2011). People from different ethnic and cultural backgrounds use to stay in hotels. The hotel administration is responsible to take care of their guests, thus making it crucial to educate and give appropriate training to the employees regarding cross-cultural communication so that they can communicate with guests, belonging to different cultural backgrounds, adequately (Jandt, 2016). The purpose of this report is to focus on the hotel guest service implications for guests from Pakistan. This report aims to focus on cultural intelligence and sensitivity and to provide a list of Do’s and Don’ts for guiding the relevant staff in the hotel. 
Cultural Intelligence and Sensitivity
Culture is a way of living and thinking whereby an individual picks up a set of particular beliefs, norms, values, and attitudes (Jandt, 2016). The knowledge of the cultural background of a person is critical for the hotel staff to communicate effectively with the guests. Cross-cultural communication is defined as communication among individuals having differences in sexual orientation, gender, race, ethnicity, nationality, age, financial status, and styles of working (Samovar, 2009). It also refers to the attempts that are made to mediate, negotiate, and exchange cultural differences through body language, gestures, and language (Gazija, 2011). Since the hotel staff interacts with guests from varying cultural backgrounds, they must possess cultural intelligence and sensitivity to enhance customer experience, creating a positive impression on the customers, and adequate promotion of hotel services (Järvi, 2019).
The importance of cultural intelligence and sensitivity for the hotel staff is evident from the Edward Hall cultural theory. It allows the hotel staff to understand the factors that vary from one culture to another. Some of these critical factors involve flexibility of time, level of commitment to relationships, people bonds, separation and cohesion of groups, expression of reaction, use of non-verbal communication, attribution of failure and locus of control, respect for property, and priority (Ferraro, 1991). The knowledge of these factors for low-context culture and high-context culture allows the hotel staff to provide quality services to the guests, thus enhancing customer satisfaction. Cultural sensitivity, on the other hand, is attitudinal (Kader Ali, Roslan, Mahmood and Venugopal, 2015). It allows the hotel staff to provide better services to culturally diverse populations by adjusting their serving styles to meet the guest’s needs. Consequently, cultural intelligence and sensitivity play a critical role in the proliferation of the organizational business. Thus the hotel staff must possess cultural intelligence and sensitivity to attract customers from varying cultures.  
Hotel Service Implications
The hotel services implications for guests are critical to evaluate because they assist the hotel administration to make appropriate adjustments in their services for a better customer experience. As far as Pakistani guests are concerned, they belong to a high-context culture. The Pakistani guests have strong bonds with affiliation to community and family. It means that all the members must be treated with honour by the hotel staff. The Pakistani guests are concerned about the hotel services and they mind if they are not treated in a respectful manner (Manolitzas et al., 2021). Studies have shown that customer loyalty is highly influenced by the conformity of expected quality with the quality experienced (Jasinskas, Streimikiene, Svagzdiene and Simanavicius, 2016). Customer satisfaction has also a positive relationship with service quality dimensions including tangible, assurance, responsiveness, and empathy (Ali et al., 2021). Customer satisfaction is the most important factor that plays a critical role in the growth of the business. The factors like assurance and responsiveness are among the essential skills for the hotel staff as these abilities lead to enhanced customer experience. 
The religious background of Pakistani guests is a crucial factor that increases their satisfaction and loyalty. The majority of Pakistanis are Muslims and they need an appropriate place for offering prayer. A study by Yusof (2020) has found a direct relationship between customer satisfaction and religious services like an appropriate place for offering prayer. Halal food is another critical factor that promotes customer loyalty for Pakistani guests. It is because Pakistani guests practice their religion strictly and they do not prefer a hotel that does not offer halal food (Boğan, 2020). Contrary to this, services like housekeeping and security are also important regarding customer satisfaction. Appropriate training of the hotel staff is critical for the improved experience of Pakistani guests. 
Do’s and Don’ts
The guests from Pakistan belong to high-context culture. The hotel staff is required to understand their culture appropriate to retain these customers. Table 1 shows a list of Do’s and Don’ts for the hotel staff to enhance customer satisfaction and loyalty.
	
	Do’s
	Don’ts’

	Food and Beverage Department
	Presentation of food should be proper
	Do not ignore the financials

	
	Ingredients should be mentioned on the recipe cards
	Do not forget to taste

	
	Do assure quality (Fresh food items)
	Do not skip stand-ups

	
	Do listen to the guests and keep a record of their choice
	Do not slack on training

	Housekeeping Department
	Take care of guests and their belongings
	Do not smoke while on duty

	
	Ensure proper cleanliness and hygiene
	Do not lose your temper

	
	Always say “Asslamualikum” to Pakistani guests
	Do not enter the room without permission

	
	Always greet guests with natural tone and smiling voice
	Do not stare, particularly to the female guests

	Front Office 
	Anticipate guest needs
	Do not say ‘hmmm’

	
	Control body language
	Do not behave rudely

	
	Make eye contact and welcome guests with a smile
	Do not eat anything while dealing with guests

	
	Stand visible, tall, and alert
	


Table 1: Do’s and Don’ts’ list
Conclusion
Cultural factors are critical to consider for enhancing customer experience in the hospitality industry. The cultural background of Pakistani guests demands adequate services and halal food. The religious factor is dominant in this regard. The hotel staff is required to understand the Islamic rituals and values for entertaining Pakistani guests. The role of communication is also important for customer satisfaction and loyalty. The hotel staff is required to welcome the Paksitani guests by saying “Asslamualikum”. This practice is beneficial for retaining the customers and thus generating more revenues.
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