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ASSIGNMENT 1: PORTFOLIO
(4 Components)


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

Weighting: 25%

	In the wide-ranging Food and Beverage industry it is extremely essential to be aware of the global culture and languages. An intangible part of any culture is food, and it has been passed down from generation to generation (Wijaya 2019). The reflection of values and beliefs of different communities get reflected in the traditional food, dining etiquettes and cooking techniques (Nemeth 2019). 
I would like to share about an experience in Premier Inn, Evesham during a dinner service which unfolds the importance of cultural understanding and language awareness to overcome the possible misunderstandings that might come as a part-and-parcel of such unawareness. One of the F&B employee of Premier Inn, Natalie had to face the consequence of such breach during the dinner service. A German-speaking hotel guest Mr. Müller asked for an authentic German dish Sauerbraten which is a delicacy prepared with slow-cooked pork roast. Due to inadequate knowledge about German culture and language, Sarah presumes it to be a locally popular dish prepared with beef roast as the main ingredient. This entire situation engendered in the infamy of the legacy of Premier Inn, Evesham highlighting the importance of cultural awareness and foreign language cognizance in the field of Food and Beverage industry. 
As a keen observer of this situation, I have realised the urgency of acknowledging the consequences of cultural misunderstanding. I aim to reflect on a few skills which I believe is important to acquire and develop for an employee of Food and Beverage for providing hassle free services to every customer irrespective of the language or culture. 
· Developing language proficiency 
It is crucial to develop a basic understanding of popular dishes and common phrases as well as requests in languages of common languages, including German which can significantly contribute in the reduction of the language barriers (De Carlos 2019). Increasing the multilingual proficiency will help in interacting with customers from a variety of backgrounds, comprehend their choices and bestow with superior customer experience. By taking language courses and using the online applications of language learning can help bridge this gap. 
· Training in cultural awareness 
Attending several training sessions can help in enhancing the awareness and sensitivity towards different culture, particularly the ones that focus on the culinary preferences (Mariani and Predvoditeleva 2019). Since, cultural trends determine customer behaviour, from culinary preferences to flavour choices, all play a heavy role in shaping the landscape of Food and Beverage industry. The recognition of such trends will help the companies in offering services that heavily resonate with the target markets. 
· Developing active listening skills 
I believe it is extremely important acquire active listening skills and conscious about the work to accurately interpret the requests of the guests (Jones, Bodie and Hughes 2019). For instance, in this situation Natalie could have easily avoided the misunderstanding by repeating the order or confirming the details of the order given by Mr. Müller. 
· Importance of Non-Verbal Communication 
Apart from using language as the medium of communication, emphasizing the use of gestures and non-verbal communication can help in overcoming the issues of cultural and language gap (Mustakim and Jabri 2020). For instance, in this case Natalie could have pointed towards the menu card in guiding her about the specific dish instead of assuming things on her own. I feel, clarity of communication and abstinence from assumptions can lead to a better management and service quality in the Food and Beverage industry.  
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Component 2: Training Plan (500 words +/- 10%)

Weighting: 25%


	Identified cultural misunderstanding (in a few words):
The language barrier of Sarah, a Food and Beverage employee in the restaurant Hotel Premier Inn faced the repercussions of lack of language and cultural awareness, where Sarah misinterpreted Mr. Müller, a German-speaking guest’s order Sauerbraten, a traditional German-delicacy which resulted in serving a wrong dish. 
Training plan (Why/What//Who/Where/When):
Why: 
The goal of any Food and Beverage industry is to cater to the preference of its customers and for that it is essential to foster an environment which is culturally sensitive and a service that will ensure effective communication to understand the needs and preferences of the guest. Food and Beverage industry aims for serving high-quality culinary for guests, ensuring that the service stands it a competitive edge over others (Weber and Saunders‐Hogberg 2020). Thus, the goal is to accentuate the overall satisfaction level of the guests. 
What:
· Training for language proficiency 
Periodic workshops for language proficiency training focusing on the commonly used phrases and expressions in the prevailing foreign languages will help to solve the problem of language unawareness (Mariani, Borghi and Kazakov 2019). It will be useful to conduct a few language exchanges programmes where staffs will engage in role playing sessions using phrases commonly used in the field of hospitality. Additionally, staffs can be encouraged to communicate with colleagues proficient in the target language to enhance the practical skills of communication. Moreover, the evaluation of the progress can be determined with the organisation of weekly quizzes and assessments that might help in reducing the likelihood of misunderstanding. 
· Training for cultural awareness 
In the cultural awareness program, it would be beneficial to include hands-on training program. Increasing cultural awareness in the hospitality industry encourage the satisfaction of guests and high-service quality (Koc 2019). This can include the team members in participating in various interactive sessions where they can get to learn about different traditional dishes of popular cultures while also tasting them in real-time to get involved with the culture. They will also be encouraged to pronounce and repeat the phrases in the respective language. Thus, by giving the staffs an exposure to the specific culture will help them in developing a direct connection with the varied cultural elements.
· Training for enhancing Menu knowledge. 
It is important to ensure practical knowledge about the menu available in Premiere Inn restaurant to build confidence among the employees while taking orders and serving the dishes. The knowledge of the dishes and delicacies that are served in the restaurant one is working in is of crucial importance (Tsui and Chen 2020). Premiere Inn can organise weekly menu knowledge training program that will include the chefs and the servers to discuss and taste the different delicacies from various culture, including the ingredients, their preparation procedure and place of origin to accentuate the knowledge about various traditional dishes from different countries. 
· Training for feedback from guests 
The training on feedback will include the staffs of Premiere Inn in providing the guests with a feedback form along with the bill to share their experience. Feedback from customers are crucial in the smooth running of any business sector as it outlines the progress and the areas of further improvement (Park et al. 2020). The form will contain simple and specific questions about the dining experience, the service provided by the staffs, their likes and dislikes about the ambience. Furthermore, staffs need to get trained for receiving verbal feedback which will make the guests feel that their opinions are value and important to us. 
Who:
The training will be given to all staff members who works in the Food and Beverage department of Premiere Inn. This includes chefs, servers and other support staffs. 
Where:
The training programme is best to be held on-site at Premiere Inn, Evesham where all the participants will get the real-time experience of the hotel facilities. 
When:
This training programme will be held by Premiere Inn four times a year with an interval of three months. It is important to ensure refresh and update the employee list to ensure that everyone is partaking in the culture and language development program. 
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Component 3: Student Self-Reflection (500 words +/- 10%)

Weighting: 25%

	On reflecting on my journey of personal development regarding the significance of cultural awareness and recognising language awareness within the hospitality industry, I have realised that my knowledge has developed from basic understanding of cultural awareness to a more profound one. Self-reflection is important to notice the process of growth (Turkle 2023). Self-reflection is the ability to critically analyse and reflect on one’s own action, beliefs and values (Crane 2019). 
In the initial days of my career, I did not understand totally why it is important to be culturally aware while handling guests in the Food and Beverage industry. I used to believe that behaving in a sober and reserved way and catering to the preferences of the customer is all that I need to provide for top-notch service. However, over time my understanding about cultural awareness has enhanced my knowledge where I have understood that preferences of guests are heavily dependent on the nation he or she belong to and that it is intertwined with respective culture. Thus, for customer satisfaction and quality service it is important to identify the cultural needs and diverse guests-requests. 
For instance, I have realised while working in Premiere Inn that the request of a guest for a specific dish in his native language underscores the urgency of understanding that culinary preferences are deeply rooted in the cultural backgrounds. Resonating on what Chen and Antonelli (2020) gives academic weightage to this argument who says that food choices are intrinsically connected to culture. This has helped me in understanding that catering to the diverse needs of the customers not only need language proficiency, rather it is also important to be culturally aware to know what dish is traditionally popular to which nation. 
Furthermore, I have also realised the importance of non-verbal communication apart from linguistic knowledge in the field of Food and Beverage industry. For instance, I want to share one of the memorable incidents where a guest of Premiere Inn shared his dietary restrictions with me where I was not able to follow him due to language gap. However, I attentively observed and took hint of his non-verbal cues which helped me in delivering the service of his choice. 
The importance of this self-reflection is directly co-related to the satisfaction and the service of Premiere Inn provided to the customers. I constantly look forward in upgrading my skills in cultural awareness, so that I can provide quality service to the visitors of Premiere Inn. As I reflect through the journey, I can understand that multicultural and multilingual awareness is not a static concept rather it is dynamic and that each new experience contributes to the understating of the growing trends of the hospitality industry. 
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Component 4:Training Presentation (6 Slides)

Weighting: 25%
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       Benefits of Multilingualism in Food and Beverage Industry    Multilingualism and cultural awareness in the hospitality industry offers a competitive edge to any restaurant or hotel.  In our case, Premiere Inn is frequently visited by German guests so it is important together specific knowledge regarding its culture.  German is not only spoken in Germany, rather it is also spoken by a mass population of Switzerland and Austria (Julian 2020).  Learning German can be challenging for English speakers since the language differs in grammar, pronunciation and sentence structure (Günther, Smolka and Marelli 2019).  There are 95 million German speakers all over the world and thus, it is important to learn more about their language and culture about greater customer satisfaction (Hall 2023).  By learning German, our staffs can cater to the interest of majority customers with enhanced communication, greater staff satisfaction and top - notch international relationship. 
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             Enhancing Language awareness skills   Understanding German etiquette is important to cater to the interest of the customers.  In German culture, politeness is highly valued which makes it necessary for the staffs of Premiere Inn to use forma titles to refer to our guests ( Venuti 2020).  Honorific like Herr (Mister) and Frau (Ms) for addressing the guests in written and verbal communication will help in showing reverence and cultural awareness among the customers (Wang 2023).         
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                        Cultural Variations in Premiere Inn    In the Food and Beverage industry, linguistic awareness means not only knowing the language but a reflection through gestures and etiquettes.  Germans are fond of straightforward and direct communication which is an important part of their culture (Bröhl et al 2019).  It is important for the staffs of Premiere Inn to be straightforward in their approach.  This will align with the cultural preference of the customer and greater satisfaction .   


image10.png
Building Connections with
German Guests

¢ Learning a few phrases in German
can facilitate our relationship with
guests.

¢ gii-ton- 'tik means “Good day” in
German (Tschirner, E. and
Mohring, J., 2019).

% Danke means “Thanks” in

German (Tschirner, E. and
Mohring, J., 2019).

+¢ Our staffs can learn these basic
German vocabulary while
communicating with the German
customers to leave a lasting
impression and sense of cultural
sensitivity.




image11.svg
          Building Connections with German Guests      Learning a few phrases in German can facilitate our relationship with guests.  gü - tən - ˈtäk means “Good day” in German (Tschirner, E. and Möhring, J., 2019).  Danke means “Thanks” in German (Tschirner, E. and Möhring, J., 2019).  Our staffs can learn these basic German vocabulary while communicating with the German customers to leave a lasting impression and sense of cultural sensitivity.
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                Implementation in Premiere Inn    By fostering to the growth of cultural awareness and language proficiency, our hotel Premiere Inn can elevate the experience of the guests.  This will help in increased customer satisfaction.  This will help in creating an environment that will reverberate with the needs of the diverse clientele and increasing the reputation of Premiere Inn.      


image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
Embracing Multiculturalism and Multilingualism in

Hospitality Management

£ =) |
' N

Student Name — AXENTE
PAUL ADRIAN

Student ID:2234367

Module:Foreign
Languages and Cultural
Awareness

Module Code —
BMIH5003




image3.svg
                  Embracing Multiculturalism and Multilingualism in Hospitality Management         • Student Name – AXENTE PAUL ADRIAN • Student ID:2234367 • Module:Foreign Languages and Cultural Awareness • Module Code – BMIH5003


