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The hospitality sector is a diverse and challenging industry that demands workers to possess specific skills and qualities to adapt to its ever-changing environment. The hospitality sector includes businesses that provide an intangible service, such as guest service. As a consequence, unlike other industries, hotel employees must possess both academic and interpersonal skills to deliver quality service to their clients, whose expectations are growing as the industry broadens (LE et al., 2020). Workers in the hospitality business must be aware of cultural differences, capable of giving outstanding customer service, and wholly engaged in collaboration to connect to their coworkers and exceed their visitors' expectations (Juhász-Dóra, 2017).
A changing world necessitates evolving travel patterns, and the hospitality sector must adapt or risk losing touch with tomorrow's travellers. A growing middle class and enhanced airlift have created a slew of new international travel markets in the last 20 to 30 years, particularly young people from nations that formerly prohibited residents from travelling who now enjoy the freedom of mobility that their ancestors could only dream of. They are getting the benefit of it in many situations nowadays. China serves as an excellent illustration of this (Pratt & Kirillova, 2019).
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The travel industry's ability to adequately cater to these new visitors is dependent on a variety of criteria, one of which is cultural sensitivity. Because the corporate hospitality sector arose in the United States and Western Europe, the way they interacted with visitors in the past was shaped by the customs and behaviours of those nations. However, Marriot Hotel must change the strategy to accommodate many new Chinese travellers from many cultures visiting them. Their commitment to providing contemporary hospitality necessitates a developing process, which is vital for future growth (Ying et al., 2020).
Their future success and worldwide expansion will be fueled by their capacity to attract the most varied clientele and represent local cultures in their hotels. The many nations and cultures influence Marriott it does business, with 120 countries worldwide (Su et al., 2015). As a result, the firm formed an Executive Global Diversity and Inclusion Council, which President and CEO lead. A learning curriculum focusing on cultural awareness and competency is included in staff training. The firm provides language and cultural awareness learning aids. Information on countries' political, economic, and historical backgrounds and sociological and cultural norms and customs are available to staff for over 100 countries (Schuckert et al., 2019).
For example, there are very distinct cultural customs that hotels have learned to recognise and follow when it comes to the Chinese market. A Marriott hotel employee will discover why it is necessary to assign a Chinese client a room on the 8th level rather than the 4th floor because of the significance of specific numbers and colours (Lee et al., 2018). If the hotel sets flowers in a customer's room, the staff learns that there should be some blossoms on the bouquet since this represents the continual life journey in Chinese culture. The Chinese travel market will undoubtedly have a significant impact on the future of African countries’ travel and tourism industries (Cheng & Zhang, 2019). 
The number of visitors visiting the nation quickly expands in several areas, but the Chinese market grows fastest. As a result, they are delighted by this effort, making Protea Hotels by Marriott, an African brand, more appealing to travellers from this nation. The Chinese traveller values speed and efficiency, so some South African employees have undergone training to provide specific service levels for Chinese visitors, such as learning the fundamentals of spoken Mandarin to prepare correspondence in the customer's language and respond to questions. They are also steeped in Chinese cultural customs, and the coaching includes role-plays to aid employees in engaging with these visitors in the most suitable manner (Ying et al., 2018).
While food and religion are unquestionably the two most significant factors, cultural awareness includes the hotel room and daily contact with visitors. When people travel, they are often sensitive to new experiences and ready to try new things, but they often want access to what they enjoy and are familiar with. Knowing your hotel's historical tendencies and gathering data on your clients is critical in this situation. If your guests are Chinese, you should serve classic and authentic Chinese foods in your kitchen or restaurant. Muslim Chinese guests will expect Halal food in the same way. Few things are more crucial for guest happiness than the hotel’s eating experience, so think carefully about your selections (Wickham et al., 2020).
Guests want to do something that fascinates them while also unwinding. Take, for example, television. If all you have to offer is local news networks or cartoons, you're likely to irritate your visitor. You'll be ahead of the game with some Chinese news networks, a Chinese movie station, and a vast range of daytime foreign soaps. Another consideration is how your team interacts with overseas visitors. Even while bowing is a popular ritual in China, it's a difficult one, and Chinese visitors don't expect to be received in this manner when they arrive at your hotel. You risk insulting your guests when they come if you bow too low or not low enough (Rony, Md. Rabiul Awal, 2020).
Being culturally conscious makes all the difference in visitors’ experiences, and it's especially crucial when deciding whether or not to return to the nation. We are engaged in the long-term success of our industry by investing in our employees and their awareness of cultural sensitivity (Jhaiyanuntana & Nomnian, 2020). 


Conclusion
In conclusion, accepting change in the hospitality industry is critical to promoting cultural diversity. Because they receive individuals from many cultural backgrounds, mainly tourists, the hospitality business should be more active in this process. In the hotel business, management should constantly make an effort to assist staff and different clients in adjusting to new working conditions.
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