

The Title:			Complete the following 4 components of the Portfolio



[bookmark: _GoBack]Student name:		Aniko Takacsne Feher
Student ID number: 		2245369



The module title: 		Foreign Languages and Cultural Awareness 
BMIH5003
Your lecturer’s name:	Giulia Chifari


Your word count: 		Component 1: 499
									Component 2: 544
									Component 3: 542
									


Profession Reflection: Component 1
While working in the morning at the Stratford Ibis Hotel in London, an American asked, Can I have a muffin? This simple question raises complex linguistic and sociocultural questions. "Muffin" refers to breakfast bread, a soft, spherical carbohydrate, unsweetened "English muffin." The American "muffin" is a cup-sized sweet quick bread with various flavours, such as blueberry and chocolate chip. Hotel-Hospitality-Services Martin Valigursky is in London. Does it matter that we really need many words that mean the same thing? Developing intercultural communication skills to anticipate and avoid linguistic and cultural misunderstandings is a hallmark of hospitality in a hotel and of the guest experience (Stanwick and Stanwick, 2024).
Americans sometimes create confusion when they ask for muffins at their hotels' breakfast buffets. The linguistic and cultural meaning of this English word is different in Britain and the United States. Naturally, it influences customer service. 'Language and culture differences need to be understood by an employee to serve a customer properly' (adapted from Stanwick & Stanwick, 2012).
And, reflecting on my stay at the Stratford Ibis Hotel in London, even if this type of cultural stereotyping is unfounded, it does not mean it will apply equally to the silent speech of the more directly interpersonal kind. An American customer asked for a muffin in the morning. To a Brit, our regular ' muffin' is a type of breakfast bread, a sweet bun; to an American, it's a small, sweet, quick bread served in one of those muffin cups. Cultural differences in 'innocuous' words can lead to misunderstandings, lousy hospitality, and lost customers. The hospitality industry must also constantly educate and prepare (Stanwick & Stanwick, 2024); linguistic and cultural understanding is necessary to resolve misunderstandings and create more beneficial relationships.
However, hotel catering offers a significant opportunity to overcome cultural stereotypes. I remember interning at the Ibis in Stratford, London, serving American guests who asked for "breakfast muffins." In this example, the difference between British and American English is noticeable. Good communication and cultural understanding are the antidotes to guest dissatisfaction (art excerpt from Stanwick and Stanwick, 2024). My example at the hotel demonstrates that it ‘can “uplift the value” of ethically based intercultural communication, heterogeneity and intercultural inclusion, resolve misconceptions and negotiate conflicts, and interculturally competent practice.’ (Art excerpt from Peralta Evans’s Dictionary, 2022) 
One of the pitfalls of experiential learning is the importance of regular training and reflecting on staying receptive to new possibilities. Employees can learn cultural pedagogy to cultivate cognitive competence and improve visitor feedback and the hospitality experience.
The American' breakfast muffin' sounds quaint to British ears, thanks to the myriad minute phonetic differences between British and American English. In this instance, even elementary hospitality failed to function as a gesture that would aid communication. The resulting breakdown of guest relations also reveals linguistic and cultural misunderstandings. While intercultural training may improve visitor behaviour and create more sympathetic audiences, multicultural communication will facilitate the continued evolution of hospitality (Stanwick & Stanwick, 2024).
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Training Plan: Component 2
Everybody who works in hospitality must have cross-cultural communication training. This is my London Stratford Ibis Hotel plan. This is how to link workers and guests with culturally and linguistically different backgrounds for future visits. My cultural misunderstanding with my American guest at the Stratford Ibis Hotel in London was uncomfortable and a horror to me. I was working as an intern there. I brought a muffin for breakfast for the American guest. Muffin is a soft, short, circular bread in British English. But a muffin is a sweet, small, fast bread, usually cup-shaped for American English. 
1. Discovering different cultures and languages
· Initiation of training in the following areas: language, culture, and communication.
· We'll make our learning journey enjoyable by getting hands-on and diving into pretend scenarios that feel just like real life.
· How come "muffin" means one thing in British English but another in American English? What do we have with ‘soccer’ or ‘football’? We’ll look at that, too. (Boluk, 2021)
2. Embracing Diversity and Building a Better Future:
· We have to make sure we’re mirroring the diverse world we see in our hospitality and tourism programme.
· We’ll include SDG training sessions in the activity agenda to help us all think and act responsibly for a sustainable future.
· We realise the importance of learning about other cultures, so we will explain how having good cross-cultural communication can make guests happier and help our hotel gain a good reputation.
3.  Nurturing Our Team and Staying Ahead:
· Draft witty tactics to put our team on top of the edible landscape worldwide.
· We’ll bring in experts and educators to help us learn more about how to work with people. Jeab Kankaew, 2023.
· Incorporating digitization in the management of human resources
4. The importance of space and time in work
· Training on the importance of time and space in hotel operations.
· Conditioning the space-time DER capacity potential to the fitness achievement of optimal uses of space and time.
· Train staff on changing policy landscapes and industry innovations. For initiatives to be successful, it’s important for companies to incentivize their employees to engage in training. 
5. Learning and understanding other cultures and languages
· Introduce courses on cultural awareness to sensitise the staff;
· Provide linguistic interpretation modules to assist the staff in communicating with guests who either do not understand the language or have language barriers;
· Organise role plays to encourage practical simulation to cope with cultural and linguistic diversities. (Rosemary E. Alden et. al., 2023)
A positive experience for guests will go a long way towards making the London Stratford Ibis Hotel a place whose reputation leads to repeat business if there is a sound approach to cross-cultural communication. In conclusion, I think it will be an effective training plan for the hotel employees, as they will obtain some new knowledge of cultural differences in linguistic problems, and it will definitely help them to handle cross-cultural communication successfully in any difficult situations. This training plan is essential for the hotel as it enriches the expertise of every employee. It would have a positive impact on learning and development as it opens the window to knowledge and language learning, and as a result, employees alike will improve their service quality in the hospitality business.
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Student self-reflection: Component 3
My experience as a hospitality student allows me to understand how learning about the culture can interpret the guests' needs differently as I plan a higher level of service for them.
Overall, understanding these aspects of guest encounters has, in my opinion, given me a greater understanding of the need for cultural sensitivity, communication, and accommodation, as these all become critical determinants in the ways and means of hospitality organisations and staff. It is not only essential to be productive and funny to offer guests better service, but often when things go wrong, they can be solved in a friendly way.
Another I’ll never forget was the Stratford Ibis Hotel in London. A US guest complained at breakfast: ‘I asked for a muffin,’ she said. I thought it would be no problem. But words aren’t the same everywhere. In the US, a muffin is a small circular cake, a heavy, sweetened quick bread, often toasted and sold in a wide range of flavours. In contrast, in England—and to completely confuse things—a muffin is a bready, round, soft breakfast snack, like what Americans call an "English Muffin." At that moment, we both had the same intention. The guest gets what he wants. The problem was that we were both thinking differently, which was due to the difference in language interpretation. In hospitality, we know that our ability to take good care of someone comes from knowing as much as possible about cultural competence.
Second, the cultural sensitivity that academic research and practice afforded me helped me make sense of the experience and enabled understanding. Blatt-Gross (2019) et al. claim: 'Providing students with project-based curricula that scaffold theoretical frameworks to actual practice [is] essential to cultural work domains such as hospitality.' Smith and Jones (2021) emphasise the pragmatic suitability of case studies towards hospitality education to enhance cultural competence, while the'mixed-method research paper' by Garcia and Chen (2020) examines the impact of cultural sensitivity training on the perspective and behaviour of the hospitality student to provide some insight about effective educational practice. Winslade et al. (2023) have more recently observed that 'Culturally competent service delivery that is ethical requires patient, frequent, and consistent self-reflection about one's cultural embeddedness.' Indeed, self-reflection has taught me to continually reflect deeply upon my culturally embedded assumptions and entrenched prejudices and critically evaluate my so-called 'cultural operating system'.
I also learned that being part of the hospitality industry means being prepared for the challenges of uncertainty, as I experience in my daily duties. Work experiences have made me realise the value of lifelong learning to serving culturally diverse guests, and I appreciate how cultural awareness and adaptability offer personalised service and make guests remember our service as knowledgeable staff.
In conclusion, my current hospitality background reflects that cultural sensitivity and adaptability are the two key points responsible for creating an outstanding hospitality service. Many realisations related to the necessary self-reflection and foreign experiences, intercultural communication, especially hospitality, and appreciation of the importance of cultural diversity through hospitality obviously raised my cultural awareness. For my part, I am developing my cultural competence comprehensively, and I count on the advantage that cultural diversity will be valuable throughout my life working in the field of hospitality.
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Training presentation: Component 4
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Mastering the German Language:

Unlocking New Opportunities

Linguistic Challenges

Although German is not the
easiest foreign language for
an English speaker to learn
considering its complicated
grammer and pronunciation,
the rewards that come with
mastering the language are
immense. As more and more
guests from German
speaking countries visit the
hotel, the investment in
German language training
would most surely elevate
their service.

Cultural Nuances

Knowing details about these
cultural differences and
responding adequately will
elevate service for German-
speaking guests. For
instance, Germans put a
high value on punctuality and
pay great attention to littlle
details and manners.
Learning about German
etiquette can help hotel staff
better tailor many aspects of
service to German guests,
including greetings, food
preparation, interactions and
gestures.

Industry Benefits

For example, the London
Stratford Ibis Hotel could
increase market share through
catering better to the German
tourism segment (the largest
foreign segment featuring
European travellers) or
through partners with your
corporate investors that
conduct business in Europe or
Germany. Multilingual hotel
staff can also offer value-
added services ranging from
basic translation to orientation
in the local culture to
complement your image and
competitiveness.
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Greetings and Introductions 2

When dealing with German guests, titles
and surnames should be used accordingly
in a business setting — handshakes are
the normal greeting, and eye contact is
key. Expectations are that you retain your
formalities and avoid casual greetings like
‘hey’ or ‘what's up’.

Communication Style 4

Germans tend to be ‘upfront’ and ‘to-the-
point’, appreciating information that is
succinctand factual. They expect hotel
staffto be well-prepared and informed, to
know the answers, so as a rule they do
not appreciate ambiguous or
noncommittal replies, which should ideally
be backed up by detailed explanations.

Etiquette and Customs: Bridging the
Cultural Gap

Dining and Hospitality

Dining and hotel service ought to starton
time, finish on time and be efficient.
Germans value good food and drink, well
presented and correctly served, without
undue familiarity. They dislike being
rushed or confused with undue familiarity.

Personal Space

German guests tend to desire a more
reserved personal space, so best not to
stand too close, nor reach out to hug or
shake hands. Keep some distance.
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Multilingualism in Action: Enhancing the
Guest Experience

)

Concierge Services

Multilingual staff
members who know
the region can
personally
recommend
restaurants, offer
reservations and
navigate logistics for
travellers who speak
German.

S

a

Customer Service

Thanks to this property,
hotel staff are able to
communicate more
effectively with
German-speaking
guests, which averages
out to higher guest
satisfaction and loyalty.

&

Cultural Guidance

Staff who speak more
than one language
have the opportunity
to explain how
German customs and
traditions may be
different to those from
the guest’s home
country, and help
ease cultural shocks.

NE:

Language
Translation

We ensured
everything was
available in
translation for our
German-speaking
guests: menus,
signage, and guest
correspondence.
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The Power of

Multilingualism: Boosting
Hotel Success

Becoming Proficient In Many Languages is a big advantage, which allows you to communicate
with a large number of people. It is extremely important for the workers in a hotel to know many
languages so as to serve the hotel guests from diverse backgrounds and make them feel
comfortable. This presentation discusses the benefits of being multilingual for the staff working in

London Stratford Ibis Hotel. With good language skills, they aim to satisfy the needs of guests
and earn high reputation

O by Aniko Feher
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The Rise of German: A
Global Language

It is the mother tongue of more than 100 million people, with a further 80
million speaking it as a second language. It is the official language of
Germany, Austria, Switzerland, Liechtenstein and Luxembourg, and also
a regional minority language in more than a dozen other European
countries. The output of the German-speaking world is far greater than its
geographical area would suggest. Germany has the fourth largest
economy in the world, and is the top tourist destination in Europe.




