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Cultural Intelligence and Sensitivity
Culture collectively denotes social behavior, beliefs, customs, practices and the general way of life of a group of people. Globalization has however provided the medium for culture interaction and therefore challenges people to adapt to the variability of the culture space. Cultural intelligence (CQ) and sensitivity infers the ability to recognize, distinguish, adjust and apply the knowledge gained to harmonize cultural diversity (Fang, Schei and Selart, 2018). The CQ concept correctly outlines effective cross cultural adaptation. The hospitality sector is one which plays host to both local and international travelers who are on the go for business, health or healthy living and social reasons. These travelers are examples of how a culture interacts with others in the global business stage and has prompted business managers to seek deeper understanding of how culture impacts business. This paper therefore examines cross cultural models relevant to the hotel setting further to a staff guide on how to handle American international guests. 
Importance of Cultural Intelligence and Sensitivity
In order to discover why the cultural card is important one must first relearn their own selves so that before interacting with others they already know what culture they represent. Robert Allan profoundly mentions that “Cultural differences should not separate us from each other but rather cultural diversity brings a collective strength that can benefit all of humanity”. To be culturally intelligent and sensitive is understand that diversity will ever be present but it must not change the concept of humanity or business. In hospitality, CQ is important because it increases cultural awareness, improves communication, enhances decision making and can be the competitive advantage of one business over the other (Paparoidamis Tran and Leonidou 2019). 
The cultural blind spot can only be eliminated by first being aware that differences exists but recreating the differences to fit a co-habitable environment. Multicultural exposure works well to automatically challenge teams to awareness thereby prompting them to devise coping methods. Culturally sensitive persons are always empowered to communicate better with team members and customers alike because they will always know how to relay their agenda in a manner that honors the other people’s beliefs, ideals or practices. The net impact of improved communication lies in better and quality work or service, improves team spirit, fosters innovation and places a reference to the core business. Decision making plays an important role in shaping the direction of businesses therefore CQ and sensitivity in this context informs how decisions are made because there is known relevance in inclusion. Finally, a distinguishing success factor of one business over the other can as well be their execution of multicultural diversity. The broad base that emanates from a diversified workforce means a diversified service system and therefore serves to attract a broader customer band.
Cross-Cultural Models and Theories
Hofstede’s Cultural Dimensions Theory
In 1980, Geert Hofstede answered the cultural questions of how businesses interact with culture and how culture defines businesses (Gerlach and Eriksson, 2021). The overall function of this theory is to illustrate the impact of culture on societal member values and how the values translate to behavior and further measures cultures across the world. This theory is a structural view of the interchange of culture and business and is further categorized into six dimensions as below. 
	Dimension
	Reference

	Power distance index
	Culture can create and support power imbalance. PDI measures extent of imbalance and equality 

	Collectivisms vs individualism
	Culture is considered to encourage group mentality or lean towards personal development. 

	Uncertainty avoidance index
	Depending on rules, cultures either promote high risk taking or assure low risk as a norm

	Femininity vs masculinity
	Predominance placed on sexuality defines how cultures view jobs, responsibilities, products or service as either masculine or feminine

	Short term vs long term orientation
	Importance created by a culture on short term goals deemed easier and  requires shorter time commitment or long term goal that are more valued but take longer and requires virtues such as tolerance 

	Restraint vs indulgence
	Defines a peoples way of living which can by default repress one trait but assign with impulse the other 



GLOBE Cultural Dimension
The Globe dimension was developed in 1990 with a buildup view of the Hofstede’s cultural dimensions theory (Abubakari, Wang and Paa-Grant, 2018). It defines culture as the handed down values, beliefs and identities of a people’s common experiences. Apart from defining multicultural relations, the Globe dimension further added human orientation, performance alignment and assertiveness to the study of culture. This dimension is further classified into 9 categories as described below:
	Dimension
	Reference

	Power Distance
	Uneven power gaps and privileges with regard to tolerance of a single power source or non-tolerance of the importance of the status quo

	Uncertainty Avoidance
	Cultures views on risk and ambiguity therefore has strict rules to negate uncertainty or lax rules to promote benefits of risk taking

	Performance Orientation
	Importance is placed on achievements therefore this culture has a materialistic view and values training and reward as opposed to just adapting and survival 

	Assertiveness
	Infers the aggressive nature of a culture therefore there is direct communication and are never restraint 

	Future Orientation
	Value placed on future rewards against short term gains 

	Humane Orientation
	Human values such as kindness are nurtured in a culture that teaches its members to individually ensure others are provided for unlike cultures where matters such as financial wellness is the state’s responsibility

	Institutional Collectivism
	Prompts society to integrate into institutions and be guided collectively by them

	In-Group Collectivism
	Culture often tends to encourage alignment to original group setup or encourage individualism 

	Gender Equality
	Refers to the feminine or masculine work balance of  a culture 



The American Guest Guide
There is no single definition of the American culture because it is a melting pot of varying cultures and backgrounds (Woods, 2018). It is, however, known to pride in individualism, privacy, gender equality, liberty, competition and future orientation. The American today values time and growth of self therefore I would be important to have schedules drawn beforehand and personal wants incorporated into the plans. This type of guest is fairly not uptight and is highly conversational with approval or disapproval verbalized almost instantly therefore it would be important to listen keenly and engage them with a cultural sensitive approach. 
Food back home is typically fast food; therefore, it will be important to include different local cuisine into the meal plan. It is also important to service the individual need of the guest whether travelling sole or as group guests. Room service and any other amenity needs to assure the guest of privacy and showcase quality since this type of guest values privacy and high quality service. Most of Americans today are advanced in technology therefore instead of overproviding tech items; it would be good to tone down with more natural occurrences so as to offer a differential product. (Sufi and Shojaie, 2018). The check in and check out systems have to be managed well so as to avoid bad first impressions since this guest will cancel bookings at the slightest inconvenience. Below is a summarized table of the dos and donts for this guest for the service team. 

	Do’s
	Don’t

	Greet in English unless guest first uses local language
	Welcome in local dialect

	Be creative with food, linen and other amenities
	Offer standard services

	Customize guest experience
	Group events

	Be responsive and highly alert to feedback or requests
	Do not overlook any feedback 

	Involve guest in all plans
	Plan for the guest without their input
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