HOTEL HANDBOOK

Great guest experience is the heartbeat of hospitality sector, with great guest experience comes great reviews and reviews bring in continuous business. By definition guest experience is the cumulative effect of every interaction your guests have with you. In hotel industry guest experience start from booking all the way till check out, so there are lots of stages involved which will determine the overall guest experience. In order to maximise the guest experience, they must meet their guests’ expectations which can be done by measuring guest satisfaction. The choice of guest this report will focus on is guests from China, exploring the expectations they have when they arrive as guests in the U.K. (1)
Cross-cultural theories are models that can be used to explain cross-cultural events. It compares and contrasts people’s communication across diverse cultures, and explains the consequences of the differences. (2) Cultural sensitivity is defined as being aware of the different cultures that exist, and knowing the difference and similarities between them, and how these affect people’s values, learning and behaviour. Being culturally sensitive makes you more equipped to understand and learn about people whose cultural background is not the same as your own. (3)
Cultural intelligence consists of three areas, these include: metacognition and cognition, motivation and behaviour. 
· Metacognition and cognition: This area of cultural intelligence focuses on the ability to think, learn and strategize. 
· Motivation: This refers to the ability to be persistent with the opposite person’s values in line with your own personal values.
· Behaviour: This aspect refers to your ability to adapt to different behaviours by having range of skills. 
[image: ]There are three parts to cultural intelligence which can be abbreviated and summarized as the ABCD which stands for:
A= Acquire
B= Build
C= Contemplate
D= Do







Acquire knowledge: Knowledge is the most important aspect of the ABCD model. Without knowledge you don’t have a proper understanding of how cultures are created, interpreted and shared, therefore won’t be able to understand people’s behaviours and attitudes. Intercultural training therefore must be an essential part of any training especially in the hospitality sector.
Build your strategic thinking: This aspect is important as this is where you organise and assemble your knowledge gained and put it into practice.  
Contemplate your motivation and ability to work with others: This area focuses on your ability to reflect upon your own interests, drive and motivation which ultimately determines your willingness to work through cultural differences. This stage also allows you to reflect on your own thoughts, and any bias or assumptions you may have about different cultures.
Adapt and Perform: This aspect refers to the ability to be able to adapt with the changes in any cultures and be able to react appropriately. (4)
In the hospitality sector being able to understand and manage customers from different backgrounds and culture gives them an extra edge, and a more satisfied customer overall, therefore taking cultural and regional aspect is an essential part when designing a global strategy for the hotel. (5) International travel has been on the rise, in 2018 there was a record of 1.4 billion international tourist arrives, this was a rise of 6% over 2017. Tourism plays a big part in the total global GDP, making up 2% of the global economy. (6) With this in mind, hotels must therefore be able to accommodate and cater for people from different cultures. This report will focus on hotel guests service implications for guests from China who travel into the U.K, and the different aspects that needs to be taken into consideration to cater their needs. (7)
Growth in international travel means there is an increase exposure between people from different cultures and backgrounds. Different cultures normally set the norms, values and customs for people hence creating differences in consumer behaviour. (8) For example, for Chinese travellers they generally expect respect, top hospitality and a good understanding of Chinese culture from the service providers. Alongside, they highly appreciate a positive attitude, high level of enthusiasm and having a staff member who’s able to speak Mandarin would also be highly appreciated. (9) Hotel therefore continuously need to assess their service performance and look at training staff against the expectation of their customers. 
There are many factors which need to be taken into consideration in order to accommodate for guests from different cultures and backgrounds in order to meet their needs. Following are just some points that a hotel should be able to accommodate for guests in order to meet their needs:
· Being able to meet food requirements: People are often willing to try new food when travelling, however not all guests are going to be willing, and often stick with things they are familiar with. It is therefore better to know the historical trends of your hotel and collect data on your guests. For example, for Chinese guests’ food should be provided in traditional and authentic options. 
· Being able to accommodate for people from different religious beliefs and rituals: Hotels should be able to accommodate for dietary requirements for people from different backgrounds. For example, making sure halal food options are available for Muslim guests. Furthermore, making sure easy access prayer rooms are available in quiet zones and if a room is occupied by Muslim guest ensuring alcohols are removed from the room in order to respect their beliefs.
· Educating staff on customs and preferences: For example, offering the guests better options on TV channels during their relaxation period can make that difference. You could even go above and beyond by offering Chinese guests selection of Chinese TV shows to meet their needs. (10)
Chinese tourists generally have the following expectations therefore each hotel needs to be able to meet these expectations in order to keep these guests satisfied.
· Chinese tourists love to spend money on hotel’s on-site restaurants and shops
· They demand Union pay facilities, Mandarin speaking staff and app-based customer service
· Must have free hotel Wi-Fi (11)

Summary table of DO’s and DON’T’s
	DO’s
	DON’T’s

	· Have an understanding of your guest’s cultural needs
	· Have staff who are not culturally educated or trained

	-Be able to cater for different dietary requirements
	· Have lack of staff who don’t know how to speak other international languages

	· Educate yourself and the staff about your potential guest’s culture- which sets the norm for them
	· Have outdated and not updated websites and reviews

	· Pay attention to detail in order to accommodate for guests needs
	· Take generic approach, every international traveller needs to be dealt with individually

	· Aim for top hospitality and respect your guests
	· Have complicated and difficult to understand instructions

	· Have staff who are able to speak different languages
	

	· Free hotel Wi-Fi 
	


(12)
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