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Executive summary
The hospitality industry is one of the most culturally-diverse industrial sectors in the global economy. In this industry, attaining economic affluence requires hospitality staff to be adequately culturally aware so that all guests feel adequately welcome. In the present report, the significance of cultural intelligence and cross-cultural communication are discussed with the help of Hofstede’s cultural dimension model and cultural intelligence theory. It includes an organisational example of the Hilton Hotel, London, while catering to the cultural needs of guests from India. Indian tourists constitute a significant percentage of tourists visiting the UK and are known to display eagerness to return.  Thus, catering to the cultural needs of such tourists might help Hilton Hotels attain a significant competitive advantage.
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The hospitality industry includes extensive interaction with a wide array of tourists, demonstrating stark cultural and ethnographic diversity, thereby necessitating the embodiment of cultural awareness in organisational practices (Khan, 2018). The following discussion will enable the development of a hotel handbook for the employees of the Hilton Hotel in London, catering to guests hailing from India. Hilton Hotels is an international hospitality brand that was founded by Conrad Hilton in 1925 (Hilton, 2023). Today the company comprises 19 brands and is operational in 123 countries and territories, worldwide. 
[bookmark: _Toc128752533]Critical evaluation of cultural intelligence and sensitivity for hotel personnel
In the modern-day globalised society, cultural intelligence is often described as an essential aspect of business success. Fang et al., (2018) describe it as the capability of managers, leaders and employees to function efficiently in a mixed cultural setting. Culture is the complex manifestation of one’s attitudes, beliefs, values and traditions. The diplomatic approach to communication in a multicultural setting, which acknowledges the key differences between these cultures, is referred to as cross-cultural communication (Dingwall et al., 2019). In a hospitality setting, such as the Hilton Hotel, cross-cultural communication will enable the hotel staff to help make their guests, hailing from a different culture, feel adequately welcomed. 
Hofstede’s cultural dimension model 
The cultural characteristics of individuals are often impacted significantly due to various factors. These factors are represented by Geert Hofstede into 6 key dimensions power distance, individualism/collectivism, uncertainty avoidance, masculinity v/s feminism, long-term orientation and indulgence (Dingwall et al., 2019). According to this model, cultural awareness would require adequate accommodation of the key individual characteristics. Thus, for tourists hailing from a country that scores high on individualism, the adequate availability of personal comforts and amenities would be crucial for their hospitality consumption decision-making. On the other hand, studies also indicate that the cultural dimension of the employees might determine how efficient they are at caring for their guests. Radojevic et al. (2019) have observed that hospitality employees hailing from countries with low indulgence and individualism scores will be more efficient at providing hospitality services. It is, hence, apparent that being culturally intelligent and sensitive can determine the overall satisfaction of customers in a hospitality organisation. Thus, for international hotel chains, like Hilton Hotel, understanding the cultural characteristics of their employees as well as guests would play a key role in determining the efficiency of their services. It will enable them to ensure adequate satisfaction for all customers, irrespective of their cultural affiliations.
Cultural intelligence theory
The concept of cultural intelligence gained significant prominence in the late 1900s and has since been envisioned as a fundamental concept of the global hospitality industry. For efficient implementation and development of cultural intelligence, professionals are recommended to implement four key steps referred to as the ABCs of CI (LibreTexts, 2020). Thus, for being a truly culturally intelligent organisation, the leaders of Hilton Hotel, London must take the necessary steps for becoming culturally aware, use this knowledge to build an operational strategy, contemplate the key cultural issues prevailing in the organisation and finally, perform and adapt to these strategic measures. 
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Figure 1: Cultural Intelligence theoretical framework 
(Source: LibreTexts, 2020)
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Figure 2: Hofstede’s cultural dimension scores for India
(Source: Hofstede’s Insights, 2022)
Indians constitute a significant group of tourists in the UK, with approximately 692,000 Indian Tourists visiting the country in 2019 alone (Statista, 2022). According to official records, the majority of Indian visitors in the UK are male, and 86% of these tourists are extremely likely to recommend Britain as a suitable travel destination (Visit Britain, 2023). This indicates the significance of properly catering to Indian guests behind the overall success and proliferation of the English hospitality industry.
Based on the Hofstede analysis of India, the following cultural insights may be identified:
Power distance: India, with a score of 77, displays a significantly profound acceptance of power distance in society. This suggests that for Indian tourists, social hierarchy holds a significant place (Hofstede’s Insights, 2022). The Hilton Hotel may accommodate this insight into its customer service by ensuring that the staff at the Front desk greet Indian guests formally. This behaviour will be in line with the power distance attitudes generally prevailing among Indian tourists.
Individualism: With a moderate score of 48, India manifests itself as a largely collectivist society where individual interests are likely to be deprioritised. Thus, Hilton Hotel, London can enhance customer satisfaction among Indian tourists by incorporating a family-friendly approach in its event management and planning department. Additionally, it must modify its housekeeping and accommodation services to become more family-oriented. Buzlu and Balik (2022) have observed that the presence of family and children-oriented services and facilities can play a key role in organisational affluence in the hospitality industry.
Masculinity and uncertainty avoidance: In both of these dimensions, India manifests a fairly moderate score, indicating a lack of interest in extremely aggressive or risky tourist activities. Moreover, most Indian tourists in the UK are known to engage in shopping and sightseeing (VisitBritain, 2023). Thus, Hilton Hotel, London must ensure that its transportation and guest services departments are duly equipped to help these tourists engage in non-aggressive tourist activities.
Long-term orientation and indulgence: India score moderately in Long-term orientation, while it fairs low in indulgence. This indicates that Indian tourists appreciate a lasting connection with their culture while refraining from individualistic activities. Thus, Hilton Hotel, London must celebrate the Indian culture in its sales and marketing initiatives. It could ask its catering department to serve Indian dishes or include the celebration of Indian Festivals in its guest services. Having at least some support staff who can converse with Indian tourists in native Indian languages may also prove beneficial.
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	Department
	Dos
	Don’ts

	Front desk
	Formal and traditional Indian greeting
	Informal treatment

	Housekeeping staff
	Formal conversation, preferably in an Indian language.
	Casual interaction with guests

	Event planning
	Family-friendly, non-aggressive and cultural activities 
	Plan Indulgent and adventurous tourist activities

	Transportation Department
	Family vehicles fit for shopping or local sightseeing
	Small vehicles 

	Sales and marketing
	Highlight cultural and family-friendly aspects
	Avoid inappropriate or indulgent advertisement

	Catering department
	Prepare an Indian menu
	Not have any Indian dishes
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To ensure adequate customer satisfaction among Indian guests, the following steps may be recommended for Hilton Hotel, London staff:
· Greet all Indian guests formally.
· Ensure hotel events and facilities are family and child-friendly.
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Cultural intelligence refers to the individual ability to modify one’s behaviour as well as environmental settings to display cultural awareness and understanding. It enables greater customer satisfaction. However, an exceptional emphasis on cross-cultural practices can lead to the propagation of stereotypes and facilitate discrimination. Thus, cross-cultural communication must focus on cultural awareness and take necessary measures to avoid unpalatable cultural appropriation. Therefore, a balanced approach to cross-cultural communication is advisable.
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