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[bookmark: _Toc137745589]An executive summary
This report mainly uses to analyse and compare the hotel services in regards to hotel staff, department and service delivery to serve the guests' needs. Hence, the country chosen is Italy in order to see the hotel staff help them to prepare and manage the guest experience for international visitors. Hence, in Italian culture mainly, the culture and values are different than in Germany. 
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[bookmark: _Toc137745590]Introduction 
In regards to this report, mainly, cultural differences, customs and behaviour will be analysed in regard to main hotels. Hence, it would tell dos and don'ts to the hotel staff to manage guest experience and accommodate guests regarding service delivery. Therefore, the chosen country here is Italy, in accordance with comparing and contrasting guest service implications. Therefore, the culture and values are different in Italy in regard to pinpointing guest implications for local and international visitors. A study suggested there should be a requirement for unusual accommodations for all types of guests in all hotels (Kim et al., 2012).
[bookmark: _Toc137745591]Cultural differences 
[bookmark: _Toc137745592]Italy 
The main culture of Italy is related to its rich history and past, with it focusing on warm hospitality and focus on relationships with other people. Hence, they connect on a personal level, communicate expressively and have a relaxed approach. Therefore, the dining culture lasts for hours and has relaxed dining experiences and local cuisines. The society is men-oriented with decentralised power (Abarate et al., 2021). 
[bookmark: _Toc137745593]Germany 
Germany in terms of more literature, art, philosophy, logic, and reason. Hence, it also has a rich history and European politics, thought and art with a more fixed and stern approach among people. The people have a love for beer and sausages. Hence, Germans are private and involve very direct structures and routines in their life (Sandford, 2013).
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[bookmark: _Toc137745595]Guest implication in Italy and Germany 
The main guest's implications after the pandemic hit the hotel industry hard. Hence, there is a need to show the health vaccination in order to pass on current regulations. Hence, in 2023, this regulation will be smoothed out. Therefore, due to compliance with health and safety guidelines, hotel dining options for restaurants and breakfast services have become limited. Therefore, outdoor dining is mainly preferred by customers. Also, the Italian hotels welcome them warmly to the guests, with friendly interactions. Hence the front desk should focus on greeting, smiles and willingness to take queries. 
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Figure: Warm welcome by Italian hotel
Mainly the words used by the guests in regard to the hotel the staff can greet in Italian language and use phrases such as Buon Giorno, Grazie, per favore, etc. Hence, the hotels in Italy do not focus on one dress code (formally for staff), which may be needed in front of guests from another country where the hotel staff wears a uniform in their culture. Henceforth, guests are showered with gratitude and appreciation for good services; customers appreciate it. The customers should also interact with the local customers, culture and values, which is the staff's responsibility (which can be the front desk or other departments) (Buso et al., 2017). According to expectancy disconfirmation theory, when hotels apply, guests' satisfaction is influenced by services provided by the hotel in terms of meeting and exceeding it, which is determined by the performance of the hotel in terms of expectations fulfilled by the employees (Abarate et al., 2021). Hence, in regard to Italian hotels, guests' satisfaction is seen as their cultural value, which is exceeded.
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Figure: Italian Model for Cultural Tourism
Source: Quattrociocchi et al., 2017

According to service quality theory, customers' expectations and perceptions of service quality have five dimensions, including reliability, assurance, empathy, responsiveness and tangibles, which is needed to be performed by employees in order to ensure services (Mohamad et al., 2017). The main hotel services and culture are mainly related to proper check-in and out processes using the latest technology. Hence, there is the reception and multilingual staff. Hence, German hotel services also include punctuality and time management in their service delivery (De Carlos et al., 2019). 
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Figure: Hospitality industry revenue in Germany
Source: Koptyug, 2023

There is also professionalism and attention to detail in regard to staff being properly trained and dressed and providing accurate information with the provision of cleanliness, amenities and guest preferences. In Germany, the services are also more seen as professional than in Italy, where the employee to provide services are less stern. Italy prefers ambience, décor, lighting and pleasant experience, whereas Germany stands for precision and efficiency. Germany focuses on being private and hence needs the customers when they want something. They have a structured approach as their sign of respect towards people from around the globe. 
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	Do
	Don’ts

	The staff should have emotional intelligence and cultural intelligence in order to increase customer satisfaction.
	The employees should not show a bad attitude towards customers. 

	The employees should be quick in action in order to help the customers. 
	The hotel should not be ignorant of other cultures.

	The front desk person should be quick and calculative with actions.
	Stereotypes should not be formed which can hinder the services of the hotel or discriminate against any customer.

	The hotel staff should be appreciative of the cultural differences. 
	There is a need to provide respect for other's cultures and values.

	There should be entertainment in the local language (German or Italy).
	Common language should also be used in terms of welcoming the guests. 

	Being friendly while welcoming the guests in the local language.
	Not being welcoming during the arrival is wrong, and being stern with guests. 



[bookmark: _Toc137745597]Recommendations 
 The first recommendation for the hotel is to advance and invest in cultural sensitivity and training of their staff in order to ensure that greetings, customs, communication styles and etiquette are properly communicated to the staff. Hence, it will ensure cultural awareness with the help of an inclusive and welcoming environment. 
Another recommendation for the hotel is to mainly focus on personalisation and customisation according to the customer. Hence, Italy is a country where tourists come from different cultures; hence, accommodation of restrictions, multilingual staff should be hired and amenities according to culture (Hussain et al., 2016). 
[bookmark: _Toc137745598]Conclusion 
To sum up this report, mainly, Italy country was chosen concerning their services trends and implications towards guests with different cultures, backgrounds and values. Hence, employers and hotels should implement a set of recommendations in order to cater to international visitors in terms of cultural awareness and sensitivity. The employees should follow certain rules and regulations which do not hinder the services and discriminate towards international visitors. The culture and values in Italy vary from Germany in accordance with pinpointing guest implications and trends for local and international visitors.
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