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This report is about the topic of Cultural Awareness in the hospitality industry to deal with international customers in the organization. In this report, insight will be provided to understand the importance of having cultural intelligence and sensitivity abilities and skills by the staff and how they should behave and portray to increase the satisfaction level of the customers. The report will also be using Greet Hofstede’s Cultural five Dimensions to get a deep understanding of different cultures. Some guidelines will be covered based on the findings of the theories that can be used by the management of the hospitality industry.
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In the era of intense competition, it has become essential for the hotel and tourism industry to increase the customers’ satisfaction level to survive in the market. While a hotel can manage this target with local customers but when it comes to dealing with international customers it becomes a challenging job. 
Hospitality Industry in the UK is expected to grow at a Compound annual growth rate (CAGR) of 2.8% by the year 2027 (Mordorintelligence, 2022). This is because the reason that the UK is becoming one of the major tourist destinations for international customers. According to government data, there was an increase of 3.6% in the number of international trips in Wales in 2019. The country also experienced an increase in the number of visitors spending by 18.8% in the same year (GOV.WALES, 2020). Thus to provide quality services and maximum satisfaction to the customers the industry has to focus on the preparation and management of international guests. 
Cultural Intelligence is referred to those abilities through which persons belonging to different cultures can relate as well as interact with each other (Koc, 2020). It requires understanding and placing the feelings, cultures, and interests of different societies and learning the level of socially acceptable responses, lifestyles, and working styles of different cultures. With the help of cultural intelligence the organization can- 
1. Create harmony by becoming sensitive and compassionate to divergent perceptions and opinions (Indeed, 2022). 
2. Improve communication that will help in increasing the efficiency level in the organization.
3. Expand the ability to identify opportunities for development as well as skills to implement new strategies (Indeed, 2022). 
There are various cross-cultural theories and models like Geert Hofstede’s Cultural Dimensions, Kluckhohn and Strodtbeck's theory, Hall’s theory of cultural context, Andre Laurent’s study of culture, and Lorenge’s cross-culture studies that aim to apply knowledge about different cultures in international management (geektonight, 2021). With the help of these theories and models, hotel management can enhance its cultural sensitivity as well as cultural intelligence and provide quality services to international customers. 
To understand the functioning of these theories a Chinese family has been focused on. The hotel company can use the Greet Hofstede’s Cultural five Dimensions to evaluate and understand the values and preferences of a particular culture (Sent and Kroese, 2022). The five dimensions are as follows-
1. Power Distance Index- Through this parameter, the hotel industry can identify the degree of inequality that exists in a group or cultural community and the level of acceptance of that inequality by the other non-powerful culture. In a Chinese family, the male member holds the main position in the family. At 80 points, China has scored a higher ranking in the PDI. The superior-subordinate relationship is polarized (hofstede, 2022). 
2. Individualism- With the help of this parameter the organization can identify the level of unity in a particular community. On this parameter, a Chinese family scored 20. This means that they are a highly collectivist culture. The members of the family act according to the interests of the group.
3. Masculinity- By using this parameter the company can understand the traditional roles of the males and females in the community. The Chinese family scored 66 points which determines that the family believes in Masculinity i.e. success oriented. It is observed that a Chinese member will likely sacrifice leisure and family priorities to work. 
4. Uncertainty Avoidance Index- This parameter helps the company to identify the degree of anxiety that the community members feel in unknown and uncertain situations. A Chinese family has a low score on the Uncertainty Avoidance index. It is observed that a Chinese family will be comfortable with ambiguity. 
5. Long-term orientation- Through this parameter, the company can identify the level of importance that the community gives to the short standing as well as the long-standing values and traditions. The Chinese scored 87 points in this parameter which means that the family follows a pragmatic culture (hofstede, 2022).
The types of practices that the companies can undertake while dealing with Chinese personal are as follows-
1. They can include some Chinese cuisines in their menu. 
2. The companies can learn some greetings in Chinese languages to express a sense of belonging.
3. The companies can organize some Chinese themes to win and attract the attention of the customers. 
Do’s and Don’ts guidelines for the hotel staff and relevant hotel departments to prepare them for providing a quality experience to international visitors. 
	Do’s
	Don’ts

	· Learning to adapt according to the customs and beliefs of international customers.
· Bring professional emotional intelligence abilities to the work. The company should have a uniform dress code and should follow a diverse cultural approach in the organization. They should be polite, especially towards international customers.
· Building a customer-centric culture in the organization.
· Asking for feedback from the customers to identify the areas of improvement.
· Training and development of the staff while building interest and curiosity about the cultures and traditions of a different community. 
· Include diverse employees in the organization. 
	· Do not portray a polarized image or reflection of the organization to the international customer.
· Avoid providing generalized services in the organization to attract more international customers.
· The company’s human resource department should not aim to hire people aimlessly in the organization. 
· The company should avoid having a biased ideology about a particular culture or community.
· Do not avoid a pragmatic approach towards international customers. 
· Do not promote singularity ideology in the organization structure. 
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The report has covered the topic of cultural awareness in the hospitality industry. In the report, an insight into the need of having the ability and skill to understand different cultures has been provided. The report has covered topics like cultural intelligence and sensitivity, cross-culture theories and models, and guidelines for the staff and related departments to handle customers from diverse cultures. 
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