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Cultural Changes in The Hotel Industry 
Scenario
During my time working in the Front of House section of a hotel, I once had an encounter that taught me the importance of being aware of cultural influences and how sensitive culture can be. A guest came to our hotel and requested to be booked in a single bed accommodation. However, in the culture of the guest, the term "single bed" referred to a bed of a smaller size that was suitable for one person, whereas in the hotel's standard room offerings, a "single bed" meant a room with a single, large bed that was suitable for two people. The guest in question was from a country in which English is not the native language. That is why, when they checked in, they requested a room with a single bed. This rather easy request ended up being misconstrued by the culture of the host, which caused the guest to feel both puzzled and unhappy as a result of the interaction.
In the hospitality industry, misunderstandings of a cultural nature can emerge for a variety of different reasons. Nevertheless, differences in language, routines, and expectations are among the most prevalent causes. In this specific instance, the core issue was a misunderstanding due to language barrier (Disilva and Arun, 2017, p. 80). A seemingly universal term had diverse interpretations in the guest's culture as well as the hotel's typical offers because of the cultural differences between the two. As research shows, such a scenario is not an isolated incident but it serves as an illustration of the challenges that many front-of-house employees have when they are tasked with providing service to a diverse group of customers at the same time (Disilva and Arun, 2017, p. 80). 
Thus, there are a number of critical abilities and adaptations to behavior that need to be trained in order to avoid the occurrence of cultural misunderstandings in the future. Firstly, enhancements to Communication Effective communication are one of the most crucial components of any successful encounter, and this is especially true when working with visitors who come from a range of cultural backgrounds (Seongseop et al., p. 164). Research shows that one of the most important aspects of any successful encounter is effective communication. In order to decrease the risk of misunderstandings occurring, the personnel are needed to enhance their language abilities and make certain that their communication is clear at all times (Seongseop et al., p. 164). If the workers at the hotel had better language abilities and been able to more fully explain the amenities that they offer, then perhaps the issue that was stated could have been avoided.
Studies also show that increasing One's Sensitivity to Other Cultures is paramount in order to increase one's sensitivity to other cultures as much as possible (Reisinger and Turner, 2012, p. 127). It is important for the members of the staff to take part in some kind of training or workshop so that they may gain an awareness of the customs, norms, and expectations of guests who come from a range of cultural backgrounds (Reisinger and Turner, 2012, p. 127). One is better able to anticipate the likelihood of misunderstandings and take preemptive actions to fix them if they have gained an awareness of the intricacies that are distinctive to each culture and have done so themselves (Disilva and Arun, 2017, p. 80). It is essential to keep in mind that concepts that, to members of one culture, may seem obvious or logical can, to members of another culture, have very different connotations.
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