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Executive Summary
This report examines the country and different cultures to give a handbook for hotel staff to help them prepare and manage guests’ experience for their international guests. For a successful hotel operation and even guest hospitality experiences, it is very critical to understand the existing culture. Various relevant cross-cultural theories and models would be utilized throughout the report to understand such cultures. This will start with the critical evaluation of cultural intelligence and sensitivity, which is very important for hotel personnel. Such a level of sensitivity would come before assessing the hotel guest service impacts for guests from an international country. For improved service delivery, various hotel departments and functions and their implications in accommodating guests’ norms and needs would be assessed. A table will show different actions and inactions that serve as hotel staff guidelines. Marriott International has since emerged as the global hotel chain offering unparalleled choice for guests and bringing an unrivaled value for the shareholders. This expansive portfolio is seen through their brands, dynamic sales, marketing styles, amongst other areas. Under the global scale that pushes for efficiency, Mariott Hotel owners benefit highly from their clear-cut competitive advantage and opportunities for maximizing under hotel investment. A robust international distribution aspect boosts every Marriott International-branded hotel. Their innovative sales and marketing network allows for delivering high-value kinds of guests under a state-of-the-art technological level, global negotiation power, and widely shared services that enhance a return on investment for their owners. 




Introduction
 	The hospitality sector has increased globally and has been among the most prominent industries globally. This sector has very distinctive features. The hospitality sector is service-oriented, where the intangibility of services and tangibility of products work hand in hand with its labor-intensive side (Dumoulin & Giacomel, 2020). This sector provides the best opportunities for employment and business and has since become the most significant source of jobs compared to other industries for over a century.
 	This report applies the Hofstede Model to define the hospitality industry's cultural differences. The cultural dimension model is a more empirical-based analysis of world cultures. Hofstede took this comprehensive study of global socio-cultural aspects that influences management (Hofstede Insights, 2019). Four main dimensions are congruent with the varying cultural values of nations, including:
1. Individualism-collectivism dimension – this implies the degree with which individuals within the society would describe themselves autonomously and even in membership groups
2. Power distance dimension – the high-power distance characteristic includes the top-down model for making decisions, loyalty to management, and rigid hierarchical structures. Contrastingly, the lower power distance equals the egalitarian work environments, quite fair hierarchies, and participative management (Laia, 2014). 
3. Femininity-masculinity dimension – masculinity represents values like productivity, competition, status, and even monetary gains under this dimension. On the contrary, feminine values represent life’s quality, societal welfare, and cooperation.
4. Uncertainty avoidance dimension –higher uncertainty avoidance results in explicit or written rules, which leads to a dependence on information systems, whereas lower uncertainty implies lesser formalized rules (Effendi, 2020). 
 	Values linked to longer-term orientation include thrift and perseverance. In contrast, those connected with shorter-term exposure respect traditions that fulfill social obligations while protecting an individual’s face (Marriott Hotels Development, 2018). Based on these elements with cultural dimensions, there are many levels of sensitivity, adaptability, and even empathy that need to constantly negotiate with other intercultural encounters. It has since remained questionable amongst hospitality managers if they have understood such conceptual framework and issues associated with them or not. Individual variables are highly emphasized in understanding intercultural communication. 
Country A: Hotel Location
 	Marriott Hotel is located in London. At Marriott, you embrace the history and luxury alike at the bustline Southern Bank region. This is just a few steps away from the famous Westminster Bridge. Right at the former City Hall of London, the hotel is located. With this, it embodies the storied history of the city and essentially the British spirit. From this location, one may easily view the Houses of Parliament, the London Eye, and even Big Ben, amongst other historic and iconic hotels (Marriott International Inc., 2013). Marriott offers a daily routine of fifteen minutes of training to every hourly employee. This training seeks to address the essential skills and areas of knowledge, including culinary, room operation, purchases, and other necessary measurements. Much of Marriott Hotel is shown by the table below:


	Item 
	Description

	Language
	British and American English

	Legal system
	Common law system

	Values
	Putting people ahead, Excellence, Embracing change, Integrity, and Service to all.

	Religion
	Christianity

	Education
	On-the-job training

	Political system
	Parliamentary democracy



Country B: Guests’ cultural background
[bookmark: _GoBack] 	According to Hofstede’s insights, America stands at an estimated power distance (40%), individualism (91%), masculinity (62%), uncertainty avoidance (46%), long-term orientation (26%), and indulgence (68%). This is a good overview of the deeper driving elements of American culture about the different other cultures globally (Gerlach & Eriksson, 2021). This information reveals that America’s culture describes the entire central tendency within the society. Every individual is unique. Such social control allows individuals not to deviate further from the normal. Additionally, America is known for its rich regional cultural difference. The American population need not undergo a cultural briefing before they successfully get to any other state (Minkov & Kaasa, 2020).
Country Analysis
There are hardly any aspects that bring differences between Marriott Hotels. However, more explanation is covered under the following areas:
1. Economic growth – there is an equal ability of these franchise hotels to keep growing aggressively
2. Security – the rising security difficulty is seen with the changing political turmoil, and even terrorist attacks has affected all markets alike
3. Inclusivity portfolio – Marriott’s drive for an all-inclusive portfolio has risen with the increased longer-term agreement. This kind of agreement cuts across all franchised resorts, including Marriott Hotel London. 
Hotel Handbook
 	Marriott Hotel’s operation depends on integrity and also sound judgment. This hospitality giant's reputation and continued success are grounded in its commitment to service and business integrity (Shykina, 2019). The hotel is big on constantly applying higher standards to every service offered. There is a critical commitment to hard work, fairer business practice, and respect for every stakeholder, including customers, communities, franchisees, partners, owners, and associates (Litvin, 2019). From the headquarters in America, the list below guides the uncompromised business standards at Marriott Hotels under this dos and don’ts list:
	No.
	Description

	1
	Carry on with integrity tradition

	2
	Become accurate, truthful, and just

	3
	Avoid the emergence of wrongdoings.

	4
	Always follow the law.

	5
	Understanding the impacts of your acts

	6
	Become truthful

	7
	Treat other people with a lot of dignity and also respect.

	8
	Working for the good of the all
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