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1. Introduction 
To begin with, the report will identify the key meaning of cultural awareness and its importance in the hospitality and tourism industry. More to add, the actual purpose of the report is to design a short handbook for the employees that are working with a lot of customers and that are sometimes struggling to be at the high level that the guests expect. By the end of the report, information about the SERVQUE Model, which is representing five dimensions that need to be followed by all the employees of hospitality and tourism environments. The report, therefore, will be ended with a table that indicates advices with do’s and don’ts for the members of staff.
The chosen countries for this report are Germany and China, both of them being so developed when it comes about tourism and both of them being frequently visited by a lot of guests that are coming from everywhere. 
Culture is the one that explains the diversity as people from everywhere are accessing hospitality services. Diversity is focused on a strategy that recognises individuality and believes in benefits of diversity within organisations (Groschl, 2011)
Cultural awareness is defined as being the self-examination and in-depth exploration of one’s own cultural and professional background (Guyton, 2019). Therefore, through the cultural awareness the employees must understand different concepts and ideas facing a variety of cultural differences. As a result to this the hotels must necessarily have employees that know how to distinct the international guests and know how to cooperate/ communicate with them. 
2. About cultural awareness
Cultural awareness is not just respecting other countries and cultures with their traditions and etc, but it is at the same time vital and relevant to guest services levels.
Great cultural awareness skills are helping the hospitality employees communicate better with people from other countries and it is easier to understand their choices, their decisions, traditions, actions, etc. Moreover, because the industry is a service-oriented whose mission is to meet specific consumer needs most of the time through person contact (Ronin, 2020). 
To ensure that great cultural awareness is developed in the hospitality and tourism employees there are five important aspects that need (Zingle, 2019)to be followed: 
· Get training for global citizenship- As this will support the employees to get more cultural knowledge as this will also help them understand the differences and the way the differences are influencing the people. 
· Bridge the culture gap with good communication skills- As the communication skills are the most important when dealing with international guests. Most of the time it is difficult to understand their requests for a variety of reasons, one of them being the miss understanding of the language (Lad, 2017). 
· Practice good manners- because the manners are respected all over the world and there are no excuses for hospitality and tourism employees to not respect the guests with good manners. 
· Celebrate tradition holidays- this being an important thing because it does help with the culture literacy and knowledge of traditions so once the guests from those “studied” countries are coming, the hotel will know how to outline things that they would be originally interested in. 
· Observe and listen to foreign customers and colleagues- And this is important because all the international guests need to be well-understood and carefully listened because making sure that clear understanding is on place is not the easiest thing to do with international guests that may not even speak the same language (Christo, 2018). 
· 
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3. Countries for discussion
As seen in the introduction the chosen countries are Germany and China, and one reason why this countries have been chosen is because they are two countries that are frequently visited by people from the worldwide and the employees automatically have a massive responsibility facing the guests they are dealing with.
In the first place Germany is a country that is visited by a lot of international people for many reasons, for example, one of the reasons has to do with the palaces and castles that are representing the history of Germany as well as their traditions (Dearsley, 2019). More to add people are going to Germany and most of the time they are coming back with a positive impression and this because of the intention they have to respect all the citizens no matter where they are coming from, the only negative aspect that may influence the impression the tourists are shaping has to do with their non-existent sense of humour (Walsh, 2017). Next to the positives, the negative side of Germany when it comes to hospitality and tourism reflects the fact that the employees from hotels do not accept all the time to communicate with people that do not know English language and most of the time the guests are obligated to use other resources such as google translate to be able to communicate with the receptionist (Kumari, 2018). As a result to what has been mentioned, the employees from Germany must start and focus more on the communication with the foreigners as there are thousands of people that do not know the language and once they arrive to Germany and see that no one can understand any other language they will start to be disappointed and even if the surroundings worth the effort as long as they are not feeling comfortable that is for nothing (Thorpe, 2018).
Now, speaking about china, the main thing to mention about foreign tourists is that most of them rather go in coastal cities such as Beijing, Guilin, Yunnan and Shanghai because they do consider that the services, the people and the employees are more developed to the behaviour with the foreigners travellers and next to that they chose those locations because they are full of attractions and full of surprises (Hinsbergh, 2020). Focusing on the current situation, china does not have as many issues related to the cultural awareness skills in the employees and one reason for this has to do with the extra advanced technology, they are using in most of the hotels. For example, now they have changed the in-hotel check in with a digital one that allow people to check in just before they arrive at the hotel. This is an advantage for both the Chinese employees but as well for the guests as awkward situations in which mis understandings are coming in the way (Wong, 2019). 
As a short conclusion to what has been mentioned, the main difference between the chosen countries is that in Germany the employees are not respecting other cultures as much and they tend to keep the personal distance from people, whereas in China everyone is happy and friendly and everyone is trying as much as possible to keep everything right and to keep everyone satisfied with what is being given. More to add, china has got advantages because of the technology that is introduced and because of the variation between cultures that are living there (BBC, 2020). 

              [image: ]





4. SERVQUAL MODEL
SERVQUAL Model is commonly used to measure the quality of services in order to meet the customers’ expectations (Gronroos, 1982). The SERVQUAL Model has initially been developed by Parasuraman et al. (1985) and its aim has been to outline five important dimensions of guest services that are precepted by guests when looking onto hospitality and tourism industries. The five dimensions of guests services and their quality are the following: 
· Tangibles: This dimension strictly speaks about the physical facilities and the material that is provided for those facilities. This is an important dimension because a lot of customers are focusing on physical facilities such as fitness suit especially when their holiday are about two weeks long as there are many that cannot miss. 
· Reliability- Is the dimension that outlines the employee’s ability of getting done the things that were promised to the guest. For example, if the guest requests something and employees are saying that it is going to be done in a specific period of time than the guest expects to have that thing ready in the time that has been mentioned to them. 
· Responsiveness- refers to the prompt responses to the guests, requests. For example, if there are guests asking for additional sugar in their coffee make sure that they are receiving their sugar without waiting ages for it
· Assurance- outlines the employee’s ability of making themselves trusted by showing confidence and great knowledge of the things that are done. By showing confidence the guests will start to trust more and to feel like they can put their words on you. 
· Empathy- is the dimension that is supporting all the employees to communicate with ease to the guests and it is also supporting to build up a great professional relation between the employee and guest. 
· 
5. Do’s and Don’ts 
	DO’S 
	DON’TS

	Respect each guest no matter where they are coming from
	Do not laugh if the guest does not have the best communication 

	Treat all of the guests equally 
	Make jokes if the guest seems to be tired

	Speak about traditions from the guest’s country 
	Speak too much if the guest does not seem to be interested in more than just getting the room sorted
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