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Introduction
The purpose of this report is  to discuss the cultural awareness within the hospitality industry and to discuss the importance of the employee behaviour, having at the base of the discussion two countries with a high touristic level that follows to be compared using examples of how employees must behave with international tourists. The structure of the report will be initiated in a way that will develop the idea of handbook for employees and this because this is something that is necessary in all international hotels as all the tourists deserve to be treated as they wish and as they expect. Along with the report, there will be a table of do and don’ts for the employees, providing next to this argument of the do’s and don’ts.
Culture on its own is defined as being difficult and simple in the same time and this because of the fact that culture is a multidimensional concept (Steers, et al, 2016(. Cultural awareness is defined as being the sensitivity to the similarities and differences that exist between two different cultures and the use of the sensitivity in the effectiveness of the communication with the members form the other cultural group (Macmillan Education, 2020). The chosen countries that are about to be discussed within this report are the North Korea and France, both of being so developed in terms of tourism and hospitality industry. 
What is cultural awareness?
As mentioned in the introduction cultural awareness in so important for the hospitality industry because hospitality and tourism is about people, people from everywhere and all the time these people need to be well-managed with the services that are provide. As a result to this, at the base of cultural awareness is communication and one reason that explains this is that international hotels may communicate between them and all the departments must be related too to not fail in understanding the cultural differences and making abstraction to them (Tschudy, D. 2016). 
Each hotel in the world must see the cultural competences as a necessity just as Marriott does, thing that is need through their quote “Embracing differences is part of the way we do business around the world and essential to our success” (Marriott, 2019), therefore, because Marriott mentions about their success that comes once they show respect facing other cultures. 
By having under consideration cultural awareness the members of staff must think about the guest behaviour which differs depending on the location they are coming from, the reputation they have in the society the business service and their response to the members of staff, all these behaviours differ from culture to another and as mentioned, it massively important to know how to treat each behaviour to be able to understand what the guest expects back (Kilburn, 2018). 



Chosen countries to discuss
The introduction mentions the fact that the two countries that are chosen for this report are north Korea and France and this because of the level they have in the hospitality industry and tourism as well as the amount of international guests and travellers they do have every year all seasons. 
In the first place, North Korea is a country that has got plenty of resorts that are visited by a lot of people all the time, next to the resorts there are the tallest buildings that are so attractive for people from everywhere (Cahill, 2018). More to add about North Korea, is that everyone is speaking about their traditions in food and dances generally, saying about how fabulous they are (Haupt, 2017). Next to the absolute attractive things from North Korea there are also negative things that are keeping tourists away. For example, the main thing that is mentioned about North Korea is that it is an absolute democratic and extremely expensive. For example, Laukaitis (2019), has spoken about its own experience and it did say that the holiday to North Korea really does not worth. He does say that in a week time he did spend $2000 on accommodation, food, and transport only. More to add about its experience, it does say that the people are still living in the past and the services that are provided there really do not worth the money especially because the members of staff are not paying too much attention to the way the guests are feeling. Everyone is following the same rules, and everyone is guided by the world that existed in the past. For example, in hotels the concerts with the traditional dances are still promoted and outlined all the time even if the guests are expecting something else. Benjamin Habib, a lecturer in international relations said about North Korean Restaurants that “the capacity of the restaurants to generate foreign currency for the regime is small in comparison to other illicit activities (Burton-Bradley, 2019)
Now, focusing on France, it is known as being the country with the most beautiful places in the world. For example, France has got touristic attractions, cities of cultural interests and many other things such as food, traditions…(Andre, 2019). France as a country is respecting cultural awareness and this could have been seen even since the end of the world war II when the country has become a culture that promotes diversity. When it comes to cultural awareness and the hospitality industry, it is important to mention that France is a country that is guiding after the fact that the managerial teams and that the members of staff are the ones that must treat the guests culturally right, this means that the managers need to appreciate the cultural value, the cultural behaviours and the differences between each person (Djauhar, R. H. 2011). Considering the fact that there are 200million international visitors each year (Luty, 2020), thing that demonstrates the fact that the employees are definitely doing their work right and the employees are respecting the people from everywhere. The only cliché between the tourists and employee in France is the language which stays between everyone, but even with this issue they still manage to understand each other within intermediary resources such as English language which is known by most of the customers or through google translate services. The most appreciated towns by tourists in France are Paris, Nice,St Tropez, Brittany, and many others, but the most cultural and appreciated is Paris and it is known as being a cultural town (Johnson, M. (2020). 
As a quick comparation of the two countries, the biggest difference between the two countries is clearly visible and the main thing to say is the France is a hundred time better at cultural awareness and general foreign respect comparing to the North Korea and even the statistics are showing this. As a further advice for the North Korea, the money that are accumulated by the government must start to be better spend in the society, and in the services that are provided continuously to people that are coming in the country. The harmony of the country must be changed in the North Korea as a country looking like that must have people that have the ability of maintaining and raising the standards all the time. 
Importance of employee behaviour 
The behaviour of employees facing the international tourists is massively important and the skills of the employees facing culture is again super important and this because “the skills development is a thing that plays a crucial role if advanced employee behaviours as it leads to a better performance of staff” (Rachid, M.; Zeffane 1994).
For the employees to work right within the cultural awareness, they must follow the SERVQUAL framework (Parasuraman et al, 1988). This model has be initiated for hospitality members, retailers and firms generally that needed support with the customer services (Fripp, 2016). The SERVQUAL Model includes outlines five different dimensions (Ladhari, et al 2011), and these are: 
1. Tangibles- is referring to the physical facilities that are provided. This therefore speaks about the physical services that are about to be used by guests in order to test the quality of the hotel and of the services.
2. Reliability-Is the dimension that speaks about how correct the services are performed at the first time. Next to that, reliability shows to the organisation how promises are fulfilled. As a result to this dimension, once the customers are coming from international sides, it is exaggeratedly important to maintain a good relation within the guests to ensure that they are alright with all the updates facing their requirements or facing the things that have been promised to them. 
3. Responsiveness-This dimension involve strong communication skills as it is important to communicate to the customers exact when everything is going to be done and it is at the same time important to respond actively to their requests.
4. Assurance- Is defined as being the employees’ courtesy and knowledge, their ability of transferring the confidence and trust to the guest. The most usual thing said by researchers is that the quality is varied. Moreover, assurance refers to keeping customers informed in their native language and act friendly no matter what. 
5. Empathy- Refers to the compassion that is build between employee and guest, for example, there important aspects that are supporting the guest to form a great impression even from the start, some simple manners and simple nice words can build the trust and the good impression of the guest. 


Do and Don’ts 
	Do
	Don’ts 

	Respect all the tourists no matter where they are coming from
	Laugh while the tourist is speaking in its native language as it will look like you are laughing at what they are saying 

	Try to communicate as much as possible to prove to the traveller that they made the right choice when choosing the hotel
	Speak to quick as the international travellers do not always speak good English, France…

	Treat the international guests the same as the other ones 
	Suffocate the person with questions or etc as they might feel uncomfortable 

	Ask if you can help with anything especially because the tourists are in a completely new area and 
	Do not act weird facing the traditions of people 



Conclusion
The report has identified the key differences between France and North Korea, so Korea as a country needs massive improvements, improvements that need to be done from the government money. Going further, the report has proved the France is one the most visited country in the western Europe.
As a final result to the report, cultural awareness is super important in all the environments but in the hospitality industry is not just important is exaggeratedly important as there is continuous interaction with customers from the worldwide. a 
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