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Introduction
Foreign language barriers create some difficulties for hospitality businesses, particularly in customer service and internal operations. Because of this, the following discussion will explain why cultural awareness and understanding are so vital in the hospitality industry. In addition, the Hofstede theory will be discussed to shed light on the linguistic hurdles that exist in London's hospitality industry. The report will also emphasise the importance of giving priority to Spanish guests.
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Cultural intelligence and sensitivity
[bookmark: _Toc117985923]Significance of cultural sensitivity and cultural intelligence
To have cultural intelligence is to have the interpersonal skills necessary to communicate effectively across cultural lines and to feel at home in a variety of professional environments. The hotel sector places a premium on hiring people with diverse ethnic backgrounds. They may increase customer satisfaction and gain a competitive edge by training their employees to be more culturally aware (Cullen and Parboteeah, 2017). Furthermore, it eliminates cultural prejudices among their employees, resulting in a more inclusive workplace. Additionally, it will enhance the interaction with international clients and make doing business with them easier all around. The hotel staff's ability to communicate with its international visitors would benefit greatly from a greater awareness of cultural norms (Geringer and McNett, 2019).
[bookmark: _Toc117985924]Implementation of the services for the foreign guests
There is an ongoing effort at London's Resident Covent Garden Hotels to provide services that are inclusive of all guests and do not reflect any one particular culture. To better serve their customers, they are always looking for new methods to improve their internal communications. The company's reputation in the industry as well as the loyalty of its clientele will improve if it provides the highest standards of food quality, cleanliness and other services to its customer (Paparoidamis et al., 2019). When dealing with clients abroad, the company has found that language problems are one of the biggest obstacles they face.
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Theory of Hofstede’s cultural dimensions
In 1997, Geert Hofstede introduced the concept of cultural dimensions. The idea explores the connection between societal norms and how people behave. It also describes in layman's terms how cultural differences across nations affect hotel service delivery in different parts of the world (Radojevic et al., 2019). These are the five main ideas that make up the theory.
Power Distance: The idea of power distance explains how and why disparity of social status is tolerated or even encouraged in certain societies. Hofstede's theory represents the idea that a large power gap might influence an individual's degree of sophistication in their actions (Bruin, 2017). The hotel, Resident Covet Garden, for example, is dedicated to providing its international visitors with a warm and memorable stay by providing them with the services and amenities they need to feel at home.
Avoiding uncertainty: According to the theory of Hofstede, when people are put in an unusual situation, they may experience anxiety or fear. For example, a Spanish traveller to the United Kingdom may have trouble communicating with locals owing to language barriers (Hill, 2017). Due to the situation of inefficient communication and language restrictions, he or she may have feelings of insecurity.
Collectivism or Individualism: Collectivism is a social theory that emphasises the need for mutual support among communities. Instead of concentrating on one particular individual, the show will look at the family unit as a whole. The aforementioned hotel is dedicated to providing excellent service to its international clientele, many of whom travel with their families (Wild and Wild, 2015). Therefore, individualism, on the other hand, refers to a philosophy that emphasises the needs of particular people above those of the group as a whole.
Feminity or Masculinity: The need of balancing societal disparities between the sexes and their preferences is emphasised by the delineation of the feminine as well as masculine concepts (Bruin, 2017). Hotels like The Resident Covent Garden, which do not discriminate based on gender in their service to clients, have seen an increase in productivity as well as positive customer reviews by catering to guests' individual preferences.
Long-term orientation: This final aspect in Hofstede's theory addresses the cultural orientation in both historical and prospective research. For instance, the hotel in question makes every effort to provide excellent service to Spanish tourists staying in England. The company makes every effort, regardless of cultural background, to cater to the tastes of its customers to ensure their complete pleasure.
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Department of the hotel 
Room service department: The hotel's room services division focuses on delivering door-to-door services to ensure that newly arriving guests are as comfortable as possible. When a visitor speaks Basque, for example, communication with the room service guys who arrive for any necessary reason is greatly hampered (Shukla, 2016). They need to focus their efforts on mastering gesture body language.
On-site restaurant: The hotel's on-site restaurant specialises in providing guests with a wide range of foods. It becomes really difficult to express their desire since communication is among the main obstacles (Wild and Wild, 2015). To effectively communicate with the visitor and accommodate their preferences, a particular mentor who speaks many languages must also be chosen.
Here is a list of the dos and don'ts:
[bookmark: _Toc117985824]Table 1: Do’s and Don’ts of Service Implication
	Do’s
	Don’ts

	1. Staff members need to provide their Spanish-speaking overseas visitors with a warm welcome following their degree of comfort.
	1. The staff really should not overlook anything that might jeopardize their foreign visitors' cultural beliefs.

	2. The staff must cater to the needs of their Spanish visitors and pay them the appropriate attention.
	2. The lack of workers could cause customers to have fewer preferences for the company (Eissner and Gannon, 2018).

	3. Keeping a friendly connection with their overseas clients would promote their client preferences and tourist advantages (Middleton, 2012).
	3. Foreign visitors may stop selecting the hotel in the future if they get poor service.




When interacting with a Spanish-speaking customer, these might be taken into account.
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This report has examined the cultural awareness and sensitivity needed to entice international tourists to book rooms at London's The Residence Covent Garden Hotel. Therefore, Spain has been in the spotlight for bringing up cultural diversity here. We have covered several functional departments as well as the rules that the employees should adhere to.
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