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Executive Summary
The success of the hotel depends on how well its employees understand different cultures and treat people from different backgrounds. When hotel workers make learning about different cultures a priority, the hotel's reputation goes up. This study asked questions of many kinds of Turkish tourists with different levels of cultural knowledge and language skills. The report also talks about the customer service department of the hotel. It is written for the module on foreign languages and cultural awareness. In here, through effective reasoning and based on key findings, a hotel handbook for the staff is prepared. Focusing on topics like sensitivity and intercultural intelligence, Hofstede's theory of cultural dimensions has been discussed, and through this, some recommendations and a workplace dos and don'ts list have also been prepared.
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[bookmark: _Toc128517925]Introduction
Language is one of the biggest barriers to getting into the hotel business around the world. Throughout the paper, it will be shown how important cultural intelligence and sensitivity are. Hotel workers will also be given a list of dos and don'ts and told how important it is to get along with people from different cultures. There are big differences in culture and language between Romania and Turkey, which are likely to be taken into account when serving hotel guests. The data will show how important it is to meet the needs of Turkish tourists.
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Sensitivity and Intercultural Intelligence
The success of the hotel depends on how well its employees understand different cultures and treat people from different backgrounds (Dwyer & Hopwood, 2017). When hotel workers make learning about different cultures a priority, the hotel's reputation goes up. This trend has two good effects: it gets rid of cultural differences between peers and it lets businesses tailor their services to the interests of each customer (Anghel & Burdescu, 2018). On the other hand, it can help bring about peace and harmony among people and strengthen ties with certain countries around the world. With training in cultural sensitivity, hotel staff may be better able to understand and meet the needs of guests from different cultures.

[bookmark: _Toc128517927]Hofstede's cultural dimensions theory
Geert Hofstede's theory of cultural dimensions, which he put together in 1997, is based on the idea of communicating across cultural boundaries (Koc, 2019). The society's cultural values are emphasised, and a link is shown between cultural values and how people act (Kumar et al., 2015). The results show that cultural differences between countries affect how business is done and how people talk to each other (Tuleja, 2016). Here is a brief summary of the six types of hypotheses that were talked about:
1. Distance of Power
In Romania, there is a big difference between those who have power and the rest of the people. People usually show respect to people in charge, which shows that the country's social structure is clearly stratified (Dwyer & Hopwood, 2017). In Turkey, there is a hierarchical social structure, and its people are taught to respect those at the top.
2. Individualism vs. Collectivism
Individualism is not very strong in Romania, but collectivism is very strong. This means that people are more likely to feel like they belong to a group, whether it's their family or their community (Lafrenière, 2019). Like many other places, Turkey has a lot of collectivism and not much individualism (Robbins et al., 2017). 

3. Masculinity vs. Femininity
In Romania, the traditional roles of men as breadwinners and women as carers and keepers of the home are highly valued in Romanian culture (Anghel & Burdescu, 2018). In Turkey, there is a big difference between what men and women do. So, in Turkish culture, men are seen as providers and women are seen as carers.
4. Evading Uncertainty
A high level of uncertainty avoidance means that Romanians are afraid of the unknown and would rather live in a controlled community (Tomalin & Stempleski, 2017). High levels of uncertainty avoidance in Turkey show that its people, like people everywhere else, choose to live in a more structured way. 
5. Restraint vs. Excess
In Romania, moderation is highly valued, and people rarely go too far. This shows that Romanian society is conservative and that its people are less likely to do silly things (Kriegstein, 2022). People in Turkey tend to be careful and not too indulgent, and that Turkish people don't like to waste time (Fenner, 2022). This can be seen in how conservative the country is.
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Romanians cherish balance and rarely overstep. Romanians are conservative and less likely to do stupid things. The country is conservative. Turkish culture is traditional and time conscious. Hilton Garden Inn Old Town Bucharest services the front desk greets guests. Door-to-door housekeeping meets each guest's needs at the hotel. Turkish customers need more opportunities to complain directly to management. Turkish individuals order kebabs and Kofte even though the restaurant serves Romanian food because that's what they eat at home. Linguistic barriers make discussing decisions difficult.
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[bookmark: _Toc127784753]Figure 1:Workplace DOs and DON'Ts
Source: Author
1. Guests from Turkey need more than one choice. This shows the Turkish guests that the hotel management is flexible and cares (Sîrbulescu, 2017). If you only offer a few food options, your Turkish guests may feel uncomfortable and unappreciated.
2. Turks need their own space (Fenner, 2022). Respecting the privacy of Turks will make them happy. If someone breaks into their privacy, Turkish guests may feel ashamed.
3. Be polite to your Turkish guests. This will show that the organisers understand their culture and are willing to change to meet their needs (Kriegstein, 2022). If people don't respect Turkish culture and religion, Turkish guests may not feel welcome or cared for.
4. Serve Turkish guests a variety of meals they are used to (Koc, 2019). This shows that the facilitators respect their culture and are willing to cook their food.
5. Give hotel guests from Turkey whatever they need. This will show your Turkish guests that the management cares about them.
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[bookmark: _GoBack]Cultural intelligence and sensitivity are important for hotel staff to understand and meet the needs of guests from different cultures. Hofstede's cultural dimensions theory suggests that cultural differences between countries affect how business is done and how people talk to each other. Romanian culture is highly valued with men as breadwinners and women as carers and keepers of the home and a high level of uncertainty avoidance. Turkish culture is conservative and time-conscious, with a strict legal system and strict social norms. The most important details in this text are that Turkish guests need several options, respect their privacy, treat them with respect, and provide familiar meals with time maintenance. Understanding cultural norms and being sensitive to them are important if you want to attract international visitors.
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The most important details in this text are that Turkish guests need several options, respect their privacy, treat them with respect, provide familiar meals, and provide Turkish hotel guests with whatever they need. 
It is important that the staffs respect their culture and are willing to adapt to their needs. Additionally, providing awkwardness or hostility can be seen as disrespect and unwelcome.
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Conclusion
The survey says that understanding cultural norms and being sensitive to them are important if you want to attract international visitors and their services. Recent events in Turkey have shown how different cultures are around the world. The article talks about many different parts of a hotel and gives tips on how staff should and shouldn't do their jobs in each one.
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