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[bookmark: _Toc137856526]Executive Summary
This report seeks to offer useful insights into the significance of cultural sensitivity and intelligence for hotel staff while managing the guest experience for visitors from other countries. The report focuses particularly on the implications for visitors from France, taking into account their cultural norms and requirements. The whole guest experience can be improved and good guest relations can be fostered by hotel employees by recognizing and catering to the particular demands of French visitors. The report includes an analysis of the hotel departments and functions that need to adapt their service delivery, a critical examination of pertinent cross-cultural theories and models, and a thorough table of "Do's and Don'ts" to instruct hotel staff in meeting French visitors' cultural preferences.
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[bookmark: _Toc137856527]Introduction
Hotels in today's globalized world are increasingly accommodating a wide variety of international visitors. Delivering outstanding customer experiences depends on comprehending and adjusting to the cultural norms and needs of these visitors (Cetin & Dincer 2013). Since France continues to be a well-liked tourist destination and draws a sizable number of foreign visitors, this article focuses on French visitors. The hotel employees can effectively address the particular requirements and expectations of French visitors by incorporating cultural knowledge and sensitivity into their service delivery, which will boost customer satisfaction and loyalty (Rahimi & Kozak 2016).
[bookmark: _Toc137856528]Hotel Staff's Cultural Intelligence and Sensitivity
The term "cultural intelligence" describes a person's capacity to comprehend, value, and adjust to various cultural circumstances. Cultural intelligence is essential for hotel staff since it enables them to successfully negotiate cross-cultural relationships and anticipate the needs of customers from other cultures (Alshaibani & Bakir 2016). Hotel personnel can prevent cultural misunderstandings, forge relationships with visitors, and offer specialized services that take into account visitors' cultural backgrounds by exhibiting cultural sensitivity.
Cultural intelligence and sensitivity are critical in the hospitality sector for providing outstanding service to foreign French clients. Understanding the peculiarities of French culture and conforming to their expectations can improve the guest experience tremendously. Learning about French customs, traditions, and social etiquette is crucial (Bavik 2016). Hotel workers can connect with customers on a deeper level by becoming acquainted with French cultural standards. Even if it is only a few phrases, greeting guests in French shows respect and appreciation for their language and culture. Besides, when serving French clientele, language abilities are another essential benefit. Effective communication in French, whether through fluency or basic conversational ability, demonstrates a sincere effort to cross the language barrier. It promotes comfort and familiarity while facilitating smoother communication (Daskalaki 2016).
Furthermore, being aware of French guests' dining tastes is critical. French food is well-known over the world, and serving real dishes or putting French characteristics into the menu might be a pleasant surprise. Understanding dietary limitations or preferences enables a more tailored eating experience, which increases overall satisfaction (Daskalaki 2016). Moreover, when catering to French clientele, it is critical to handle complaints with professionalism and understanding. Understanding their cultural communication style can aid in effectively navigating difficult situations. Maintaining cool, gently addressing problems, and finding suitable solutions demonstrate a dedication to guest satisfaction.
Additionally, nonverbal communication is also very important. Hotel workers can read and respond effectively to clients' wants if they are familiar with French body language, such as gestures and facial expressions (Islam & Kirillova 2021). This focus on nonverbal signs encourages successful communication and healthy interactions. Finally, hotel employees should be aware of important French holidays and events in order to deliver an extraordinary experience. Tailoring services or planning unique activities during these occasions demonstrates cultural awareness and a commitment to creating unforgettable moments.
[bookmark: _Toc137856529]Consequences For Serving French Visitors as Guests
[bookmark: _Toc137856530]Front Desk / Reception
	Do’s 
	Don’ts

	Make a formal and cordial entrance for French visitors.
	Steer clear of using too much slang or informal greetings.

	Use proper titles when addressing visitors (such as Monsieur and Madame).
	Avoid rushing or interrupting visitors when they are interacting.

	Be understanding and give visitors space to speak.
	Don't assume that visitors speak the same language as you.

	Publish information in bilingual or French-language formats (de Grosbois 2012).
	Avoid asking too many personal or intrusive inquiries (de Grosbois 2012).



[bookmark: _Toc137856531]Dining and Drinking Services
	Do’s
	Don’ts 

	Offer a wide range of French foods and beverages.
	Don't rush French visitors through their meals.

	Inform workers about the customs and etiquette of French dining.
	According to French dining etiquette, avoid serving wine before the main meal.

	Allow for some latitude in the timing and pace of meals (Foroudi 2019).
	Don't overly Americanize French cuisine (Foroudi 2019).

	Take dietary choices into account by offering vegetarian or gluten-free options.
	Don't base assumptions about guests' tastes on stereotypes.



[bookmark: _Toc137856532]Maintenance
	Do’s
	Don’ts 

	If at all possible, use housekeeping personnel that speak French.
	Be careful not to ignore cultural restrictions on order and cleanliness.

	Offer media options or television channels in the French language.
	Avoid going into guests' rooms without their consent.

	Make sure the rooms have a way to make tea or coffee.
	Remove no personal possessions or items without first consulting us.

	Maintaining guests' privacy and avoiding distractions are important (Chen 2013).
	Make no assumptions about the amenities that guests will prefer (Chen 2013).



[bookmark: _Toc137856533]Concierge Services
	Do’s 
	Don’ts

	possess a thorough knowledge of nearby landmarks that French visitors could find interesting.
	Don't advocate for clichéd or tourist trap activities.

	Give suggestions for genuine French encounters.
	Avoid making broad assumptions about your guests' tastes.

	Provide directions and aid with transportation (Kusluvan et al. 2010).
	Do not brush off or minimize cultural questions or queries (Kusluvan et al. 2010).

	Know what local festivals and cultural activities are going on.
	Don't recommend places or things that don't support French very well.
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In conclusion, providing outstanding guest experiences to international tourists, including French visitors, requires cultural intelligence and sensitivity. The personnel of hotels may foster a welcome atmosphere and foster good interactions with guests by being aware of and accommodating the cultural norms and requirements that are unique to French visitors. Hotels can accommodate the special requirements and preferences of French visitors by adapting service delivery in departments and functions such front desk/reception, food and beverage services, housekeeping, and concierge services.
[bookmark: _Toc137856535]Staff Recommendations
a) To help hotel staff better comprehend various cultural backgrounds and preferences, offer training programs in cultural intelligence (Groves, Feyerherm & Gu 2014).
b) To aid in efficient communication with French visitors, multilingual resources and materials should be developed, and information should be made available in French or bilingual formats (Heller, Pujolar & Duchêne 2014).
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