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Executive summary
Hotel Trinity is a 5* hotel located in Central London. The hotel will be hosting an international medical conference during January 2022, with guests from over 30 countries from Europe, Asia, North and Latin America.
The workforce within the hotel will be briefed with regards to do’s and don’t for each country in order to attain a high level of customer satisfaction during the conference.
This report will be focusing on conference attendees from Russia and will be aiming to help employees have a better understanding of the guest needs and wants. The report will detail the cultural similarities and differences between UK and Russia using Hofstede’s six cultural dimensions.
















Introduction
Hotel Trinity, a 5* hotel in central London, will host an international medical conference in January 2022. The conference will have participants from over 30 countries around the world. The hotel staff will be trained on do’s and don’ts before the conference in order to offer guests the very best experience while staying with Hotel Trinity.

Cultural influence on consumer behaviour
Culture is a powerful force in regulating human behaviour. It consists of a common set of behaviour patterns that are transmitted and maintained by the members of a particular society through various means (Arnolds&Thompson, 2005). For example, members within the same culture have similarities of language (Lee, 2000), pattern instruction (Kelley &Wendt, 2002) and imitation (Barney, 1986), and they share the same values (Hofstede, 2001). These values are likely to affect consumer behaviour and set the choice of criteria used by individual consumers. There is hardly any aspect of life that cultural values do not affect (Mourali et al., 2005). The cultural value system includes cultural elements that people have in common with the group to which they belong, as well as unique values unique to the individual (Luna &Gupta, 2001). Societal culture, as well as regional subculture and familial values, all influence the formation of an individual's cultural values. Thus, from the beginning of an individual's existence, he/she experiences the benefits and restrictions of a particular culture, and those benefits and restrictions may become a major influence upon consumers' purchasing decisions (deMooij, 2010). For example, some cultures have a general trait of caution towards new experiences. Consumers from these cultural backgrounds are more likely to rely on traditional values (Manrai, et. all, 2001), which means, first of all, that they learn through observation rather than immediately purchasing new or innovative products. This approach creates limitations in terms of product preferences or choices (Leo, Bennett,&Hartel, 2005). Cultural value differences among consumers may cause difficulties for researchers in understanding consumer behaviour in a multicultural environment. However, culture is generally accepted by marketing researchers as one of the most important underlying determinants of consumer behaviour (de Mooij, 2010). 
Dutch social psychologist, Dr. Geert Hofstede, conducted research on culture and organizations in over 40 countries during the 1970s. Findings from this research formed his theory on the dimensions of culture that are most frequently challenging for people working in cross-cultural teams. This classification system describes the effects of a dominant culture on the values and perceptions of its people and how these ultimately relate to behaviour and organizational culture. The Cultural Dimensions framework from Hofstede can be a helpful starting point in helping hotel managers understand, predict and address common challenges.

UK – cultural dimensions
The below chart shows where UK is on the scale of the six Hofstede cultural dimensions.
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Power distance refers to how the individuals accept that power is distributed unequally within the society. The ranking of 35 shows that the British think that all should be treated fairly regardless of the position or rank. 
UK scores very high at the individualism dimension. The British society is based on the believe that the individual is responsible for its own happiness and fulfilment therefore children are taught from a young age to be independent and search for their own way to happiness.
With a score of 66 on the Masculinity/Femininity scale the UK society is a masculine one driven by competition and results. As a tourist in UK it can be difficult to understand the contradiction between the well known British polite way of behaving and the true meaning behind the appearances. 
The UK society embraces change and is driven by innovation. Change is not seen as a bad thing in UK therefore it ranks low on the Uncertainty Avoidance scale. Tbe British have clear goals but not don’t always follow the plan to reach them.
Long term orientation dimensions measure the way societies keep tradition alive while preparing the new generations for the future. UK scores 51 on this scale making it difficult to say if British society clings more to the past than look forward to the future.
The last dimension offers and insight on indulgence/restrained level of the society. UK score of 69 shows a society open to leisure and good time with positive thinking and optimism at high levels.

Russia – cultural dimensions
Russia score on all six Hofstede’s cultural dimensions are as seen on the below chart.
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Russia scores very high for power distance as in the Russian society status and rank are very important and should always be recognised. Russian guests are expecting to be treated different according to the status they hold therefore reception staff especially should be let known in advance of the ranks in the Russian team attending the conference. Also, all issue arising should be addressed by managers rather than supervisors.
Russian society focuses on “we” and not “I”, scoring low on the individualism scale. The circle of family and friends, even the community play an important role in the everyday life. The Russian team should be checked in rooms close together and be sat at the same table if the layout of the room allows it as they would feel more comfortable being all together than split around the hotel.
Surprisingly, Russia low score on the third dimension classifies its society as a “feminine” on although status and rank are very important as well. The Russian team of scientists attending the conference will not boast about their achievements being rather modest. The hotel staff should not concentrate or show preferential treatment to the team, although renowned and achieved scientists.
Russian society is wary of change and uncertainty ranking a very high 95 on the uncertainty avoidance dimension. The PR team covering the conference needs to prepare very detailed briefing leaflets, with exact schedule and content of the meetings and events.
Pragmatism is what defines the Russian society; therefore, the individuals tend to make the most out of every situation. The Russian team PR adviser should make sure the extracurricular activities prepared for them outside the conference meeting have a more learning and enhancing component rather than leisure. 
For Russian indulgence is seen as wrong, the individuals have a tendency towards pessimism and prepare for the worse. Russian society is a restrained one with behaviours within the society norms. A leaflet with British most common customs will come in handy for the Russian team to know what is acceptable and not while attending the conference in London.






UK versus Russia – conclusions
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Russia and British are two very different societies, although have a common history of imperialism and strict layers of society. The level of importance of the individual, family and community is different, and it makes it difficult to interact without misunderstandings. Hotel Trinity employees come from varied backgrounds and cultures which adds value for the business as it makes it easier to tend to their international guests.










Do’s and Don’ts

	Department
	Do’s
	Don’ts

	Reception
	Use all the guest names when addressing them.
Small talk is fine and encouraged but politics, history or economic issues should be avoided.
It is good if you can greet the guests in Russian and use some common Russian words during the conversation like please or thank you.
Keep a constant eye contact while speaking with the guest.
Inform the Russian guests about the smoking policy and give clear indication where the smoking areas are.
	Do not single out one guest from the group but speak to all as a team.
Do not rush the guests into deciding and do not attempt any extra service hard selling techniques.




	Food & Beverage
	Seat the team as close together as possible making sure the ranking is taken into consideration when planning the seating.
Vodka should always be served cold; the Russian guest do not appreciate room temperature served drinks.
Always offer bread with all meals.
	Do not make jokes about the Russians strong drinking culture and preference towards strong alcohol, like vodka.
Do not serve flavoured vodka unless it is specifically asked for.
Never leave empty bottles on the table as it is considered rude.

	Housekeeping
	Feel free to ask guests more personal questions about their family especially children as Russians are very affectionate towards children. 
	Do not refuse if asked for a small favour, like an extra towels or water glasses, as it is considered a sign of trust and friendship to be asked for a favour.

	PR & Events
	Men and women should be greeted with a firm handshake.
Create a clear and detailed schedule for the conference and related events.
Make sure one member of the team is attending the Russian team during the conference, as forming relationship and building trust is important in the Russian society.
Use Russian speaking employees to offer guest a better experience.

	Do not give ambiguous information or an imprecise time for the events.
Do not force guests to make on the spot decisions, explain the situation and offer time to think about it.
Do not use the first name unless invited to do so.
Do not rely solely on written guides and leaflets, Russian guests put more emphasis on the spoken word and prefer to get information they need face to face.
Do not expect briefing meetings to last as schedule and always allow more time, Russian expect punctuality but are not always punctual themselves.
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