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[bookmark: _Toc136517226]Executive summary
French culture revolves around famously known fashion, art, cuisine, and culture. They are different from most countries in how they value time, food, conversations, and elegance in dressing. The French communicate depending on the level of the relationship, and they are elegant even in their casual wear and value fine dining. 


















Report: Hotel Handbook for intercultural competence in France
[bookmark: _Toc136517227]Introduction
	In France, the culture of people in Paris represents the situation in other parts of the country. Though they share particular aspects of etiquette, communication, and dressing in fine dining, the difference depends on available ingredients. The French have had a lasting influence on the French culture, though they have held on to their culture. 
[bookmark: _Toc136517228]Cultural Differences, Customs, and Behavior of France
The French cuisine is referred to as highly refined and skillfully crafted. The French people are passionate about food and carefully take time to prepare and give keen attention to proper ingredients. The cuisines vary according to regions and are determined by the commonly grown foods (Afsar et al., 2019). Another famous addition to their cuisine is wine. They value mealtime and socialize a lot during dinners at home. 
The French obsess with heavy sauces and complicated foods. Famous French dishes are boeuf bourguignon and coq au vin, which contain chicken, pork fat, burgundy wine, button mushrooms, garlic, and onion (Arora et al., 2010). The French use complicated spices and prefer fresh foods to premade meals that have stayed for hours, and they consider food and meal preparation as a family tradition. 
The French value family, and every family member has particular responsibilities. The extended family gives financial and emotional support. They have a realistic outlook towards marriage with few children parents take their responsibilities seriously (Earley, 2002). Family is important to them, and marriage is practical. 
The French are private in their engagements and distinguish between strangers and people within their circle. They are polite but keep their private matters to close friends and family. Friendship to them means responsibility, care, and accountability, which incorporates daily communication (Ensign, 2020). In America, privacy is very personal since people can become friends through small talk for a short while and begin to speak about private matters. 
When the French meet, they commonly handshake depending on the relationship. Friends, they tend to kiss on the cheek once each side lightly. Close people prefer using first names, leaving titles of 'Monsieur' or 'Madame' for others (Europe, 2022). Unless invited to use a first name, such titles should be used. Greetings are given everywhere, and neighbors are greeted using similar titles.
	The French believe flowers are given in odd numbers apart from 13, which is termed unlucky (Frias et al., 2018). Even though beliefs on the types of flowers to receive and the ones to reject were followed before, conservatism is fading among young people. Wine is only appropriately given when the highest quality is afforded, and gifts are opened immediately when given. 
	The French value time, and in no circumstances do they arrive at least not more than 10 minutes late without giving a proper apology via any communication means (Gordon et al., 2022). As you move south, time becomes more flexible. When invited to a dinner party, flowers should be sent in the morning of the party to be displayed in the evening, which is common in Paris. The French value elegant dressing, and being casual is not typical in many Western countries like America. 
	The French have refined table manners where they hold their fork on the left and knife on the right. In a hotel setup, they prefer being directed to their seat when there is a seating plan. They do not start their meal when served until the hostess says, 'Bon appetit' (Jacob). They have signals to communicate at the table; when they are not done eating, they cross the fork over the knife on their plate. They are keen not to rest their elbow on the dining table but have visible hands. They are keen on not wasting food and finishing everything on the plate. Fruits should be peeled and sliced before consumption, and salad should not be cut with a fork or knife (Johnson et al., 2007). The wine glass is left almost complete when more is not required.
	The French have business etiquette that is formal and based on mutual trust and respect. For them, trust is earned through good behavior. They are keen to network and have close business alliances that are sometimes personalized (Metraux et al., 2001). Their language is critical in business alliances, hence the need to know French. Knowing their language reveals interest in long-term business dealings. The French communicate depending on social status, education, and place of upbringing (Kidd et al., 2014). In business, the French are direct in their questions and have formal written communication. 
	The French value booking appointments in business, and that is done two weeks prior. Appointments are made in writing or by phone, depending on levels. They commonly view July and August as vacation months and do not schedule meetings. When delaying, prior communication is valued. Meetings are major to communicating issues and not making decisions where exaggeration should be avoided. 
In negotiations, they insist on courtesy, fairness, and formality. They wait to be instructed on where to sit and maintain direct contact while business is done slowly, and patience is required. The French will look into every detail and analyze it. They are against confrontations and pressure. Businesses are conducted hierarchically, and decisions are made from the top. Excellent debate skills and intellectual understanding grasp them—they separate business from personal matters. 
The French are known for elegant dressing. Men wear dark colors and conservative business suits for business meetings. Formal women's wear involves business suits and elegant dresses in soft colors. They like finer things and quality accessories in their dressing. Official wear is understated and casual. Business cards are given after the first introductions, where the card should have the other side translated into French, which is courteous (Paparoidamis et al., 2019). Advanced academic qualifications can be included in the card, making their cards larger than usual standards for other countries.  
[bookmark: _Toc136517229]Dos and don'ts for hotel staff
	Dos 
	Don'ts

	1. Speak in French
2. Speak formally
3. Greet using gender titles
4. Greet guests before asking for an order
5. When preplanned, show guests where their table 
6. Serve fresh food
7. Watch out for table etiquette and signals 
	1. Engage in personal questions
2. Refer to first names unless permitted
3. Greet with a kiss unless close
4. Delay in the time given
5. Pressure the client
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	Cultural intelligence and sensitivity are the ability to communicate and work efficiently in a culturally diverse environment (Gordon et al., 2022). Cultural intelligence and sensitivity are significant for hotel personnel since cultural disrespect can offend guests. Guests appreciate when their culture is respected since it shows care and concern. Service can be given with the best intentions, but the guest can get offended when culture is misguided. Culture informs the way people appreciate things and prefer the services given. Cultural intelligence is essential in giving proper guest-oriented service. Every guest should feel welcome. 
[bookmark: _Toc136517231]Conclusion
	The French value etiquette, fine cuisine, and elegant dressing. They have particular behaviors like pressure and casual talk that they do not appreciate. In business, they are keen on details and prefer creating alliances. They value time and appropriate hotel service, where the hostess tells them when they can begin to eat. I would recommend the inclusivity of fresh ingredients from all French regions that are well appreciated to include in the cuisines. It is essential to be formal in communication unless asked otherwise.
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