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[bookmark: _Toc149225210]Executive Summary
This research offers a thorough analysis of management and leadership skills within the framework of Germany's 5-star Diversity Hotel & Spa. This research looks at the cultures of the company's home nation, the United Kingdom, and Germany, the location of the new hotel. It offers a comparative study using GLOBE's leadership programme and leadership research as a lens through which to view trends and objectives. The study concludes with management recommendations on the value of hotel staff members' leadership and competencies in the global marketplace.
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[bookmark: _Toc149225211]Introduction
In the UK, one of the top five-star hotels is Diversity Hotel & Spa. It is renowned for its constant dedication to giving its many international visitors exceptional service.With an emphasis on Germany, the hotel's most recent growth location, and the UK, the hotel's home country, this research explores the crucial area of intercultural competency and leadership within the hospitality business. The report endeavours to provide the General Manager with a comprehensive comprehension of the cultural subtleties prevalent in these countries by utilising insights from the GLOBE Project's culture and leadership research. This will eventually improve the hotel's operational efficiency and guarantee visitor happiness. Diversity Hotel & Spa has established its brand by providing opulent lodging and creating distinctive cultural experiences for a worldwide clientele. As a brand, Diversity Hotel & Spa has established itself by providing opulent lodging and creating distinctive cultural experiences for a worldwide clientele, all while upholding its three main principles of quality, diversity, and inclusion.

[bookmark: _Toc149225212]Culture Overview of the United Kingdom
The United Kingdom is home to a diverse range of regional languages and accents, including Welsh and Scots, alongside English, which is the official language. Common greetings like "please" and "thank you" are crucial in encounters, since British social etiquette places a strong emphasis on civility and decency. Whether for appointments, social gatherings, or business meetings, punctuality is highly valued. Hotel workers must properly negotiate the communication style, which frequently entails a degree of restrained politeness where emotions are softly communicated, frequently through humour and understatement (Inksonand Minnaert, 2022).In addition, the UK celebrates a wide range of cultural events, including Burns Night, Bonfire Night, and the Notting Hill Carnival, all of which are essential to its rich history. Hotel employees must grasp these facets to provide outstanding service and guest satisfaction in this multicultural setting while serving a worldwide customer (Zokirov, 2021).

[bookmark: _Toc149225213]Cultural Overview of Germany
German is a precise and structured language that is used throughout Germany; hotel personnel need to know this to interact with clients. Being on time is a show of respect in Germany, where social standards place a high value on dependability and punctuality. Germans value honesty and clarity in interactions, therefore they tend to communicate directly and pragmatically. Furthermore, the world-famous Oktoberfest is one of Germany's numerous cultural traditions, underscoring the value of tradition and hospitality in the hotel sector.One important thing to note is the nation's commitment to efficiency and perfection, which translates into excellent service and meticulous attention to detail. To give visitors in the German environment a warm and friendly experience, hotel personnel must have a thorough understanding of these cultural nuances (Grabher, 2021).

[bookmark: _Toc149225214]GLOBE Project and Country Analysis
The GLOBE Project offers a useful framework for examining cultural dimensions, and we may learn more about the cultural differences between Germany and the United Kingdom by utilising Hofstede's theory of cultural dimensions (Medlik, 2016).The UK typically scores lower on Power Distance, indicating a more accessible and equitable society, whilst Germany scores somewhat higher, implying a slightly stronger hierarchy.When it comes to individualism vs collectivism, both nations lean towards it, although the UK seems to favour individuality more (Nobarand Rostamzadeh, 2018). Germany lays greater emphasis on traditionally male characteristics, whereas the UK emphasises a balanced approach when it comes to masculinity vs. femininity.Both nations have relatively low Uncertainty Avoidance ratings, showing a readiness to tolerate uncertainty and change.Finally, in terms of long-term orientation, Germany tends to show a higher focus on long-term aims, whilst the UK tends to lean more towards short-term orientation.To properly serve visitors from various countries, hotel staff must be aware of these discrepancies, which highlight important differences in their work cultures, cultural conventions, and value systems (Pattanayak, 2020).  The ability to recognise these distinctions enables hotel staff to adjust their communication and service methods to the cultural norms and expectations of German and British visitors, thus improving the overall guest experience (Hughes et al., 2022).
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[bookmark: _Toc149841773][bookmark: _Toc149841809]Figure 1: (Germany's East Culture Visualisation Graph)
(Source: Globe, 2020)


	
	Country Practice Score
	Average GLOBE Score (Practice)
	Country Value Score
	Average GLOBE Score
(Value)

	Performance orientation
	4.09
	4.1
	6.09
	5.94

	Assertiveness
	4.73
	4.14
	3.23
	3.82

	Future orientation
	3.95
	3.85
	5.23
	5.49

	Humane orientation
	3.4
	4.09
	5.44
	5.42

	Institutional collectivism
	3.56
	4.25
	4.68
	4.73

	In-group collectivism
	4.52
	5.13
	5.22
	5.66

	Gender egalitarianism
	3.06
	3.37
	4.9
	4.51

	Power Distance
	5.54
	5.17
	2.69
	2.75

	Uncertainty avoidance
	5.16
	4.16
	3.94
	4.62


[bookmark: _Toc149841774][bookmark: _Toc149841810]Figure 2: (Germany's East Culture Visualisation Table)
(Source: Globe, 2020)
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	[bookmark: _Toc149225215]
	Country Practice Score
	Average GLOBE Score (Practice)
	Country Value Score
	Average GLOBE Score
(Value)

	Performance orientation
	4.08
	4.1
	5.9
	5.94

	Assertiveness
	4.15
	4.14
	3.7
	3.82

	Future orientation
	4.28
	3.85
	5.06
	5.49

	Humane orientation
	3.72
	4.09
	5.43
	5.42

	Institutional collectivism
	4.27
	4.25
	4.31
	4.73

	In-group collectivism
	4.08
	5.13
	5.55
	5.66

	Gender egalitarianism
	3.67
	3.37
	5.17
	4.51

	Power Distance
	5.15
	5.17
	2.8
	2.75

	Uncertainty avoidance
	4.65
	4.16
	4.11
	4.62


[bookmark: _Toc149841778][bookmark: _Toc149841814]Figure 4: (UK's Culture Visualisation Table)
(Source: Globe, 2020)


Importance of Cultural Intelligence and Sensitivity
Hotel staff must possess both cultural sensitivity and intellect to compete in the global market (Okumus et al., 2018). First of all, a better visitor experience is directly impacted by an appreciation for and knowledge of various cultures. Different expectations, customs, and preferences apply to guests from different nations and origins. Hotel employees may foster a more individualised and hospitable atmosphere that increases client happiness, good ratings, and repeat business by recognising and embracing these distinctions (van Eerde and Azar, 2020).
Second, cultural awareness and intelligence aid in avoiding cultural misinterpretations. A hotel's reputation and guest relations may suffer from miscommunications or inadvertent offences brought on by cultural differences (Pérez García et al., 2021). Staff members may handle delicate issues, such as food restrictions or religious practices, with grace and respect when they are aware of cultural quirks, which reduces the possibility of miscommunications and confrontations (Mahrousand Hassan, 2017). 
Good communication is also another important advantage. When hotel staff members are aware of various communication styles and conventions, they can deal with customers from a variety of backgrounds more skillfully. This promotes improved communication, effective problem-solving, and better relationshipsall of which enhance the entire visitor experience (Kim et al., 2018).


[bookmark: _Toc149225216]Recommendations
Training on Cultural Awareness: Provide thorough training in cultural awareness to all hotel employees. Cultural briefings on Germany on subjects like customs, communication patterns, and social conventions should be a part of these programmes. Make sure that staff members receive regular training on cultural subtleties.
Hiring Dual Employees: Take into consideration hiring bilingual employees who can successfully converse with German-speaking visitors. Language proficiency may greatly improve the visitor experience and fill in any communication gaps. It is particularly crucial to have a bilingual staff in an international economy.
Interpersonal Skills Training: Instruct in interpersonal skills, emphasising conflict resolution and cross-cultural communication. Guest-staff relations may be enhanced and misconceptions can be avoided by acknowledging and valuing cultural variations in communication approaches.
Development of Cultural Sensitivity guidelines: Write and disseminate German-specific cultural sensitivity guidelines. The personnel should be able to get useful insights into German cultural norms and customs from these materials. Make these manuals easily available for use as a reference.
Feedback Mechanism: Provide a platform for visitors to share their thoughts on their experiences. Make constant improvements to your services based on this input, particularly in the area of cultural competency. Finding areas where workers may require further cultural training or assistance can be facilitated by analysing visitor comments.


[bookmark: _Toc149225217]Conclusion
The main conclusions from the comparative cultural analysis of Germany and the United Kingdom are summarised in the conclusion. It highlights, with a focus on operations in the UK and Germany, the critical role that cultural intelligence plays in determining the hotel industry's performance in a worldwide setting. This report's insights are intended to position the Diversity Hotel & Spa as a leader in providing outstanding service to varied international customers by enabling the General Manager and hotel staff to cultivate an atmosphere of cultural knowledge, understanding, and adaptation.
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