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Executive Summary
This paper aims to compare the aspects of the culture of Germany and England by using Hofstede’s model of cultural dimensions as well as the findings of the GLOBE Project cultural and leadership analysis. While both countries are characterized by a low power distance and a high individualism index, they display differences in long-term orientation and assertiveness. The main communication and decision-making difficulties are discussed, and strategies for handling intercultural learning in the hospitality sector are proposed. Thus, it is suggested that the Multicultural Hotel & Spa should provide professional cultural sensitivity training, involve multicultural employees in open communication, and adapt decision-making practices, which would enable the hotel to effectively address intercultural relations between its employees and foster a diverse and inclusive atmosphere that would lead to increased employee satisfaction and improved guests’ experiences.
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[bookmark: _Toc167582177]Introduction
For this report "Germany" has been selected from the Globe Country's List to discuss the cultural differences with England. This report will also highlight the Globe project's leadership and cultural study along with the possible challenges in the hospitality industry. 
[bookmark: _Toc167582178]Difference Between England's and Germany's Culture
By analyzing Hofstede’s cultural dimensions, it is evident that Germany and England have a lot in common but inherit some differences in hospitality sector. When the difference between two hotel branches were examined it was found that the power distance index for both countries branches lied near the lowest level illustrating that both nations prefer having professional interaction with higher authorities where the bosses are easily approachable in the hotels. Nonetheless, Germany hotel branch ranks significantly higher on the individualism index and encourages people to be assertive about their accomplishments and rights; still, the England are even more individualistic. This means that German culture in hospitality sector has a relatively high masculinity index, being slightly behind England but with an important focus on quality of life and work-life balance (Reisinger & Crotts, 2009). Germany is more comfortable with set policies and hierarchical organizations for uncertainty avoidance. In contrast, England is more comfortable when there is a focus on the unknown and the fluidity in organizations. These orientation systems reveal that the German hospitality business culture has a long-term view and appreciation for hard work and planning for the future in contrast to the English culture which seems to have short-term goals and prefers functional flexibility. Finally, it may be pointed out that Germany is characterized by moderate inclinations about satisfying needs and leisure of customers in hotels, whereas England prioritizes individual pleasures and leisure (Expatrio, 2024).
[bookmark: _Toc167582179]Comparison of Two Countries
This discussion is based on the GLOBE Project's culture and leadership study. Only material relevant to the scenario has been taken from the study.
	Hofstede Cultural Dimension
	Germany
	England

	Power Distance
Germany (35)
England (350
	The conditions and opportunities of different people in Germany are made as equal as possible. There are subordination relations between perceiving and less perceiving people in hotels as well as the power relations are more situational and positional than ontological in hospitality organizations (Odugbesan & Schwiertz, 2018).
	England hospitality business culture also has low power distance and supports equal rights and decentralized decision making. Hotel organizational structures are nowhere near as hierarchical, and managers are regarded more as resourceful decision makers rather than authoritative figures (Khatri, 2009).

	Individualism vs Collectivism 
Germany (67)
England (89)
	Individualism or self-reliance in hotel is high in Germany wherein each one is expected to find for himself or herself (Odugbesan & Schwiertz, 2018).
	England is much more individualistic than Germany in hospitality sector and competing for individual freedom, success, and personal responsibility (Khatri, 2009).

	Masculinity vs Femineity
Germany (66)
England (66)
	Germany ranks above average for masculinity and hence the society is highly competitive, achievement oriented; gender roles are defined in hotels, and material success is valued (Bluszcz, 2016).
	England has also a higher score in masculinity, where competitiveness prevails and achievement is valued in hotels, as it is the case in Germany as well. Gender is much more defined, and more emphasis is put on the effectiveness (Beugelsdijk et al., 2015).

	Long term vs Short term Orientation
Germany (83 - long-term)
England (51 - short-term)
	German hotel culture characteristics are long-term orientation, emphasis on the reward of the future, consistency, and frugality (Bluszcz, 2016).
	In terms of hotel culture, England is more short-term oriented than Germany, where traditions, fast results and keeping the status quo of individuals are more valued (Beugelsdijk et al., 2015).
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	Germany
	England

	Assertiveness
Germany (High)
England (Moderate)
	Hospitality culture of Germany reflects the fact that the country’s population appreciates self-assertiveness and a direct approach to decision-making, including in communication and when providing leadership.  (Brodbeck et al., 2002).
	The English culture is relatively low on assertiveness or assertiveness with appropriate amounts of appropriateness when it comes to leadership and communication (Bresnahan et al., 2002).

	Future Orientation
Germany (High)
England (Moderate)
	Culturally, Germans hospitality sector adhere to the long-term orientation of Hofstede, by stressing-out planning and emphasizing the outcome in far future (Brodbeck et al., 2002).
	England maintains a relative balance as it attends to planning while embracing the here and now and looking at what can be accomplished in the short term (Bresnahan et al., 2002).

	Gender Egalitarianism
Germany (Moderate)
England (High)
	The gender egalitarianism in Germany for hospitality sector can be considered moderate with a country that has made substantial advancements towards gender equality but is still far from breaking the barriers of traditionalism  (Brodbeck et al., 2002).
	It is much more likely that England was more gender egalitarian in hospitality sector, meaning that it has actively pursued the policy of equal rights for both genders and minimized gender roles to a larger extent as compared to Germany.



[bookmark: _Toc167582180]Challenges
Different norms of communication shall cause a discrepancy. For instance, while Germans are very frank in their dealing in hotels, the British are not straightforward in their communication. When it comes to decision-making cultural differences represent another challenge that can slow down the process. A possible disadvantage of this approach could be in differences between Germans’ attention to structured planning in hotels and the British focus on adaptability (Fietz et al., 2021). Conformity to physical appearance norms can be influenced by the media and comparison with others or peers. German formal leadership in hotels can sometimes hamper the British more liberal approach (Schneider & Littrell, 2003).
[bookmark: _Toc167582181]Recommendations
According to the below-discussed recommendations, it will be possible to effectively address intercultural issues within the Multicultural Hotel & Spa and create a favorable perception of diversity among its staff and guests.
· It is important to establish rigorous training sessions that would help staff members become sensitized on cultural diversity.
· Encourage free speech where workers can easily come out and speak to the management for a change without considering the color or race of the management.
[bookmark: _Toc167582182]Conclusion
Through the implementation of proper cultural sensitivity training, adjustment of organizational decisions, and encouragement of free communication, the Multicultural Hotel & Spa will be capable of handling intercultural concerns. These techniques will support diversity and improve satisfaction between the employees and guests, which leads to an effective outcome.
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