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Cultural Theories and Models
[bookmark: _Toc97812170]Cultural intelligence
As per the bi-factor theory of cultural intelligence, cultural intelligence is considered a very important factor in the tourism industry for both tourists and workers. No matter where the hotel is located, the industry must take into account the culture of its guests. As per Hurst et al. (2021), cultural intelligence is important because it allows hoteliers to stand out from their cultural framework and, in this sense, prevents them from seeing their culture as the norm or basis of global values. At the same time, it is cultural wisdom that determines tourists' flexibility and ability to understand cultural differences, not cultural and artistic tourism environments, which in turn influences their cultural intuition.
[bookmark: _Toc97812171]Culture sensitivity
As per developing trans culturally sensitivity theory, culture sensitivity is defined as a key factor to understand the importance of cultural and linguistic diversity, which includes preservation and aesthetics in the UK and around the world. A deep understanding and sense of identity in human culture can be based on an open mind that respects cultural diversity. Cultural sensitivity is the basis of communication and includes the ability to adapt to and understand our own and others' cultures, beliefs and ideas. According to Fang et al. (2018), cultural sensitivity includes awareness of social skills and competencies that not only increase the capacity and knowledge needed to provide appropriate and sensitive services to international tourists but also to prevent and/or reduce conflicts and interactions between international and foreign tourists. And different cultural values. Tourism and accommodation is an international service sector based on customers from different cultures.
[bookmark: _Toc97812172]Hofstede model
Hofstede's theory of the cultural dimension, developed by Geert Hofstede, is a framework for understanding the cultural differences of each country and identifying ways of doing business in different cultures. With the Hofstede 6-D model lens, we get a good overview of the driving forces behind Chinese tourism culture and British hospitality culture compared to other cultures around the world (Beerli-Palacio and Martín-Santana, 2018).
[bookmark: _Toc97812173]Power distance
This factor is deals with the fact that not all members of society are equal. Chinese society finds inequality acceptable. Chinese, a guest, accept a little bit of inequality in host country services and treatment. According to the United Kingdom, as hosts, they believe that inequalities between people and visitors should be reduced. They treat tourists with a playful attitude that promotes the belief that people should be treated equally (Kristjánsdóttir et al., 2020).
[bookmark: _Toc97812174]Individualism/collectivism
This aspect refers to the degree of social interdependence that upholds among its associates. Chinese consider personal relationships are more important than any company or task. However, Chinese guests expect a good relationship with the hotel host to get satisfactory service. On the other hand, The UK people and hosts are highly private and individualist. They suppose each guest's individuality in providing fair treatment to them by highly satisfactory and expected services (Hurst et al., 2021).
[bookmark: _Toc97812175]Masculinity
This dimension refers to the dominancy of the gender and their preferences. The masculinity society of the Chinese mostly works and is success oriented. They prefer work over their other activities. As the Chinese are success-oriented, the UK hotel staff need to entertain Chinese guests by not interrupting them while their meeting sessions. The UK hotel staff should provide them peaceful environment during their stay at the hotel. On the other hand, the UK's masculinity society also believes in work and clear performance. Moreover, both guest and host country individuals are quality work and performance oriented. In addition, to ensure high performance in the hotel industry of the UK, the hotel management has set standards of facilities to provide the best and quality service to their customers or guest (Fang et al., 2018).
[bookmark: _Toc97812176]Uncertainty avoidance
This dimension refers to the degree to which the associates of a culture feel threatened by ambiguous or unfamiliar situations. As Chinese are contented with ambiguity, the language of Chinese is full of vague meanings that can be hard for Western individuals to understand. In this way, to avoid uncertainty, the host country of staff of the hotel needs to know the Chinese language to understand their guest better and avoid uncertain events due to the language barrier (Hurst et al., 2021). By being a host country, the UK depends on relaxation and flexibility in the fluctuating environment to adopt such strategies to provide ease to its guest. To avoid uncertain events, the host of the UK believes in technological advancement.
[bookmark: _Toc97812177]Long term orientation
Chinese tourists show the ability to easily adapt to changing cultures, a strong tendency to save and invest, saving and patience to succeed with quality hotel services in the host country. As far as the United Kingdom is concerned, 51 points on this scale cannot rule out the dominant preference in British culture (Viken et al., 2021).
[bookmark: _Toc97812178]Indulgence
This aspect is defined as how individuals try to regulate their impulses and desires. Chinese guests require an atmosphere of indulgence in the host country hotel to feel relaxed and enjoy their service. However, the guests of China belong to a restrained society. The UK is a host country that believes in individual needs and desires in terms of providing ease to its guest to enjoy their trip and staycation by having fun (Minkov and Kaasa, 2020).
[bookmark: _Toc97812179]Relevant hotel departments/functions
[bookmark: _Toc97812180]Business card
Business card templates should be created to attract customers and visitors. As this brochure introduces business cards as a Chinese tradition in the hotel business, the value of business cards is important because people don't like to pay in cash. It is recommended to use a name everyone knows when visiting the hotel. The business location should be marked on the card to help Chinese tourists or customers reach their destination on time. Suppose the location is shared with a PNG electronic media file or PIN box. In that case, it should be linked to a business card, as some names and places are not known to Chinese tourists. It is very convenient and easily accessible, so practical help is needed (Beerli-Palacio and Martín-Santana, 2018). 
[bookmark: _Toc97812181]Room booking
Booking hotel rooms has become a popular feature that allows travellers and Chinese tourists to book their rooms online in many places worldwide. In this technological world, hotel booking has become an advanced option. Customers can book their room or conference room by going to the hotel website or contacting the hotel office to book online (Shi et al., 2019). Chinese customers prefer to enjoy interesting services without waiting for the ordering process. Hotel reservations, which use the software system used in the hotel management system, allow online bookings. In contrast, the communication system allows Chinese tourists to book rooms conveniently and with well-designed reception signs. 
[bookmark: _Toc97812182]Hotel Menu Board
The hotel's menu would include Chinese dishes according to their tradition, where the Chinese are food lovers and love to get raw food resources. However, the Chinese mostly like rice, noodles and soups etc. Because of their religion and habits, they avoid dairy products and sausages, and so on. Therefore, hotels should consider and compile a menu that reflects the different Chinese dishes. This service will create a beautiful image of the hotel in the minds of Chinese tourists by providing quality food and experience (Afsar et al., 2020). 
[bookmark: _Toc97812183]Table of do’s and don’ts
	Do’s
	Don’ts

	When presenting and receiving things to Chinese guests, it is important to use both hands.
	When providing services to Chinese guests, avoid physical or body contact.

	Treat Chinese guests with greater respect and politeness.
	Do not talk about political and uncomfortable topics with the Chinese guest.

	Provide services as required by the Chinese guest on time as punctuality matters a lot for them.
	Do not disrespect the Chinese customs while providing services to them.

	Greet the Chinese guest with a nod or handshake while meeting with them.
	Do not use harsh language while interacting with Chinese customers.
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