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Executive summary 
This report will explain Hofstede Model, the importance of the cultural sensitivity and intelligence within the hospitality. The report also will present the background of the two different cultures Wales and China and the Do’s and Don’ts Handbook. 
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1. Introduction

This report will focus on the Hofstede Model, the importance of the cultural sensitivity and intelligence and two cultures from two different countries - United Kingdom and China.

2. Hotel Location

Swansea Marriott Hotel is in south Wales and is situated in the heart of the city with a short walk from the marina (Marriott, 2021).  

3. Facts about the Welsh culture

As the Welsh culture has been impacted by English culture for centuries, there are certain similarities between the two. Furthermore, there has always been a desire to preserve cultural aspects that distinguish the Welsh from other cultures in the United Kingdom (Every culture, 2021). Wales has two official languages Welsh and English and around 20% of the population speaks Welsh. Rugby is the most popular sport, particularly in South Wales (Bbc, 2014). There are also a variety of traditional foods such as:
·  Laverbread
·  Welsh cakes
·  Bara brith


4. Facts about the Chinese culture

The most populated country in the world is China and is in second place for largest area of land. Its cultural impact is seen all over the Asian area and has had a great impact globally through the food, sciences, industry, market, and arts. In the last fifty years, Chinese culture has experienced a fast and profound change, and it is still adapting to the contemporary world (Cultural Atlas, 2021).



5. Cultural Intelligence

Cultural Intelligence (CQ) is described as a multidimensional term that incorporates a person's capacity to function well in culturally varied environments. This description is congruent with Schmidt and Hunter's definition of general intelligence as the capacity to understand and reason appropriately with ideas (concepts) and find solutions. As a result, Cultural Intelligence applies to a wide range of cultural contexts 0115.
Cultural Intelligence as a multidimensional social mental concept, allows for more effective exploration, understanding, and interaction with multiple cultures in terms of organisational goals and the well-being of the different cultures itself. As a result, CQ converts into a strategic instrument that enables top hotel management to improve the way they create as well as apply worldwide plans, illuminating the significance of CQ's involvement in this sector. Cultural intelligence encompasses four capacities, each of which has further skill sets, or sub-dimensions, that may be tested and improved (Ljubica, 2012).
Figure 1: The Four Cultural Intelligence Capabilities
[image: ]
                                                                                 (Dr. Verghese, n.d)


6. Cultural sensitivity

Cultural sensitivity necessitates a skillset for recognizing variety and accepting the ideals of persons from various social or cultural origins. The understanding of cultural differences is the first step toward developing cultural sensitivity. These distinctions are reflected in how various groups communicate and interact with one another (Encyclopedia, nd).
Cultural understanding and sensitivity are critical at a hotel, from both a visitor and a staff standpoint. Wherever a hotel is located, needs to be understood that the culture of the guests could be extremely different compared to the hotel’s location, and it is also possible that there may be recruit personnel from varied backgrounds. Incorporating this into a hotel management approach will significantly enhance the level of guest and employee satisfaction, leading to higher ratings and a better reputation for a company(Siteminder, n.d.).
All foreign service commerce, whether hotels, tourism, or other businesses, entails service contacts with customers from various cultures. Lack of understanding of basic culturally sensitive values frequently cause wrong beliefs, resulting in dissatisfied clients and lost revenue.



7. Hofstede model

Hofstede has given a good model on cultural differences since most of the dimensions in the model on a bigger scale contribute in the analysis and interpretation of worker behaviour in the hospitality environment (Bedi, 2016).
Hofstede issued country values for six dimensions of national culture:
· Power Distance versus Closeness
· Uncertainty Avoidance versus Acceptance  
· Individualism versus Collectivism
· Masculinity versus Femininity
· Long-Term versus Short-Term
· Indulgence versus Restraint
 
The concept of Power distance is that not all people in society are equal. The Dimension is defined as the degree to which less powerful organisations and institutions in a country tolerate and recognise unequal power distribution.
Individualist cultures expect people to only care for themselves and their family. People in Collectivist societies appertain to 'in groups' that look after them in return for their devotion.
A high masculine score on this dimension suggests that success, competitiveness, and accomplishment, will drive society.  low score on the dimension - Feminine, suggests that looking after others and living a good life are the dominant values in culture.
Uncertainty Avoidance dimension refers to how a society cope with the awareness that the future is unknowable.
Long-Term dimension shows that every culture must keep some connections to its own past when coping with present and future issues.
Indulgence dimension is defined as the extent to which people strive to manage their emotions and wants as a result of their background (Hofstede-insights, 2021).

Figure 2 United Kingdom and China Country Comparison
[image: ]
                                                                   (Hofstede-insights, 2021)

As shown on Figure 1 the Chinese culture is defined as having a high power distance, being collectivistic and masculine, having a comparatively high uncertainty avoidance, being long-term oriented, and being defined as restraint, whereas the UK culture is defined as having a low power distance, being individualistic and masculine, having a relatively low uncertainty avoidance, and being defined as indulgence. A dominating preference in British culture cannot be identified with a value of 51 in Long-Term dimension (Ying, 2020).

 







8. Do’s and Do not's

The Marriott hotel employees must consider the fallowing Do’s and Do not’s when having guests from China:
Do’s
· Be patient during discussions, because Chinese people prefer to take some time to express themselves.
· Respect those who are older.
· When there is an unclear answer to a question, needs to be asked once again to be sure it is understood.

Do not's
· Try not to disrupt or 'fill the silence' during a discussion.
· Avoid boasting by discussing your outstanding skills or successes.
· Try not to directly criticise someone, flagging out their faults, or make them fake compliments (Cultural Atlas, n.d.).




9. Conclusion
To successfully meet the international guest needs, there is a model that needs to be applied. The model applied in this report was Hofstede which analysed the dimensions between the hotel country (Wales) and the guest country (China) culture. 
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