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Culture refers to the way of life, not just a set of beliefs or values. Culture includes everything from what you eat to your dress, the language you understand, and the religion you believe in. In a nutshell, we may therefore say that culture is a representation of our thoughts and actions. It's also the things we've acquired through being a part of a larger community (Jenkins, 2001). Culture is the total of human endeavours as people in social organisations. There are many facets of culture, such as art, music, poetry, architecture, sculptures, philosophy, religion, and science. There are other aspects of culture, such as how people live their lives and how they think about many aspects of life.
Intercultural competence is the capacity to interact successfully with individuals from diverse cultural origins, whether at home or abroad, to think and behave appropriately and communicate and collaborate with them. People from various cultures and nations are more likely to engage with each other in today's more globalised world, and intercultural competency may be a helpful advantage (Jiang and Tribe, 2009)
Cultural understanding is an essential aspect of hospitality. The reason behind this is that for multicultural teams to flourish, managers and HR employees need to be alert to the need for intercultural training to build amicable relationships (Johns, Henwood and Seaman, 2007). Companies must be supportive, proactive and imaginative if they seek to grasp the potential advantages multicultural teams may bring. This goes beyond sponsoring and developing technical ties to bring together international teams at the surface level and getting back to basics by creating stronger interpersonal interactions. If multinational enterprises are to expand and succeed in this increasingly decreasing globe, intercultural synergy must be prioritised.
Another importance of Cultural understanding is Leading and motivating people from different cultures. It can be noted that in today's global economy, workers are increasingly moving across nations, particularly in the dynamic hospitality sector. Management in the hotel sector necessitates the development of intercultural sensitivity and the ability to put oneself in the shoes of one's international counterparts. As a result, the selection of the leadership must be done with caution (Kavanagh, 2002)
Individuals in the hospitality industry who have to communicate and work well with people from various cultural backgrounds have significant hurdles. Managers and workers and employees, and visitors from diverse cultural backgrounds may face various issues related to intercultural communication. This has led to an increase in the hotel industry's focus on multicultural communication (Jiang and Tribe, 2009)
Rosewood Beijing is a five-star hotel located in Chaoyang’s central business district. It’s known to receive visitors and host events with people coming from every part of the world. 
Countries that the Confucian ideology has influenced may be found in the Confucian Asian cluster. Those with a diverse religious and ethnic population can be found in Southern Asia. When it comes to managing relationships, both groups have one thing in common: a desire for regard and harmony. As a result, building a successful firm relies on a strong working connection. - Kavanagh S. (2002)
Confucianism in Asia is dominated by Chinese culture, which is the dominating civilisation in the world. Guanxi is a vital aspect of Chinese culture and tradition. Guanxi is a term used in Chinese culture to refer to a strong network of connections. You may discover new information, talents, and business partners by using the network. Mianzi means face. It is a moral and cultural obligation to uphold one's own and other people's dignity while assisting friends in a social network (Johns, Henwood and Seaman, 2007)
Assertive behaviour, straightforward communication, and an emphasis on outcomes rather than relationships are some of the core values of the Germanic Europe cluster. The managerial style of the Anglo population is relaxed. A market wherein individuals discuss what needs to be done is seen as an organisation, and the person is given significance in the choosing process. It is an Anglosaxonist institution. To show one’s social responsibility, terms are preferably used compared to social responsibility. The Eastern European region is undergoing a shift from a bureaucratic and centralised economy to more market-oriented and characterised by more democracy. Despite its size, Russia is a European country in geography, politics and social structure. In the face of the new societal uncertainty, the Soviet-style social networking called 'Blat' continues to thrive (Jiang and Tribe, 2009)
There are four types of culture by Handy's theory of culture. The first is a culture of power: A centralised culture in which important decision-makers are given undivided attention. If a firm expands and can't all be managed from the centre, it may have founder-dominated enterprises. Another type is the Role culture, characterised by a more structured work environment with defined roles and responsibilities. Everyone knows where they stand in the organisation's structure. However, it may lead to a'silo' attitude where people and departments do not interact or exchange information in a medium to a big firm. The other type is the Task culture. In a task-oriented society, there is an emphasis on completing a given work or project. Tasks are assigned to individuals on an ad hoc basis, allowing for cross-functional brainstorming (Jiang and Tribe, 2009). A design or advertising agency could experience it. We then finalise with People’s culture, where there is a lot of room for individuals to make their own decisions. Individuals in highly specialised fields, such as legal or medical activities, may fall victim to this phenomenon. The type of culture employed most by Rosewood Beijing is Task culture (Jenkins, 2001).
The original theory provided four dimensions along which cultural values may be analysed: individualism-collectivism, uncertainty avoidance, power distance (strength of social hierarchy) and masculinity-femininity (task-orientation vs person-orientation) (task-orientation versus person-orientation).
The dimension of Individualism vs collectivism considers the extent to which societies are incorporated into groups, and their perceived duties and dependency on groupings is considered in this area. There is a higher emphasis on achieving one's particular objectives when one is an individualist. In this category, "I" serves as the person's self-image. Collectivism means that the group's aims and well-being are more important than the individuals. "We" is the person's self-image in this category. The category that Rosewood Beijing focuses most on is collectivism (Jenkins, 2001).
Summary Table
	1
	Respect all people and their respective practices

	2
	Teamwork is paramount

	3
	Raise any concern when necessary
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