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Executive summary 
Hotel staff and hotel departments should be remindful of the cross-cultural differences. So, this report has been prepared as a handbook so that it can guide hotel staff in managing better experiences for international visitors. Here, Hofstede’s cultural dimension theory has been implied to examine the necessity of cultural sensitivity and intelligence among hotel personnel. The theory illustrates that there are several differences in the culture of the UK and France. So, hotel staff can be mindful of the differences so that they can ensure an improved experience for the customers. In addition to this, hotel departments can adapt the cross-cultural differences through improved communication, training and improved flexibility.
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Introduction 
The cross-cultural difference is very common to encounter in hotel industries since guests come from different parts of the world (Jandt, 2016). So, this report aims to give hotel staff a handbook so that they can manage their guests’ service experiences. In this report, first, a cross-cultural theory will be implied to evaluate the necessity of cultural intelligence and sensitivity among hotel staff. Along with these, there will be illustrations of strategies so that departments and functions of the hotel can adapt their services according to the cultural norms and requirements of guests. At last, there will be a list of do’s and don’ts that hotel staff can follow. 
[bookmark: _Toc137382006]The necessity of cultural sensitivity and intelligence for hotel personnel 
The hotel has so many guests that come from France. Since there are huge differences in language and culture between UK and France, hotel personnel need to be very sensitive and have cultural intelligence to provide satisfactory service to the guests coming from France (Guan, Hung and Liu, 2022). To better understand the necessity of cultural sensitivity and intelligence among hotel personnel, Hofstede’s cultural dimension model is used below:
[image: ]
Figure 1: Hofstede's cultural dimension model.
Source: (Moran, 2018).
Power distance: Power distance refers to the preference for power distribution in society. In the UK, people prefer equal distribution of power (Timm, 2011). Whereas in France, people used to follow the leader and the leader holds the majority of the power. The guests will prefer that they can talk with some higher authority while checking in. This should be kept in mind. So, hotel staff should respect this idea of French guests so that they do not feel offended.
Individualism vs collectivism: This dimension indicates the degree to which people or society pasteurize self-interest and individual accomplishment as opposed to group interests and achievements (Samovar, 2009). The UK scored high in terms of individualism. But France scored high in collectivism. So, guests from France can demand recreational activities or services that they can enjoy in groups. If hotel staff have cultural sensitivity and ideas about this difference, only then they can serve the guests properly (Lewis, 2019). 
Time orientation: Time orientation means the preferences for short-term or long-term goals. In the UK, people mostly prefer short-term achievements (Gudykunst, 2010). While the French have a preference for achievements that sustain in the long term. So, the French guests may want to build long-term relationships with the hotel and may want to come back again and again. So, the hotel staff should be very sensitive to this cultural difference so that they can provide satisfactory services to the guests. In this way, they can fulfil their desire to build long-term relationships with this particular hotel brand. 
Uncertainty avoidance: Uncertainty avoidance refers to the degree of tolerance and acceptance of risk among people (Mackay, 2011). In this case, both UK and France people are comfortable with the high number of risks in their work. So, hotel staff should have intelligence about this matter. Having cultural sensitivity, the hotel staff can then better arrange some adventure activities for the hotel guests for their recreation. 
Masculinity vs femineity: Masculinity indicates the preference for assertiveness and materialism in society as opposed to feelings and relationships (Cooper and Wahab, 2007). Both France and UK are success-oriented cultures. Masculinity gets preferred there. So, hotel personnel should have sensitivity and intelligence in terms of cultural differences so that they can provide service by keeping the preferences of French guests in mind.
[bookmark: _Toc137382007]The ways hotel departments/functions can adapt their service delivery 
 A hotel is a combination of several departments that work together to provide a satisfactory service to the guests (Li and Kirkup, 2017). The departments in the hotel are housekeeping, front office, sales, marketing, food, and human resource. The departments can adapt to the cross-cultural differences of guests in various ways so that they can accommodate their cultural norms and requirements. 
First of all, the departments should improve their cross-cultural communication so that each department can understand the differences and make changes accordingly (Methan, 2001). Along with this, training can be arranged on cultural differences so that staff from each department can adopt their own particular activities according to the cross-cultural difference necessities. Equality and inclusion must be promoted as major objectives in the hotel so that each department becomes bound to follow that and respect the differences (Manzur and Jogaratnam, 2021). Departments and functions of the hotel can better adapt if they remain prepared and flexible for the cultural shock. For instance, the food department can remain prepared as they might need to prepare different types of cuisines for different types of guests. The housekeeping department can arrange the room according to the cultural preferences and norms of guests. At last, it can be said that hotel departments can better adapt themselves by having cultural awareness regarding specific cultural norms and requirements.
[bookmark: _Toc137382008]Guideline for do’s and don’ts for hotel staff 
	Do’s
	Don’ts

	Be respectful of the cultural differences
	Avoid discrimination

	Maintain equality and diversity 
	Do not use any slang language that harms the feelings of any culture

	Enhance communication with the guests and within the hotel functions and departments 
	Avoid stereotyping about any culture 

	Gain knowledge about the differences in culture (Mukherji, Jain and Sharma, 2020). 
	Avoid using inappropriate gestures or sign language (Lewis, 2019).



[bookmark: _Toc137382009]Conclusion 
The hotel industry encounters cross-cultural differences on a regular basis. Hofstede’s cultural dimension indicates that there are differences in the culture of each country on the basis of power distance, time orientation, risk avoidance and so on. So, hotel staff should have cultural sensitivity and intelligence to improve the service experience of international guests. Along with this, hotel departments should also adapt according to the cultural norms and demands of guests.
[bookmark: _Toc137382010]Recommendations 
· Hotel staff should improve communication and cultural awareness so that they can ensure equality and diversity and show proper respect for cross-cultural differences.
· Hotel personnel should follow cultural norms and requirements so that guests do not feel negligent and become satisfied with the services (Frew and White, 2011). 
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