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Executive Summary

The purpose of this report is to provide Hotel Trinity staff with the necessary cultural intelligence and sensitivity to prepare and manage the guest experience for international visitors from China. Using relevant cross-cultural theories and models, such as Hofstede's dimensions and Trompenaars and Hampden-Turner dimensions, the report evaluates the importance of cultural intelligence and sensitivity for hotel personnel before focusing on the hotel guest service implications for guests from China. The report considers relevant hotel departments/functions and how they might need to adapt their service delivery to accommodate the guests' specific cultural norms and requirements. Finally, the report summarizes the do's and don'ts for each department/function in a table that can act as a briefing document for relevant staff in the hotel.

The report highlights the importance of understanding the cultural differences between China and Spain to create a welcoming and accommodating environment for Chinese guests. By providing tailored experiences that meet their cultural needs and preferences, Hotel Trinity can provide excellent customer service to guests from China. The report also provides cross-cultural statistics, such as the popularity of Spain as a destination for Chinese tourists and the differences in cultural dimensions between Spain and China.

The report draws on a range of academic sources, including Hofstede's seminal work on culture's consequences and Trompenaars and Hampden-Turner's book on understanding cultural diversity in global business. Additionally, the report cites reports from the China Outbound Tourism Research Institute and Ctrip and the China Tourism Academy to provide up-to-date statistics on Chinese tourism trends and preferences.


Introduction

As an international hotel, Hotel Trinity caters to a diverse range of guests from all over the world. To provide excellent customer service, hotel staff need to be culturally sensitive and aware of the needs and expectations of guests from different cultural backgrounds. This report focuses on international visitors from China and provides Hotel Trinity staff with a guide on how to prepare and manage the guest experience for these guests.

Importance of Cultural Intelligence and Sensitivity

Cultural intelligence and sensitivity are essential for hotel personnel to provide excellent customer service to guests from different cultural backgrounds. According to Adler and Gundersen (2008), cultural intelligence involves understanding and adapting to cultural differences, while cultural sensitivity involves being aware of and respecting cultural norms and values. Both cultural intelligence and sensitivity are necessary for hotel staff to create a welcoming and accommodating environment for guests from China.

Gudykunst and Kim (2017) suggest that cultural differences can lead to misunderstandings and communication breakdowns. By understanding the cultural differences between China and Spain, Hotel Trinity staff can anticipate potential cultural differences and tailor their service delivery to meet the guests' needs and preferences.




Cross-Cultural Differences between China and Spain

To create a welcoming and accommodating environment for guests from China, it is essential to understand the cultural differences between China and Spain. Hofstede Insights (n.d.) provides a useful framework for understanding these differences through Hofstede's dimensions of culture. According to
Hofstede's dimensions, China scores high in collectivism, uncertainty avoidance, and long-term orientation, while Spain scores high in individualism, masculinity, and indulgence. This means that guests from China may value group harmony, have a greater aversion to risk and uncertainty, and have a longer-term perspective than guests from Spain.

Additionally, Trompenaars and Hampden-Turner (2012) provide insight into the cultural differences between China and Spain through their dimensions of universalism vs. particularism and neutral vs. affective cultures. According to Trompenaars and Hampden-Turner, China is a particularistic and affective culture, while Spain is a universalistic and neutral culture. This means that guests from China may value personal relationships and emotional expression more than guests from Spain.

Finally, statistics from the China Outbound Tourism Research Institute (2019) and Ctrip and the China Tourism Academy (2020) highlight some of the specific preferences and behaviours of Chinese tourists in Spain. For example, Chinese tourists tend to prefer group tours, seek out historical and cultural attractions, and value authentic local experiences. 
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(Hofstede Insights, 2023)


Implications for Hotel Trinity

Front Desk/ Reception
The front desk/reception staff is often the first point of contact for guests, so it is crucial to make a good first impression. Staff should greet Chinese guests with a warm smile and use their name to create a personal connection. They should also be aware of Chinese cultural norms, such as the importance of hierarchy and the value placed on politeness and respect. For example, staff should use formal titles when addressing guests and avoid using overly familiar language or gestures.

Housekeeping
Housekeeping staff should be aware of the importance of cleanliness and hygiene in Chinese culture. Chinese guests may have a higher standard for cleanliness and expect their hotel room to be spotless. Additionally, staff should be respectful of guests' personal space and avoid touching or moving personal items without permission.

Food and Beverage
Food and beverage staff should be aware of Chinese dietary preferences and restrictions. For example, many Chinese guests may prefer hot water with their meals, as opposed to cold water or other beverages. Additionally, staff should be knowledgeable about Chinese cuisine and be able to make recommendations for authentic local restaurants or dishes.





	Do’s for staff
	Don’ts for staff

	Greet guest with a smile and nod.
	Don’t Shake hands too firmly.

	Address guests with formal titles and last names.
	Don’t use first names or nicknames without permission.

	Serve hot water in addition to or instead of cold water.
	Don’t serve tap water or ice water without asking.

	Provide chopsticks and a spoon in addition to or instead of fork and knife.
	Don’t assume all guests prefer chopsticks.

	Allow guests to make tea using loose leaves or tea bags.
	Don’t serve pre brewed tea or coffee without offering alternatives.

	Offer Chinese language signage or directions, if possible.
	Don’t assume all Chinese guest watch the same shows or channels.

	Accept and return business cards with both hands and a slight bow
	Don’t assume all Chinese guests speak Mandarin or the same dialect.

	Allow guests to negotiate prices for service or goods.
	Don’t assume all guests are comfortable with bargaining.









Conclusion

Providing excellent customer service to guests from China requires cultural intelligence and sensitivity. By understanding the cultural differences between China and Spain and tailoring service delivery to meet the guests' needs and preferences, Hotel Trinity can create a welcoming and accommodating environment for Chinese guests. This report has outlined the specific implications for different hotel departments/functions and provided a table of do's and don'ts for relevant staff.
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