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[bookmark: _Toc128109843]Executive Summary:
This report provides a comprehensive guide for hotel staff to understand the cultural norms and requirements of international guests, specifically Chinese guests, in an English hotel. The report utilizes the Hofstede model to compare the cultural differences between China and England, highlighting key areas such as power distance, individualism vs collectivism, and uncertainty avoidance. The report emphasizes the importance of cultural intelligence and sensitivity for hotel personnel and its impact on the overall guest experience. By understanding the cultural norms and requirements of Chinese guests, hotel staff can tailor their service delivery to provide an exceptional guest experience, foster positive relationships, and ultimately increase guest satisfaction and loyalty. By utilizing the Hofstede model, the report will provide a deeper understanding of the cultural differences between China and England and how these differences impact guest expectations and service delivery in a hotel setting. The report will examine each dimension of the Hofstede model and provide insights and recommendations for hotel staff on how to effectively navigate and leverage these differences to provide exceptional guest experiences. The report also includes recommendations for hotel staff on how to effectively communicate and interact with Chinese guests, including respecting hierarchy, valuing social harmony and relationships, and providing stability and predictability. Understanding culture is essential for a successful hotel operation and guest hospitality experience, and this report serves as a valuable handbook for hotel staff to deliver exceptional service to Chinese guests in an English hotel.


[bookmark: _Toc128109844]I. Introduction 
[bookmark: _Toc128109845]Why cultural intelligence is essential for hotel personnel?
In the modern world, the hospitality industry is becoming increasingly international, and it is essential for hotel staff to understand the cultural norms and expectations of guests from different countries (Cox & Blake, 1991). The report will focus on the application of the Hofstede model on cultural differences between China and England. The Hofstede model is a framework that measures cultural differences on various dimensions, including power distance, individualism vs collectivism, masculinity vs femininity, uncertainty avoidance, and long-term vs short-term orientation. Overall, the application of the Hofstede model on cultural differences will serve as a valuable tool for hotel staff to enhance their cultural intelligence and sensitivity, leading to improved guest satisfaction and loyalty.
[bookmark: _Toc128109846]Country A (England) where Hotel is Located:
England is a country located in the United Kingdom, with a population of around 56 million people. It has a rich history and a diverse culture, shaped by its ancient past and its position as a global leader in politics, economics, and the arts. England generally value equality and individualism. It has an individualistic society, where people value independence, autonomy, and self-expression, where success, competition, and achievement are highly valued. England is considered to be a relatively low uncertainty avoidance culture, meaning that people in England are generally comfortable with change, innovation, and new ideas. People value immediate results, flexibility, and adaptability. It is considered to be a relatively indulgent culture, where people value leisure, enjoyment, and quality of life.
[bookmark: _Toc128109847]Country B (China) of the Guest:
China is a country located in East Asia, with a population of over 1.4 billion people. It has a long and complex history, and its culture is influenced by Confucianism, Taoism, and Buddhism, as well as its more recent political and economic development. China is considered to be a relatively high power distance culture, meaning that people in China generally respect hierarchy and authority, and are less likely to challenge those in positions of power. It has a collectivist society, where people value harmony, cooperation, and social relationships over individual achievement, where success, competition, and achievement are highly valued. China is considered to be a relatively high uncertainty avoidance culture, meaning that people in China value stability, predictability, and adherence to social norms. The value tradition, perseverance, hard work in pursuit of future goals, value thrift, saving, and self-control.
[bookmark: _Toc128109848]II. Comparison:
In the context of the hotel industry, cultural intelligence and sensitivity are essential skills for hotel personnel, as they play a crucial role in ensuring a positive guest experience for international visitors (Gudykunst, 1998). Cross-cultural theories can be useful tools for developing cultural intelligence and sensitivity. One such model is the Cultural Dimensions Theory developed by Geert Hofstede (Dewiyanti, 2021). Understanding the cultural differences between England and China can help the hotel staff provide a more personalized and welcoming experience for the Chinese guest.
a. [bookmark: _Toc128109849]Power Distance: 
China is a high power distance culture, which means that people tend to accept and even expect power differences and hierarchy. In contrast, England is a lower power distance culture, where people tend to value equality and respect for individual rights.
This may manifest in the hotel staff treating the Chinese guest with more formality and the Chinese guest may expect and appreciate a certain level of formality and respect from the hotel staff (Kelly, 2023). 
b. [bookmark: _Toc128109850]Individualism vs. Collectivism: 
England is a more individualistic culture, where people tend to prioritize personal achievements and independence. China is a collectivistic culture, where people prioritize group harmony and interdependence (Soon, Linn, & Thomas, 2015).
The Chinese guest may also value communal experiences and group activities more highly than individual experiences.
c. [bookmark: _Toc128109851]Masculinity vs. Femininity: 
England is a more feminine culture, meaning that there is less emphasis on competition and assertiveness. China is a more masculine culture, where achievement and assertiveness are highly valued.
The staff may need to show respect for the guest's achievements and assertiveness, while also offering a more collaborative and inclusive approach.
d. [bookmark: _Toc128109852]Uncertainty Avoidance: 
England is a relatively low uncertainty avoidance culture, meaning that people are generally more comfortable with ambiguity and uncertainty. China is a higher uncertainty avoidance culture, where people tend to value structure and predictability (Gudykunst W. B., 2004).
This may impact how the hotel staff interacts with the Chinese guest. For example, the staff may need to provide clear and detailed information about hotel policies and procedures, as well as offering structured and organized activities and services.
e. [bookmark: _Toc128109853]Long-Term vs. Short-Term Orientation: 
China is a more long-term oriented culture, where people tend to focus on future rewards and delayed gratification. England is a more short-term oriented culture, where immediate results and quick fixes are often prioritized.
This may impact how the hotel staff interacts with the Chinese guest. For example, the staff may need to offer long-term packages and deals, as well as promoting the hotel's future potential for guests. The Chinese guest may also appreciate more patience and a long-term perspective from the staff.
f. [bookmark: _Toc128109854]Indulgence vs. Restraint: 
England is a more indulgent culture, where people tend to prioritize pleasure and enjoyment. China is a more restrained culture, where self-discipline and self-control are valued. This may impact how the hotel staff interacts with the Chinese guest. The Chinese guest may appreciate a more low-key and reserved atmosphere compared to the more indulgent and expressive English culture.
[bookmark: _Toc128109855]III. List of Do's and Don'ts for Hotel Staff
[bookmark: _Toc128109856]A. Reception and check-in
	Do’s
	Don’ts

	Greet guests with a smile and a bow.
	Point or beckon with one finger

	Offer to assist with luggage
	Hand over keys or documents with one hand

	Address guests using their formal titles (e.g. Mr. or Mrs.)
	Address guests by their first name unless given permission

	Provide guests with information about the hotel and local area
	



[bookmark: _Toc128109857]B. Room service and housekeeping
	Do’s
	Don’ts

	Knock before entering a guest's room
	Leave items in an odd number, as it is associated with funerals

	Provide extra pillows and blankets as requested
	Touch or remove personal items without permission

	Address guests using formal titles and their last name
	Enter a guest's room without permission

	Offer to assist with any requests or needs
	



[bookmark: _Toc128109858]C. Food and Beverage Service
	Do’s
	Don’ts

	Offer chopsticks and provide a fork upon request
	Stick chopsticks vertically in a bowl of rice.

	Offer compliments about the food
	Interrupt a guest while they are eating

	Offer to assist with ordering or recommending dishes
	




[bookmark: _Toc128109859]D. Business Services
	Do’s
	Don’ts

	Address guests using formal titles and their last name
	Interrupt a guest during a business meeting

	Offer to assist with any requests or needs
	

	Offer tea and refreshments during meetings
	Neglect to ask about guests' health and family before starting a meeting

	Provide a private meeting room for business meetings
	


[bookmark: _Toc128109860]IV. Summary
[bookmark: _Toc128109861]Key takeaways from the report:
Cultural intelligence and sensitivity are essential for hotel staff to provide an exceptional guest experience. Understanding the cultural norms and requirements of Chinese guests is crucial for hotel staff to adapt their service delivery. Staff should adopt a polite and respectful tone, avoid confrontation, and follow cultural norms and traditions to accommodate Chinese guests (Taylor Cox, 1991).
[bookmark: _Toc128109862]V. Recommendations for Staff 
[bookmark: _Toc128109863]Recommendation 1 
All hotel staff should receive training on cultural intelligence and sensitivity to ensure that they are equipped to provide an exceptional guest experience.
[bookmark: _Toc128109864]Recommendation 2 
Hotel staff should regularly review and update their knowledge of cultural norms and requirements.
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