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The report entails for examining the cultural difference between UK and China while understanding how UK culture and social values reflecting hospitality services are perceived by a Chinese customers. The report is based on a country base analysis by use of Hofstede model and tried to identify the contradictory and comparative views of both these two country’s culture, while projecting on a log table of do’s and don’ts for hotel employees based on cultural orientation. 
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In hospitality industry, finding on difference in cultural opinions of guests is a quintessential fact to assert on by hotel manager and employees to render smooth services and enhance guest satisfaction. For finding on cultural differences, Hofstede Cultural Dimension is an important theory to focus on difference in cultural values of customers based on home and host country of origin (Kim, 2019). The report will focus on cultural values of Travelodge Hotel of UK contradicting with the values of a guest coming from China cultural background. The report will summarize the cultural values differences between China and UK and how the hotel employees at different departments should find a proper handbook of training for rendering appropriate service to customers. 
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Travelodge Hotel is one of the renowned independent hotel brands and is referred to as the most value based brand hotel for customers with employee strength of 2225 in 2022 and situated at 45 locations across UK. 
Using the Hofstede model of cultural dimension, host country UK cultural values can be assessed which is demonstrated by hotel employee of Travelodge. 
Power distance (35) – Following on reduced inequalities among people and equal treatment of individuals is provided with higher inclusion to diversity and inclusion among hotel staffs. Customers are also treated at hotels without any discrimination and exhibited with equal hospitality services without any exploitation of ethnic or cultural identity (Eid, and Agag, 2020). 
Individualism (89) – Reflecting a culture of individualistic opinion and focussing over meritocracy to serve others with essentiality of maintaining privacy in their personal life. 
Masculinity (66) – Culture reflects for success-oriented and driven culture and thereby defining leisure activities as a major part of their life to drive on success. 
Uncertainty avoidance(35) – It can be seen that UK people at any business, inclusive of hotels and hospitality business is able to face on ambiguous and uncertain situations with adaptability in nature at maximum prevalence (Ying et al., 2020). 
Long-term orientation (51) – UK as a culture defines for equally valuing its past while dealing with present challenges. However, leveraging past experiences may slow down present complex situations to adapt. 
Indulgence (69) –Culture reflecting willingness for realizing impulses along with desires for enjoying life and acquire fun. This can be benefit in realizing happy moments of hospitality of past customers in a hotel. 
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  Fig: Hofstede Cultural difference between UK and China (Source: Ying et al., 2020)
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For a Chinese traveller visiting a UK hotel, it is essential to understand the cultural values of the country from where a tourist belong for understanding the way their cultural value is differentiated from the home hospitality organization’s culture. 
Power distance (80) – The country believes in a society where there is higher acceptance rate for inequality and may be adapted to discriminatory challenges while working in a host country organization (Tsiotsou, 2019). 
Individualism (20) – With a highly collectivist culture, reflecting people preferences to act towards interest of group and not only thinking of individual or private values. 
Masculinity (66) – With a predominant culture of masculinity, they are subjugated to success, but however sacrifice fun and leisure activities due to priority of work. 
Uncertainty avoidance (87) – China culture is seen to be possessing a pragmatic orientation for easily adapting to changed conditions.
Indulgence (24) – Chinese culture is reflecting of restrained culture, and does not put much emphasis over leisure time and fulfilment of personal desires (Lim,. and Ok, 2021). 
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It can be seen that Chinese customers in terms of availing hospitality service in a UK based hotel like Travelodge can face a connection building phenomenon with the front office desk individuals because of their indulgence to relationship building orientation as part of collectivist culture of society that they have been reared up. This puts them on a jinx of expecting a cordial relation with the F&B employees and meets their any needs on time (Naumova et al., 2019). However, with prominence in personal life and privacy maintenance by customer relationship manager of Travelodge hotel in UK, it is an act by hospitality service owners fully endowed to customer’s privacy upholding and depicting Britain’s individualistic cultural significance in front of Chinese customer. Moreover, social norms and values of UK culture reflecting equality at all aspects has been opined by Eid, and Agag, (2020), to be one of the major UK cultural orientation of respecting individual needs of employees irrespective of their race, ethnicity, gender and religious sentiments. Belonging to eastern culture, vocabulary and oral communication different from UK based hotel employees, their acceptance and long-term orientation can be virtuous to seek for new tech based innovations being installed at the hospitality service by Travelodge hotel. In fact, Lim, and Ok, (2021), has stated that British think success is driven through making out balance between leisure and hardships of work. Therefore it will indulge for a good work-life balance for hotel employees to meet with cultural variants of Chinese customer and make each of their demands fulfilled. Finally, it can be put on that with a restrained culture focus, Chinese customer can give forth a restricted outlook against his luxurious needs while staying at Travelodge, whereas the hotel employees of UK will try hard and fast to meet the impulses of the Chinese customers so that they can enjoy the full utilities of the amenities in hotels as a consumer irrespective of their centred needs. 
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	   Do’s
	               Don’ts

	1: Front office employees look for cordial and supportive gestures to welcome guests
	1: May not use jargon words or phrases for welcoming the guests for reflecting British etiquettes

	2: Housekeeping employees try to attend guest requests immediately
	3: Must not walk away nodding head after attending guest’s enquires.

	3: hand shake and bid good morning or good evening or good afternoon messages with guests after their check in to the hotels by Front office managers
	3: Should not use any flurry words in front of customers proclaiming their hospitality standards

	4: Room attendants using visual analytics for all amenities usage at hotel premises
	4: Should not receive rewards or gifts from customers for extra services being provided. 
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Therefore from the following report, it can be entailed that Travelodge as an eminent hotel brand of UK while welcoming a Chinese customer may acknowledge the various cultural differences that the two countries endure to perceive their hospitality service well placed in front of guests. 
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