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Executive summary
The following report discusses cultural awareness in the hospitality sector within the UK. The report uses Edward Hall's theory and original Hofstede's cultural dimension model to discuss the concept of culture within the hospitality industry. Thirdly, the report narrows down to cultural considerations when serving Chinese guests and outlines the do’s and don’ts’. Lastly, the report provides recommendations on how to improve cultural awareness in hospitality by recommending cross-cultural training of staff and promoting a multicultural workforce.
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[bookmark: _Toc137287615]1.0 Introduction
Cultural awareness is defined as the sensitivity of an individual toward cultural similarities and differences among groups and the ability to manage cultural diversity through effective communication (Shepherd, 2019). Earley and Mosakowski (2004) also define cultural intelligence as an individual's natural ability to point out unfamiliar gestures in a person, similar to other citizens. Improved transportation and advancement in technology have enabled access to hospitality services in different parts of the globe, promoting the interaction of guests from different cultures (Yang et al., 2021). Therefore, the following report looks into cultural awareness in managing international visitors using two major cross-cultural theories; the Edward Hall theory and the Geert Hofstede model. The report will also outline the dos and don'ts when offering hospitality services to guests and offer recommendations on how hotels can improve cultural awareness within the hospitality industry.
Cross-cultural interaction within the hospitality industry can never be effective without proper communication. Timm (2011) explains that culture constitutes the law, beliefs, and customs of an individual or group while communication is described as the management of messages to create meaning. Given the cultural diversity in the global hospitality sector, cultural intelligence remains important in that it makes guests as well as employees feel safe and accommodated within the hotel environment (Kamal Abdien, and Jacob, 2019). 
[bookmark: _Toc137287616]i) Edward Hall’s theory
Additionally, the concept of cultural diversity in the hotel industry can be illustrated using Edward Hall’s theory which holds that individuals within a given environment will maintain personal distance as dictated by their cultural backgrounds and social settings (Shuter, 2013). For instance, the type of hotels visited by a guest, and the types of foods and services ordered are largely influenced by guests' cultural background. 
[bookmark: _Toc137287617]ii) Hofstede’s cultural dimensions
Cultural diversity among international guests in the hotel sector can also be explained through Hofstede’s cultural dimension model which proposes six dimensions through which cultural values are studied. Hofstede’s cultural dimensions can be applied in the hospitality sector to understand cultural diversity among guests of various origins. The table below uses Hofstede’s cultural dimension to compare the culture between the UK and China. [image: ]
Sources: https://www.hofstede-insights.com/country-comparison-tool?countries=china%2Cunited+kingdom. 
a) Individualism-collectivism
To begin with, the concepts of collectivism and individualism relate to making individuals part of a group. From the table above, the UK culture remains highly individualist while China embraces a collectivists culture hence a hotel can train its staff to embrace collective interest among Chinese guests,
b) Uncertainty avoidance
According to Dimitrov (2018), this dimension describes the extent to which a society can go to deal with anxiety and reduce the uncertainty that might be a threat to a given culture. Since both countries have low scores on this cultural dimension, it is clear the Chinese guests will be unbothered by cultural differences they might experience while they enjoy UK's hospitality services.
c) Power distance
This refers to the expectation of the junior staff in an organisation that power will be unequally distributed. The comparative analysis table shows that China ranks high in power distance than the UK whose society believes that inequality should be minimised.
d) Masculinity
As Dimitrov (2018) illustrates, this dimension looks at how different societies value feminine and masculine roles. High masculine society tends to prioritise competition, courage and assertiveness while high femininity scores indicate an emphasis on quality of life, cooperation and guidance (Dimitrov, 2018). The table analysis shows that both countries are masculine countries and guests from China are likely to be comfortable with the masculine culture.
e) Long-term orientation
China shows a pragmatic orientation, that is, clinging to traditions to deal with present and future challenges. On the other hand, the UK shows an intermediate score making it hard to determine its orientation to culture.
f) Indulgence
Lastly, this dimension shows that China is a restrained or pessimist society whose society members are guided by social norms. On the other hand, the UK scores high in indulgence, indicating the willingness to explore and enjoy life.
[bookmark: _Toc137287618]2.0 Hotel service implications for Guests from China
China remains a highly diversified country in terms of culture, ranging from traditional cuisines, attires, language and beliefs. For the past 12 years, the UK hospitality industry has continued to receive visitors from China, however, with a decline between 2021 and 2022 due to the Covid-19 pandemic (Statista, 2023). Therefore, cultural awareness of Chinese culture would improve guest experience and satisfaction if embraced within the hotel environment.
[image: ]
Source: https://www.statista.com/statistics/515789/chinese-tourist-visits-to-the-united-kingdom-uk/
The following do’s and don’ts’ can be embraced in all hotel departments to create a culture-friendly environment for Chinese guests.
	Do’s
	Don’ts

	Front office staff can slightly bow from shoulders during greetings.
	Make physical contact during greetings.

	Restaurant and front office departments can greet or serve older people first.
	Housekeeping department must avoid allocating rooms with the number 4 on them or on the 4th floor.

	House keeper, waiters and receptionists must maintain a smiley face when interacting with Chinese guests.
	Employees must not point or give directions with one figure but with the whole hand.

	The restaurant department must keep the guests occupied throughout the stay by continuously passing by their table.
	The front office staff and waiters must not use one hand to give or receive business cards or credit cards.

	The front office department can complement and appreciate
	Waiters must not serve fruits as a whole but in portions.



[bookmark: _Toc137287619]3.0 Conclusion
In summary, the report has shown that cultural awareness remains important in ensuring a high level of satisfaction among international guests. The report also points out the important role of effective communication in cross-cultural interactions within the hospitality industry. Additionally, the report has also used Edward Hall and Hofstede's cultural dimension model to explain the concept of cultural diversity between China and the UK. Lastly, the report has outlined the do's and don'ts that apply to guests from China. The do's and don'ts are based on cultural etiquettes and basic food culture that can be adopted by international hotels within the UK.
[bookmark: _Toc137287620]4.0 Recommendations
a) Invest in cross-culture training
Hotels through their management need to embrace and promote cross-culture training among employee in all its departments. In other words, cross-cultural training offers cultural literacy through various learning opportunities that help workers operate and overcome cultural barriers in the work environment (Kamal Abdien, and Jacob, 2019). Cross-cultural training includes educating staff members on beliefs, language, cultural norms and etiquette (Kamal Abdien, and Jacob, 2019).
b) Promote a multicultural workforce.
The hotel industry remains a customer-centric industry hence the need to promote a multicultural workplace. Hotels can achieve this by bringing on board a workforce from different cultural backgrounds (‌Maslakci and Sesen, 2019). A multicultural workforce not only brings fresh perspectives but also promotes cultural inclusion and in the long run improves customer service.
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Number of tourist visits from China to the United Kingdom (UK) from 2009 to 2022
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