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Introduction
Changes in the universe entail changes in travel habits, and the hospitality sector must adapt or risk losing touch with tomorrow's travellers (Satterfield). Fresh global tourism sectors are emerging, and this is altering the global travel landscape. The travel industry's ability to properly cater to these new travellers is contingent on a variety of factors, one of which is cultural sensitivity. When it comes to the Chinese market, for example, hotels have learned to recognise and respect certain cultural norms. Because the symbolism connected with specific numbers and colours is particularly essential, a hotel employee will understand why it is critical to assign a Chinese guest to a unit on the eighth floor instead of the fourth. If the hotel puts roses in a client's room, the staff understands that there should be some sprouts on the bouquet of roses, as this is symbolic of the continual journey of life in Chinese culture.
To establish a friendly environment for their Chinese visitors while becoming preferred hotels for these travellers, hotel owners, leaders, and employees must understand Chinese culture, dialect, travel preferences, and desires (AHLA). This report covers staff courtesy, a Chinese website, interaction with clients, online travel agents, and lucky/unlucky numbers, all of which aid the staff in planning and managing the guest experience of Chinese foreign guests in Romania.
Refusing Is Simply a Matter of Courtesy
Refusing something in China, whether it is being given some dish of food, escorted to another table or the bus station, is just considered as politeness and a sign of not being materialistic or seeking to cause unnecessary guest problems. (Gavin). Regardless of whether what is presented is desired or not, the guest is obliged to decline at least once. Until a refusal is regarded as serious, what is being given is normally made accessible at least twice. In order to demonstrate the appropriate amount of kindness, it is possible that hosts feel pressured to provide more than their visitors can consume or even carry. Accepting a substantial gift, on the other hand, is a pleasure and a sign of a strong bond. A frequent refusal may be a relief for the host at times.
A Website in Chinese
It is critical to establish a Chinese-language website as a way to lure Chinese tourists (Reviewpro). Additionally, because Chinese customers are accustomed to simple online payment procedures, the website should offer a simplified reservation mechanism (Go Digital China). Digital money is growing increasingly popular worldwide, including in China. Locals hardly ever use cash these days, as electronic payments such as WeChat Pay and Alipay are the preferred payment methods for over 1 billion Chinese consumers (Lat Multilingual). Even if a new fad of tech-savvy Chinese guests is gaining traction in accessing foreign digital sites such as Google (through VPN, obviously), keep in mind that the Chinese government blocks over 6 million sites. The key corporate imperialist online platforms, like Instagram, Twitter, YouTube, and Facebook, are also included. Using these methods to break into the Chinese market is like trying to eat soup with chopsticks (Xotels).
Interaction with Clients
Engaging with potential clients on social media is critical. For that purpose, hotels should distribute material and offers/promotions on a frequent basis. Marketing that includes photos and remarks from visitors is beneficial since it directly involves consumers. Additionally, creating and disseminating intriguing articles and information is an effective strategy to increase traffic in a hotel or region. Developing a positive social media presence enhances the likelihood that the hotel will be promoted among people on social media. People in China are especially impacted by others' suggestions, observations, and opinions, probably due to cultural beliefs prioritising respect within friendship and family networks. Weibo is a Chinese microblogging website similar to Twitter in the United States (Verot). Users can send their pals any form of information. It is the secret to interact with a lucrative networking site if one is trying to break into the Chinese market, with 500 million users worldwide. Weibo is where one can keep up with what is trending in China.
Connect to Chinese Guests' OTAs
Approximately 70% of Chinese tourists, according to Dragon Tail, utilise social media to plan their travels. When it comes to booking trips, customers are becoming more knowledgeable and demanding. Hoteliers are regaining distribution power from online travel agencies (OTAs), from whom companies pay a charge of 10% to 30% for each booking made via their websites (Siteminder). Ctrip is a Chinese online travel agency that is rapidly expanding its outbound operations. Connect with Chinese OTAs, preferably Ctrip, which has more than 160 million app downloads and a 50% market share, and instead of wasting resources on Google, consider Baidu Ads. Baidu, China's original search engine, has become the most common tool for Chinese people to find holiday spots (Huang). Hotels must be well-positioned on the first results page to gain an edge.
Lucky and Unlucky Numbers
In Chinese culture, numbers have always been very important (Compass Edge). In China, lucky numbers are generally linked to good fortune. In Chinese culture, the number eight has long been thought to be the luckiest (Les Roches). This is because it is pronounced similarly to the Chinese term for flow. In Chinese culture, the number 9 denotes eternality and longevity. Due to its similar pronunciation to the Chinese term for death, the number four is said to be unlucky. During vacations or when someone is ill, this number should never be mentioned. Elevators in China frequently omit the fourth floor. Always provide a Chinese guest with a room with an "8" or a "9" rather than a "4".Simultaneously, you can allow Chinese visitors to choose their desired room numbers as well as floors. This is where personalisation begins.
Conclusion
Establishing a Chinese-language website based in the territory is a critical step in attracting a Chinese audience's attention. Check that the website conforms to Chinese online regulations and that it appears on Baidu for particular web searches. Being culturally conscious has a huge impact on the guests' experiences, and it's especially crucial when they are deciding whether or not to return to the nation's future. Staff are working on the long-term development of the sector by focusing on the company's workforce and their awareness of cultural sensitivity.
Do’s and Don’ts
	Do’s
	Don’ts

	· Always show the guest an act of politeness.
	· Don’t be afraid of guests’ complaints since it is an opportunity to fix a problem.

	· Hotels should distribute material and offers/promotions on a frequent basis.
	· Don’t be indifferent.

	· Consider Baidu search engine to find holiday spots.
	· Don’t use google to find holiday spots.

	· Accept WeChat Pay and Alipay as a payment method.
	· Don’t use platforms like Instagram, Twitter, YouTube, and Facebook.

	· Assign Chinese guests rooms with 8 or 9 labels and locate on the eighth floor.
	· Don’t assign guests rooms on the fourth floor or rooms labelled four.
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