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Executive Summary
Due to significant upsurge in globalization during the last few decades, international travel has escalated remarkably. Though cross-cultural travel is an interesting concept, the contrast in two cultures can also become a cause of miscommunication and confusion. Therefore, to help the workforce engaged in the hospitality sector, this report discusses various cross-cultural theories and models. The document takes into consideration cases of England and China and analyses both cases in terms of their cultural differences. The report will help and guide hotel staff to attend and serve cross cultural guests with cultural sensitivity and intelligence. The report also puts forward general do’s and don’ts’ for staff to take into consideration before interacting with Chinese guests, which will make the guests feel more at home. 
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[bookmark: _Toc98026354]Introduction
Since the start of globalization, organizations around the world have had to interact sensitively with people from different cultures. Cultural intelligence and sensitivity has become a key feature for success for every organization (Arora & Rohmetra, 2022). Another paper (Jasenko & Zelimir, 2012) also emphasizes the importance of cultural intelligence and sensitivity especially in hotel industry. Since the hotel industry is a service industry and is expected to provide their service to people belonging to different cultures, the staff personnel of hotel industry should be able to recognize the cultural differences and need to act effectively in such situations. This report will guide the staff of hotels located in the England to accommodate guests from China and make them feel more comfortable and welcomed. This will be done by critically analyzing the difference and similarities between the cultures of the two countries through the application of Hofstede model.   
[bookmark: _Toc98026355]England
England is located in Western Europe and is a multicultural country. The main language spoken is English. English people enjoy doing various recreational activities such as dancing, singing, and theaters. The country is also famous for its traditional food dishes and beverages such as British breakfast, beers, and fish; while one can also taste the various delicacies of different countries in England (Commisceo Global, 2020). 
To understand the culture of England more deeply, the country can be analyzed based on six factors of Hofstede model. After analyzing the score of the country in six factors, it can be concluded that citizens of the country believe in equality among all people. It is also noticed that English people are private people and are taught to think about themselves foremost from the early age. They are taught that they generally should fulfill their personal needs before others. On a similar note, the indulgence rate of England is also high. British people love to indulge in recreational activities have fun in life. They are adventurous and have a low score in Uncertainty Avoidance. They live in the present and do not worry much about the future. However, the citizens of England are also goal-oriented and work effectively to beat the competition and achieve their goals (Hofstede Insights, 2022).
[bookmark: _Toc98026356]China
China on the other hand is an East Asian country with the largest population in the world. The country has three ethnicities - Han, Tibet and Xin Jiang. Most people follow the Han ethnicity (Britannica, 2022). China is also home to different delicacies. The cultural food of the country is influenced by its geography as told in an article (Live Science, 2017). The culture of China is very unique in its own way. After analyzing it with the application of Hofstede model, it can be noticed that Chinese people accept the social inequality. They believe that leaders can dominate their employees and have no objection with social class difference. People of the country are nationalists and participate in only those activities that are fruitful for their community. Chinese people are very hardworking and ready to sacrifice their personal and family time to achieve the success. The country also scores low in Indulgence, as people of the country do not believe in indulging in leisure activity as a productive activity. Citizens of the country are law abiders on one side but can also accept the changes, efficiently. They also have high score in long term orientation, as citizens believe that truth can be changed with situation (Hofstede Insights, 2022).
[bookmark: _Toc98026357]Comparison between the countries
From the above discussion of two countries, it can be noticed that the culture of both the countries are sharply contrasting in multiple domains such as power, distance, indulgence, individualism, and long-term orientation. The citizens of England love to indulge in leisure activities, and take a stand for themselves, foremost. They do not believe that resources should be distributed according to social class. While on the other hand, for the citizens of China, community comes first. They are very hard working and don’t find participating in leisure activities as useful. Irrespective of these differences, citizens of both countries want to achieve success and score similarly in masculinity and uncertainty avoidance.
Another article by (Wang, et al., 2008) also highlights the perception of Chinese people on the UK hospitality service. According to the article the Chinese people do not find services of the UK more personalized or customer oriented. They want to feel important and try to establish a friendly relation with the staff members. Though the hotels of the England attend their guests with simile, they generally do not get involved much with the guests nor provide culture-oriented services.    
[bookmark: _Toc98026358]Hotel Handbook (do’s & don’ts’)
To impress Chinese guests, the staff members can adopt the following advices:
1. Practice pronouncing Chinese names and common words to avoid offending the guests. 
2.  Learn basic greetings in Chinese language to convey the staff members' regard towards culture of China.
3. It is also suggested to avoid using slangs while communicating with Chinese guests, as slangs have greater possibility of offending people from different cultures (Juwai, 2015) .
4. While serving meals or helping the Chinese guests be seated, the order of seating should be kept in consideration as seniors are supposed to be seated and served first in Chinese culture (CAO, 2020).
5. The staff personnel should not expect the tip from the Chinese guest, as the practice is not carried out in Chinese culture. 
6. The guests should not be addressed by their first names first (Pang, 2021). 
[bookmark: _Toc98026359]Conclusion 
In the era of globalization, every organization needs to be sensitive and intelligent towards different cultures. The skill of cultural intelligence plays an even more crucial role in service sectors such as the hotel industry. After analyzing the culture of China and England, it has been found that the culture of both countries are contradictory in many domains. There are many ways for staff personnel in English hotels to impress their Chinese guests. The do’s and don’ts’ suggest that the staff working in England hotels should be more personalized in approach, such as, calling the guests by last name, avoiding slang and greeting in Chinese language while dealing with Chinese guests.
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