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Executive Summary 
Every hotel operates through a set of protocols and standard operational procedures. According to the philosophy of service culture, the customer is the king and customer service culture is the queen. For delivering efficient services to the customers, it is important to center the philosophy and values around the demands of the customers. In this handbook, the importance of culture in hotel service delivery will be analyzed with the help of the Royal National Hotel, UK. Being a 3-star hotel in a prominent location, Royal has guests from all across the globe. A large number of visitors arrive from France. 
From the report, it is found that both the countries have differences in areas like power-distance, masculinity-femininity and uncertainty avoidance. The French guests expect different treatment from the hoteliers than the UK guests. Therefore, the hotel staff must devise appropriate and relevant strategies to serve the guests of the UK and France. 


Table of Contents
Introduction	4
Country A	4
Hofstede’s cultural insights applied to the UK	5
Country B	6
Hofstede’s cultural insights applied to France	6
Country Analysis	7
Hotel Handbook	8



[bookmark: _Toc105519267]Introduction 
The purpose of the report is to use Hofstede’s country comparison tool for finding out the salient differences between two selected countries. Royal National Hotel, UK is selected to find out the cultural differences between its home country visitors and visitors from France. The five dimensions considered during this comparative study are identity, power, uncertainty, gender and time. These dimensions are scored to find out their effects on each country and understand the prevailing cultures of these countries. The next section will summarize the cultural disparities between the UK and France and point out areas where service delivery might go wrong. The last section will provide suitable recommendations in the form of a hotel handbook, illustrating the do’s and don’ts of hotel service delivery. In this section, the various areas to be improved by the hotel staff will be highlighted along with the suggestions for implementation in each selected country. 
[bookmark: _Toc105519268]Country A 
Royal National Hotel, UK is selected for this report. The company belongs to Imperial London Hotels Group and is highly known for its large capacity & highest number of rooms, totaling 3251 (Imperial hotels 2022). The hotel is in Bloomsbury, having a direct connection with Russell Square station and Heathrow. Some of the amenities offered by the hotel are complimentary continental breakfast, spaces for meetings, dinner, weddings, parking areas and Wi-fi support (Caterware 2022). The home country of the hotel is the UK. British culture includes a multiverse of races and ethnicities, predominantly whites and Anglo-Saxons (Ogbonna and Harris 2000). The age-old tradition of the country is influenced by the monarchy, that is, "The Queen". Social etiquettes are very important for the common people, which is reflected in their attitudes, behaviors and dress codes. 
[bookmark: _Toc105519269]Hofstede’s cultural insights applied to the UK 
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Figure: Hofstede’s cultural insights of the UK
Source: Hofstede-insights
Power Distance – Britain scores low in this area, signifying its disregard for inequality in society. A sense of fair play is established in British society, that all classes should be treated equally (Hofstede Insights 2022). 
Individualism – Britain scores high in this area, signifying a low degree of interdependence among the members of the society. The people are more concerned with themselves and their families, without taking care of the societal groups. 
Masculinity – Britain scores 66 in this area, showing a masculine culture, that is driven by success. British can understand the underlying meaning of words. 
Uncertainty Avoidance – the UK score 35 in this segment, showing its eagerness towards exploring new situations. People are comfortable handling ambiguous situations (Hofstede Insights 2022). Without having many rules in the society, the British society adheres to the basic fundamental rules. 
Long-term Orientation – Scoring 51 in this segment, Britain shows that it preferences both short-term and long-term thinking. Britain uses a mix of pragmatic and suspicious attitudes while viewing social changes. 
Indulgence – British culture is indulgent, showing people’s weak attempts to control their desires and impulses. Concerning enjoying life and having fun, people showcase a positive attitude. 
[bookmark: _Toc105519270]Country B 
The guest country selected for this report in France. The main attributes of French culture are fashion, cuisine, architecture and art. Over the centuries, France has been the residing country for the medieval and modern royal families. In the 19th and 20th centuries, French influence was predominant in the European continents (Zagha 2019). The official languages of the country are French and German. The most popular religion in France is Catholicism, which is followed by more than 64% of the population. French government takes immense pride in their culture and religious values and is offended by any negative comment on the nation. 
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Figure: Hofstede's cultural insights on France
Source: Hofstede-insights
Power Distance– France scores moderately high in this area, which shows the emotional dependency of children on their parents. A fair degree of inequality and centralization of power is supported by French culture (Hofstede Insights 2022). 
Individualism – France is an individualist society and children are only taught to take care of themselves and their families. Subordinates pay respect to the instructions of their superiors but remain diplomatic during specific situations.  
Masculinity – French society is moderately feminine. The famous welfare system of France projects a 35-hour working week, five weeks of holidays in a year and work-life balance. Moving to the lower class of society, feminine culture is reflected (Hofstede Insights 2022). 
Uncertainty Avoidance – French society scores high in this segment, featuring its inability to accept uncertainties. French people want to get all the information before embarking on a new environment. They feel threatened by ambiguous situations. 
Long-term orientation – France scores high in this segment, showing its pragmatic nature. People believe in truth, context, time and situation. French people show a strong propensity to remain patient until they achieve the desired result (Hofstede Insights 2022).  
Indulgence – France scores 48 in this segment, which means French people can control their desires and impulses if demanded by the situation. 
[bookmark: _Toc105519272]Country Analysis – Do’s and Don’ts of hotel service 
	Hofstede’s Dimension
	UK
	France

	Power Distance 
	The UK believes in the fair distribution of power in society. The hotel employees might attempt to treat every guest equally, irrespective of his power or position in society (Bond 2004).  Keeping aside the class system, the hoteliers might provide the basic amenities to all. Consistent attitudes and behaviors will be shown to every guest. 
	France believes in maintaining hierarchy in society or the workplace. Power is centralized geographically and a top-down approach is followed during communication flow. Socially privileged guests arriving at the hotel might want special treatment from the hoteliers, which is completely contrary to that of British culture. 

	Uncertainty Avoidance 
	British can easily handle uncertain situations as they are mentally prepared to take reactive solutions after an unexpected event. The guests may be faced with many kinds of situations and the service staff might not have proactive solutions to them. Sometimes, the hoteliers may also arrange for surprise parties or other similar events.   
	French people avoid ambiguous situations and want to take proactive solutions to prevent any mishap. Guests arriving at the hotel might not like even a small, unexpected event, such as a power cut, breakage of equipment or injury. They might not even like surprised if planned by the hotel authority. 

	Masculinity
	British culture is masculine, which is driven by success, competition and achievement. Britishers can understand something that is not said but implied. This can be a strength for the hoteliers. They can understand the needs and requirements of the guests and fulfil them in their best interests. 
	French culture is feminine, which shows attributes like care, quality of life and modesty (Downing 2019).  They love to act according to their own will and mix with like-minded people. If hoteliers fulfil all their needs and requirements, they are more likely to come back to the hotel. 



[bookmark: _Toc105519273]Hotel Handbook 
	Type
	Service staff in the UK
	Service staff in France

	Cultural background 
	Service staff should treat everyone equally, irrespective of caste, creed, race or ethnic background. They should not create any distinction between their guests and should deliver the best services to all (Wen et al. 2018). The basic customer services can be complimentary breakfast, room services and spaces for special events. 
	Service staff may deliver better services to the powerful people of the society so that they feel superior to other guests. Professionally, this treatment should be given in a concealed way so that the brand name of the hotel is not hurt. Special treatments include discounts, improved food quality or greater availability of staff. 

	Handling emergencies
	Service staff might find relevant solutions to unexpected challenges after the occurrence of the incidents (Saban et al. 2020). As British customers are accustomed to ambiguous situations, they might themselves try to battle them with confidence. During emergencies, the service staff should be available at least for helping the customers overcome the problems. 
	Service staff should always prepare proactive solutions to handle emergencies and make themselves equipped with the necessary resources and skills. They should always have a contingency plan if the initial strategy does not work (Sann et al. 2020). They should not panic at the last moment and should fight challenges with confidence. 

	Etiquettes 
	Britishers prefer service staff, who are properly dressed and know the code of conduct. The staff should talk softly with the guests and show manners as accepted in the society. The staff should not behave rudely with the guests or disrespect them regardless of their race or ethnic background. 
	French prefers service staff, who are deeply rooted in their cultural values. The hotels should customize their dress codes or moral conduct protocols according to French culture (Fong et al. 2019).  They should not imitate the culture of any other country, which is strongly disregarded by French customers. 



Conclusion 
From the above report, it can be concluded that the UK and French cultures are significantly different from each other, and the key dissimilarities lie in the areas of power-distance, masculinity-femininity and uncertainty avoidance. The country analysis has been conducted with the help of Hofstede’s cultural insight framework. Royal National Hotel is recommended to modify and adjust its customer services to suit French guests. It is important to understand the culture of France to fulfil the requirements of these guests. In the last section, the Do's and Don'ts of the hotel service staff have been listed specifically for both countries. 
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