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Executive summary

In every place where people work and live together, culture develops. A company’s culture is defined by its beliefs, values and attitudes, it doesn’t matter whether an organisation’s culture is nurtured or not, it develops spontaneously. Customer experience is the real character of a business every time the guests interact with the hospitality staff. To succeed in the globalised hotel business, it is imperative to develop services that can satisfy a very diverse clientele. It is essential for hotel operators to understand cultural factors so they can supply great services to their customers based on their needs. Hofstede’s 6 dimensions helps the hospitality industry to understand and find any cultural differences in order to provide the best service to any guest no matter what country is coming from. Hotel situated in United Kingdom, a culture based on smiling, greeting, patience and individualist with guests coming from China, a totally different country, reserved, adaptable to any conditions and expose to sacrifices.
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Introduction

Niehs (2022) defines cultural awareness as a “recognition of the nuances of one’s own and other cultures”. 
Culture awareness is a basic skill that every individual must have. Research Gate (2022) explains that it would be beneficial for the hotel managers to appreciate the cultural differences between their employees and in the same time for the guests. Litmos (2019) mentions that culture is customs, ethnic heritage, traditions, history, language, attitudes, behaviours, everything. 
Culture, according to Hofstede Geert (2022) is "a collective programming of the mind that allows us to distinguish one group of people from another. There are six dimensions to Hofstede's theory: Power distance index, Individualism vs. collectivism, masculinity vs. femininity, uncertainty avoidance index, long-term vs. short-term normative orientation, indulgence vs. restraint.












Country A
United Kingdom is a country that includes England, Scotland, Wales and Northern Ireland, each of them with distinct national identities and a multicultural environment. United Kingdom’s culture is based on some important norms that everybody needs to know punctuality, patience (never jump lines, also known as queues), please and thank you and avoiding long eye contact.
United Kingdom under Hofstede’s six dimensions: 
Power Distance Index: With a PDI of 35, the score does not match the well established and historic class system in Britain, and it illustrates a conflict between the importance of birth rank and a belief that one’s origin shouldn’t be an obstacle to success.
Individualism: Uk Individualist’s score of 89 is among the highest out of Commonwealth countries, only beaten by United states and Australia. The British people are very individualistic and private. As children explore their unique purpose in life and how they can contribute to society, they are encouraged to think for themselves. 
Masculinity: At 66 score, Britain is a masculine society, goal orientated and driven.
Uncertainty Avoidance: With a score of 35, the UK’s low score shows that as a nation they are quite content to “make it up as they go along” changing plans as new information becomes available. The society is not known for the abundance of rules, but one of the most important that everybody adheres to is the British love for queuing which is connected to the values of fair play. 
Long Term Orientation-51 
Indulgence: British culture falls into this category, with a score of 69, people are generally open to enjoy life and have fun in accordance with their impulses and desires. These people have a positive attitude, and they are usually optimistic.




Country B
China
Power Distance: With a score of 80, China is a country that accepts inequalities among citizens, with no protection again power abuse by superiors.  In general people are influenced by formal authority, and they are generally optimistic about their potential for initiative and leadership. People are not allowed to aim for positions above their rank.
Individualism: At a score of 20, in China people act in the group’s interests, not necessary their own.
Masculinity: 66 is a big number, and China is a masculine society- success orientated and driven. Family and leisure are often sacrificed to ensure success, exemplified by the fact that many Chinese sacrifice their family and leisure for a better work; or Chinese students will achieve the best results in school as they believe exam scores is the main criteria to achieve success or not.
Uncertainty Avoidance: With a score of 30, with a visible concern for truth in the immediate social circles. More than 70% of Chinese businesses tend to be small, medium sized or family owned.
Long Term Orientation: 87 defines China as a pragmatic culture, with the beliefs that truth may vary on situation, context and time. 
Indulgence: As seen in the score, 24, China is a society with a tendency to cynic and pessimism. In their culture, social norms are really important in day-to-day tasks, believing that without following them is wrong.







Country Analysis
United Kingdom and China are two different cultures, with different norms, traditions and based on Hofstede’s dimension the analysis will look in a specific way:
•Power Distance index: U.K. a society that believes that one’s origin shouldn’t be an obstacle to success.
                                            China: Inequality between people drives the culture.
•Individualism: U.K.- people will always think by themselves
                            China- most of the time people will act in a group interest, not themselves, collectivist culture.
•Masculinity: U.K.- a highly success orientated and driven culture
                        China- successful and driven culture, but many people choose to sacrifice families and leisure for work.
•Uncertainty Avoidance: U.K.- ability to cope with ambiguity.
                                            China- adaptable and entrepreneurial society, comfortable with ambiguity.
•Long Term Orientation: U.K.- with a sense of history while embracing the challenges of the present and the future at the same time.
                                            China- Pragmatic orientated society with a great ability to easily adapt traditions to changed conditions.
•Indulgence: U.K.- Culture that is willing to enjoy life and have fun as much as possible.
                       China- Willing to sacrifice leisure time and desire, a restraint culture.






Hotel handbook


	DO’S
	DON’TS

	When meeting and greeting in Chinese culture only nod or bow.
	Never shake hands upon meetings.

	Greeting a group is made through applause. Applaud back.
	Never address by their given names, unless they will allow you.

	Traditional food will be a way to show respect.
	No touch, hug or any body contact.

	Always have tea options.
	Clicking fingers or whistling is considered very rude

	Accept cash payments, as in Chinese culture this is the most used method.
	Avoid finger point

	Always talk to the elderly one, as is a form of respect in Chinese culture.
	Chinese culture will not accept queues.

	Feng Shui is a very important aspect in Chinese culture, be aware of that.
	Long eye contact is considered inappropriate.











Conclusion
In the hospitality industry, it is essential that diversity not only acknowledges differences but values them and understands how they can affect guests' experiences. Each customer and employee have a unique background, experience, and cultural history. Employees will be able to communicate and collaborate more effectively after this recognition is made. As well as reducing turnover and increasing job satisfaction, it will create loyal and productive workers. Throughout this process, customers will receive services customized to their needs and desires.
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