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[bookmark: _Toc137820531]Executive Summary
The hotel industry all over the world is working on customer growth through their business strategies in various ways. One of the main reasons for this is that the hotel industry mainly operates through customer satisfaction and building connections with customers. Hotels serve international guests differently according to their culture. Because there is a difference between the domestic culture and the foreign culture, it cannot appeal to the customers. In this case, the employees in the hotels try to conduct their activities with sufficient respect and awareness according to the incoming guest culture. In this report we will discuss how hotel employees can take necessary steps in different situations according to the cultural variations of their guests. 
This report will mention the do's and don'ts of hotel employees regarding guests from French and English cultures. Culture is a very sensitive subject. Failure to understand the importance of culture can lead to loss of the organization. With the help of various cross-cultural theories and models, we will discuss in this report what hotel management should do. This report will discuss the necessary steps based on the citizens of France and United Kingdom. Although we are talking about French citizens here, the point is to conduct activities with respect for all cultures. Finally, a table of "dos and don'ts" is presented, serving as a briefing document for staff to enhance their understanding and service delivery to French and English guests.
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[bookmark: _Toc137820532]Introduction
The hospitality industry is growing increasingly global, making it more necessary than ever to suit the needs of international visitors (Nardon & Steers, 2016). A positive tourist experience is primarily reliant on cultural knowledge and comprehension. This study investigates the relevance of these components for hospitality professionals and provides real solutions for welcoming French guests while taking into consideration their distinct cultural norms and expectations.
[bookmark: _Toc137820533]Cultural Intelligence
Cultural intelligence is shown by understanding and adapting to new cultural circumstances (Leong & Ward, 2020). It's a multidimensional ability that takes a lot of practice and comprises skills such as:
1. Adaptability: The ability to modify one's behavior to fit a range of social situations.
2. Self-awareness: Being conscious of one's own cultural conventions and biases.
3. Respect for others: Awareness of and compassion for people's ideas and behaviors that vary from one's own.
Hofstede’s cultural dimensions
To examine cultural dimensions and influence of culture in foreign market, it is important to apply Hofstede cultural dimensions so that it helps to identify the culture and nature of the people while operating hotel business from a country will help to offer its services to another country’s people who carries different culture. 
[image: ]
[bookmark: _Toc52362772]Graph: Hofstede’s cultural dimensions 
The power index in the English people is 60. The people like to be led by management and leaders. In addition, the distribution of power and inequality into people highly accepted in the cultural which will support French hotel services to respond the market effectively. In addition, the culture of sharing and cooperation will also support collectivism and customer service environment which will support offering a good experience to English people. Moreover, the uncertainty index for the French culture is low. The people have the trend to respond to follow the old fashion manner while new changes can impact on customer and support for the English culture. 
Cultural Values and differences with United Kingdom vs France
Hofstede's cultural model provides a framework for measuring cross-national cultural differences based on a variety of variables (Inbakaran & Jackson, 2016). Let's look at the cultural variations between British and French customers and their expectations of hotel personnel.
Power Distance: The Power Distance dimension quantifies acceptance and preparedness for power disparities. People in the United Kingdom have a lower power distance than the worldwide average, indicating that they care more about equality and are more willing to question authority. France, on the other hand, have a greater power distance, which can imply that they are more comfortable with, and even require, separate positions and responsibilities among hotel employees.
Individualism vs. Collectivism: The culture of the United Kingdom is more individualistic in general, with a focus on achievement and autonomy. British visitors can enjoy hotels that allow them to express their personality via distinctive facilities and services (Leong & Ward, 2020). In contrast, France has a strong collectivist heritage that values group cohesiveness and interpersonal relationships. Hotels in France that encourage tourists and workers to interact with one another have a competitive advantage.
Masculinity vs. Femininity: In both the United Kingdom and France, which are generally masculine nations, success is often associated with aggression and competition. French culture values traditionally feminine attributes such as kindness, compassion, and a good work-life balance more than American society. Hotels in France that prioritize their clients' comfort and contentment while providing courteous, professional service can develop a devoted following among the French.
Uncertainty Avoidance: Both the British and the French have a great dislike for ambiguity, indicating a preference for order and predictability. Hotels that cater to clients from both countries should have clear procedures in place and adhere to them consistently (Fang, 2014). These visitors can be drawn to hotels with robust risk management and security measures.
Long-Term Orientation: Both the United Kingdom and France place a premium on the here and now above long-term objectives. It's probable that hotel visitors from both countries value quickness, responsiveness, and simplicity of use. Hotels that can react swiftly to customers' requests and concerns will certainly get excellent rankings.
[bookmark: _Toc137820534]Cultural Intelligence is important for Hotel Staff
Hotel personnel can benefit from increasing their cultural IQ for a variety of reasons (Inbakaran & Jackson, 2016). First and foremost, it can aid them in avoiding disputes and miscommunications. Employees at hotels benefit from learning about various cultures to better serve their clients. Making direct eye contact, for example, is considered unfriendly in certain cultures but acceptable in others. Hotel personnel can avoid embarrassing gaffes like these by remembering these differences (Earley, 2013). The cultural sensitivity of hotel workers can improve the client experience. When hotel guests' cultural norms are catered to, they are more likely to have a favorable experience. 
Some guests, for example, in the scenario of English culture, to communicate in their native language and culture and communicate in English. The capacity of the hotel personnel to honor these requests will go a long way toward making customers feel at ease (Fang, 2014). The capacity to successfully communicate across cultural borders is a crucial advantage for hotel staff. Culturally competent hotel personnel are better equipped to connect with consumers from varied backgrounds. This can boost client loyalty as well as a positive word of mouth.
[bookmark: _Toc137820535]Do's and Don'ts for Hotel Staff:
	Do
	Don't

	1.	The English people always maintain the hotel’s overall cleanliness.
2.	With the English people, maintain your composure and always behave with civility and attentiveness.
3.	Instead of being strict in denying guests' unique needs, be agreeable.
4.	Do not attempt to push yourself into another person's personal space. The English people hates such attitudes.
5.	Show your interest in and respect to different cultures by asking insightful questions about The English traditions, if applicable.
6.	Try to learn and use some simple The English phrases, such as greetings which make the people happy. 
7.	Respond to visitor complaints promptly and courteously by thoroughly listening to their concerns and making every attempt to remedy the problem to their satisfaction.
8.	Guests need to know about the hotel's amenities, policies, and services.
	1. When visitors express disappointment, do not be defensive or disrespectful to them which offend the visitors.
2. Don’t make broad assumptions about guests' likes or neglecting English culinary traditions.
3. Don't improperly touch someone or invade their personal space. 
4. Never assume that a tourist is familiar with the hotel's regulations or services.
5.	Don't underestimate the importance of cleanliness and hygiene.
6.	Don't generalize all The English tourists in the same manner.
7.	Don't dismiss guests' questions or requests.
8.	Don't ignore efficiency, and neither should unnecessarily delay.



[bookmark: _Toc137820537]Recommendations
In addition to the general recommendations mentioned above, the following are specific recommendations for French tourists staying in hotels:
1. Keep a careful eye on what they desire. For example, if a guest requests a room with a view of the Eiffel Tower, you should do your best to accommodate their wish.
2. Understand and appreciate the French way of life. It is acceptable to make eye contact and offer your hand while greeting someone. Before shaking hands, wait for the other person to offer their hand.
3. Share knowledge about the finest of what the region has to offer with tourists. Such features can include descriptions of local restaurants, museums, and landmarks.
4. Have someone on staff who speaks French well and is ready to assist consumers. Because French is the official language of the nation, many guests from France will feel more at ease if they can converse with hotel staff in their own tongue.
[bookmark: _Toc137820538]Conclusion
Hotel employees who lack cultural understanding and sensitivity are less capable of providing exceptional service to their visitors. Hotels must be aware of and adapt to French cultural norms and standards to better serve their French tourists. The dos and don'ts table are an excellent training tool that will help personnel develop their cultural awareness and give an exceptional experience to their French tourists. Showing awareness of various cultures can help to develop lasting connections with travelers from all over the globe, in addition to being excellent for business.
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