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[bookmark: _s1rgilpxfv91]Executive Summary
Before expanding the Diversity Hotel & Spa into France, this report looks at the cultural complexities that are part of French culture, business practises, and traditions. The goal of this research project is to find out how the cultural aspects found in the GLOBE Project apply to the areas of hospitality leadership. The study looks at problems the General Manager might face, focusing on how important it is to be sensitive to and knowledgeable about other cultures. The report says that it is important to fully understand French culture in order to build good relationships with French workers and make sure that entering the French market goes well. It is very important that cultural differences are not noticeable because it has a direct effect on how happy customers are and how well the inn does.
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1. [bookmark: _i22mbu1ozaw3]Introduction:
The purpose of this report is to look at leadership and intercultural competence in the context of the foreign growth of the five-star hotel chain Diversity Hotel & Spa, which is based in the UK. This report is mostly about the General Manager's upcoming trip to a new hotel in an interesting country. To make sure the move goes smoothly, the problems the General Manager has to deal with are brought to light. When managing hotel staff overseas, culture awareness and sensitivity are the most important things to keep in mind. This report will go into great detail about the chosen country's complicated cultures and customs. It will also include suggestions for how to be a good leader in such a diverse setting.
2. [bookmark: _r9f4dzwsslps]Findings & Discussions
[bookmark: _yl4tx1pgeyvs]2.1 Culture Overview of France
French culture includes unique traditions, a rich history, and a strong preference for proper behaviour. In France, "savoir-vivre," or an unspoken set of rules for how to behave, is an important part of social relations. (Lane et al., 1997) People expect you to be on time all the time, so being late is often seen as rude. Hand gestures are a common way to say "thank you" in social situations. Formality is important when talking to people, especially in business. Using honorifics like "Mr." and "Mrs." is seen as respectful, and people usually use their last names instead of their first names until they know them well enough to use their first names. (Adler, 1997) There is a strong tendency for order and centralization in French business culture. Senior management is usually in charge of making important decisions and has control over the whole process from the very top. So that people can have a good balance between work and home life, the French workweek is usually 35 hours long. (House et al., 2004) During this time, workers put a lot of value on their relaxed lunch breaks and see them as an essential part of their jobs. In order to provide excellent service and build positive relationships with guests, hotel staff must have a deep understanding of these parts of French culture. (Peterson et al., 1995) But it also changes how the General Manager should lead the people who work for him or her in France. France has a unique culture that is characterised by a mix of respect, politeness, and an accurate awareness of cultural nuances. Therefore, in order for the Diversity Hotel & Spa to grow and become a part of the local community, its employees must fully adopt and fit in with this environment.
[bookmark: _pfudxt6hwb2o]2.2 GLOBE Project/Country Analysis
When the cultural aspects of the GLOBE Project are used to study French society, important insights are gained. France has traits that match up with different aspects described by the GLOBE Project.  Regarding the "Uncertainty Avoidance" dimension, France has an average level of accepting and dealing with uncertainty, which shows that they are somewhat flexible and able to change. (Hall, 1976) Having this trait can help you in the hospitality industry, especially when it comes to dealing with unexpected scenarios and giving customers a personalised experience. The "Power Distance" measure shows that France has a relatively smaller power distance, which means that power is more evenly distributed and people are more likely to question authority. (Laurent, 1986) This trait can affect leadership in a way that encourages open and honest conversation and teamwork in making decisions, both of which can be helpful in a hotel setting where people come from different backgrounds. The fact that France scored high on the "In Group Collectivism" measure shows how much they value group loyalty and strong community ties. (Erez & Gati, 2004) One way this could make things better for both hotel staff and guests is by creating a workforce in the hospitality industry that puts cooperation and guest happiness first. Also, France's focus on "Future Orientation" shows that the country is ready to invest in long-term projects. This gives leaders in the hospitality industry an edge by letting them create and implement plans that will help their businesses make money and last. (Hofstede, 1980) As a whole, these cultural factors can help the general manager of the new hotel find their way in the French market and change their management style to get the most done when they are introduced into their leadership strategies. Getting to know these different aspects can make team members much better at working with people from other cultures and create a more cohesive and productive workplace.
[bookmark: _cz7pzodxqlkk]2.3 Discussion and Analysis
France and the UK have different ways of managing people and culture, which could make it hard for the general manager of Diversity Hotel & Spa to break into the French market. It's hard to get used to the way people talk to each other in France. Because French people care a lot about manners and decorum in speech, it is important to know how to use titles and honorifics. It's possible that the general manager will need to learn how to properly greet team members in a way that is both polite and friendly. This may be different from how people usually talk to each other in the UK, where people tend to be more casual. Additionally, managing time and schedules may be hard. France puts a lot of value on being on time, so being late is seen as rude. The general manager is in charge of making sure that the hotel staff and plans follow this cultural norm. French groups are set up in a hierarchy, and decisions are made by the top managers. This means that a different management style may be needed than in the UK. The general manager might need to change the way he leads in order to create an atmosphere that encourages open conversation and making decisions together. It's also important to know about French work habits and how to balance work and life. It is very clear what work and personal life are, and long lunch breaks are highly valued. This part of French work culture might have an impact on managing employees and getting work done. It's also important for the general manager to understand in-group collectivism and group solidarity. Because French leaders put a lot of value on society and working together, good leadership may require methods that keep the team together while promoting harmony at work.
3. [bookmark: _djh8kocz15ob]Conclusion
In light of the hotel's move into France, this report stressed how important it was for the General Manager of Diversity Hotel & Spa to understand the complicated French culture. It was very important to think about French norms, ways of communicating, and how businesses are set up hierarchically. According to the report, cultural intelligence is very important. It especially talked about how important cultural sensitivity and awareness are for developing good leadership and intercultural skills. Despite these cultural differences, it is important to be able to integrate well in order to build a strong relationship with the local staff and provide excellent customer service, which are both necessary for the hotel's success in the French market.
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