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Executive Summary

Maintaining and understanding different cultures is required for all the best hospitality organizations. Every subordinate in an organization is committed to managing cultural diversity. The bottom-line performance depends on maintaining cultural diversity specially in hotel businesses. In this report there will be a discussion about different cultures from two countries which is required to know for every hotel business to be successful. Understanding customers’ demand and giving away the best service against the demand is the key to succeed. A To-Do and Not-To-Do list for the hotel staff has been created to ensure customer satisfaction on the basis of country’s cross-cultural comparison. 
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Long-term survivors create and maintain quality cultural environment for hospitality organizations (Singh, 2013). It helps create the ambience in an organization and affect the feature of the plans for longer period to move towards the vision of that organization. A framework for cross-cultural communication is developed by Geert Hofstede, it is called Hofstede’s cultural dimensions theory (Hofstede et al., 2012). It shows how the society’s culture reflects on the values and behaviors of its’ members. This framework is derived from different factor analysis of different culture.  
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National psychology and behavior are mostly influenced by the cultural values of a country. Cultural values such as harmony, righteousness, courtesy, benevolence, honesty, loyalty, and wisdom impact the soul of Chinese people (Yuan and Berkowitz, 2014). 
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Chinese culture is examined by the 6-D Model of Hofstede. The above data is taken from Hofstede’s’ insights. 
· Power Distance: Power Distance Index measures the inequalities that prevails on a society. China ranks at 80 on this index which represents that it is acceptable if there any inequality exists in China. 
· Individualism: This dimension measures that how much a society maintain interdependence amongst its people. 20 represents that Chinese people have more likely interest on group output rather than individual output. 
· Masculinity: According to Hofstede’s insights, it analyzes what factors motivate people to work. China scores 66 at this dimension which elaborates that they are more success oriented, and success driven regardless of their liking what they do. 
· Uncertainty Avoidance: Uncertainty Avoidance reflects that how much the members of a particular culture are threatened by unknown situations which are very much unpredictable. The score, 30, defines that they are flexible and comfortable with doubtfulness. 
· Long Term Orientation: Long term orientation deals with how the people of the society maintains relation with their own past while facing present and/or future situations. Chinese people score high at this dimension that means they handle every situation according to the time and context. 
· Indulgence: Relatively weak control over their desires is called as indulgence, on the other hand relatively high control over their desires and impulses is called as restrained. The score of 24 represents indulgence which means they have tendency of pessimism.  
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The French motto is Liberty, Equality, and Fraternity which reflects the values of their society. People from France give importance on equality and unity. They are very much aware of their own fashion and style. Additionally, they feel proud of the artistry and beauty of their country (Dauncey, 2014). 




Graph: French culture through the 6-D Model

French culture is examined by the 6-D Model of Hofstede. The above data is taken from Hofstede’s’ insights. 
· Power Distance: Power Distance Index indicates if a society believes in equality or not. France scores 68 which fairly measures that a small portion of inequality on the society is accepted. 
· Individualism: Individualism measures that how effectively a society maintains interdependence. A score of 71 indicates that French people have less interest on group task. They mostly believe in individualism.  
· Masculinity: This dimension describes the factors that motivate people. France ranks 43 at this issue which denotes that French are less success oriented and success driven. Rather they prefer doing what they like. 
· Uncertainty Avoidance: This index reflects that how much the members of a society avoid unpredictable events which are not possible to predict. A high score of 86 shows that they are not flexible and comfortable with dubiousness. They prefer certainty to uncertainty.
· Long Term Orientation: Long term orientation represents that how the members of a society maintain relation with their own past while facing future events. People from France score 63 at this dimension that means they have the ability to adapt with new situations. 
· Indulgence: Relatively high control over their desires is called as restrained, on the other hand relatively lower control over their desires and impulses is called as indulgence. A score of 48 represents something in the middle of indulgence and restrained.
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Knowledge regarding different culture is very essential for a successful guest hospitality experience. To create cultural awareness, a country comparison between China and France has been made and is based on different factors of their respective culture (Country Comparison - Hofstede Insights, 2021).  



Graph: Country comparison through the 6-D Model

The above-mentioned graph illustrates that there is significant difference between China & France in two factors named Individualism and Uncertainty Avoidance. They stand exactly opposite on Individualism. China scores 20 while France scores 71 which means that China is more group oriented and highly collectivist while France is more individualist. Guests from France mightn’t love to have meals or services on a shared basis as they less collectivism.

Furthermore, another difference is on uncertainty avoidance. Chinese people take more risks on their task while French are more likely to have known output as they try to avoid uncertainty. French don’t love surprises at all. Hotel staff should be aware of this before doing any surprising event for their guests at the hotel. 
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Mostly customer service fails for two reasons. Sometimes it happens for doing something and at other times for not doing anything (Oktadiana and Djauhar, 2011). A To-Do and Not-To-Do list for the hotel staffs is provided below:


	Factors
	China
	France

	
	Do's & Don'ts
	Do's & Don'ts

	Handshake
	Do shake hands 
	Do shake hands or kiss

	
	Don't kiss
	

	Kitchen Utensils
	Do provide chopstick
	Do provide fork & knife

	Food Menu
	Do use Chinese spices
	Do cook with butter

	
	Don't use butter
	

	Beverage
	Do provide tea after meal
	Do provide wine after meal

	Clothing
	Do dress neatly & conservatively
	Do wear some formal dress

	
	
	Don't wrap yourself with cloth

	Others
	Do express goodness
	Do express appreciation

	
	Do express credibility
	Do try to speak some French

	
	Don't Show anger
	Don't reveal strong opinion

	
	Don't Rush
	Don't remain silence for long

	
	Don't reject any proposal
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Hotel staffs need to minimize and eliminate inconveniences such as problems, hassles, and perceived deficiencies. By putting down all the elements of perceived cultural diversity under one umbrella of an organizational culture, the growth becomes inevitable for an organization. Cultural awareness is very much essential for the best customer service experience and the hotel to be successful. 
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China	
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