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Executive Summary 

This report includes information on cross-cultural examination and intelligence. The use of Hofstede’s Cultural Dimensions Theory has been utilised and applied to two separate countries.
Firstly, the Greek culture, where the hotel this report is centred around is based. Secondly, the Swedish culture, which is the culture belonging to a guest who will be visiting the Greek hotel. This report has highlighted the differences between the two and what employees of the Greek hotel must be mindful of when dealing with the Swedish guest. It has been determined that whilst the Greeks have overly exaggerated body language and are very passionate in their mannerisms, the Swedish culture is more refined and they respect their personal space. As well as this, Swedish people are against bragging, any form of boasting is frowned upon in their culture, this is a direct opposite of the Greek culture who see status as an important symbol and love to brag about their acquaintances.
Following this analyses, a table has been drawn up to outline how exactly the Greek hotel staff should act to accommodate the Swedish guest. Employees should follow this handbook to achieve guest satisfaction.
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Introduction 

This report seeks to highlight the cultural differences of a guest arriving to a Greek hotel from Sweden. This report intends to educate hotel staff members on how to handle an international guest and why cultural sensitivity is an important factor in providing an excellent guest experience. 

Hofstede’s Theory 

During this report Hofstede’s Cultural Dimensions Theory will be applied to each of the countries in question and used to outline major cultural differences. Hofstede’s theory focuses on 6 main characteristics: Power Distance, Individualism, Masculinity, Uncertainty Avoidance, Long Term Orientation & Indulgence (Soares, Farhangmehr & Shoham, 2007, p. 280). These dimensions highlight how countries approach issues within their society, their motivations and how they structure themselves (Hofstede, 1983).

Cultural Sensitivity

Cultural sensitivity and intelligence are vital for employees within the hospitality industry. Globalisation means that cultures are mixing now more than ever. Hotel employees need to understand cultural differences to alter the service they provide those from different cultures (Rohmetra & Arora, 2012). Employees are likely to work with different cultures and cultural sensitivity is crucial for a positive working environment. Intelligence surrounding other cultures will help improve the guest experience, understanding cultural differences through verbal and non-verbal actions gives hotels a competitive advantage as it satisfies the guests needs. Failing to do so will result in a bad guest experience which can cause a negative perspective of the hotel and thus a loss of revenue. 




Greece 

The hotel in question is based in Greece. To apply Hofstede’s Theory to Greek culture it is important to consider each characteristic. Greece has a power distance of 60, this means that within the hotel, each person’s roles are defined and the manager has the authority (Daniels & Greguras, 2014).
Greece has a low individualism score therefor leans heavily on the collective side. They believe in building and maintaining strong relationships and are likely to initiate conversation and ask questions to build rapport. They approach new relationships without formality and often intrude personal space or ask questions that could be considered overly personal (CommisceoGlobal, 2020). 
Greece leans slightly more towards the masculine characteristics; they are more success driven and hold those who are successful in high esteem. 
Greeks have the highest uncertainty avoidance score, they do not like unexpected circumstances and like to be prepared (Hofstede, 2001, p.29). They are firm believers of rules and that will be carried throughout the hotel. Despite this, punctuality is not of high concern for Greek people. This dimension score means they are very passionate and carry this in their body language. This may result in misconstrued communication with other cultures. 
Long Term Orientation is not a big factor to affect Greek people due to their median score. 
This also applies to their indulgence levels; they are neither indulgent nor restrained.
[image: Chart, bar chart

Description automatically generated](HofstedeInsights, 2021)

Sweden 

To apply Hofstede’s Theory to the visiting Swedish guest; Sweden has a low score in power distance. They believe independence is key and everyone should have an input regardless of station. They believe in open channels of communication and team efforts.
Sweden has high levels of individualism; this means they believe it is important to take care of oneself rather than put group needs before their own. 
With a masculinity score of 5, Sweden is a feminine society. Rather than strive for success they are more concerned with a healthy work/life balance. They will engage in long discussions when an issue is raised and believe in compromise and negotiation (Afs, 2021). Swedish culture is based around the concept of ‘lagom’ which means everything in moderation. This ensures that everyone is equal and boasting is frowned upon. 
Sweden has a low preference to avoidance uncertainty. They believe rules to be unnecessary and are subjective to change or even to being ignored. Schedules are flexible but lateness is frowned upon.
Swedish culture does not have a preference in terms of long-term orientation. 
Sweden is an Indulgent culture. They have low restraint in terms of their impulses and they like to have fun and enjoy life regardless of the monetary costs (Bruin, 2017). They are inclined to be optimistic and tend to view things in a positive light.
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Analysis of Countries 
Swedish people prefer informality and do not tend to address people by their station, this is a stark contrast to the Greek culture who believe highly in authority figures. 
Greeks’ low individualism means they enjoy building strong relationships and rapport with others regardless of how well they know the person. This can be both a positive and negative in a hotel environment. Swedish guests can be uncomfortable with the over familiarity and highly respect personal space (Cultural Atlas, 2021).
Due to extreme differences in masculinity, Greeks care greatly for success and are quick to brag about successful acquaintances. This is entirely opposite to Swedish culture which is based around an ethos of being humble and not boasting. 
There is a large difference in uncertainty avoidance. Swedish cultures are inclined to take things as they come and as such do not hold rules in particularly high regard, whereas the Greeks hold rules to the highest importance. They also share opposite views on punctuality, whereas Greeks have a relaxed attitude, Swedish believe it is impolite to be late.
Neither Greece nor Sweden has strong opinions towards long term orientation with both achieving median scores in this dimension. 
Sweden’s high indulgence score means they like to enjoy life and have fun, this is complimented by the passion that the Greeks possess and their flare for theatrics. 
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Hofstede’s theory is based on a country, whilst these statistics may be accurate in terms of generalisation, each individual is different. As such these characteristics cannot be tied to every individual who makes up that culture. 

Hotel Handbook 

This handbook is a guide for each department. Each section will have department specific information on how to deal with the international Swedish guest.

	Department
	Do’s
	Do not’s

	All Departments
	· Keep exaggerated body language to a minimum
· Be punctual
· Be direct

	· Invade personal space
· Boast or exaggerate achievements of yourself or others
· Make small talk
· Discuss business
· Compliment guests

	Front Office
	· Greet with a firm handshake
· Address guest by first name

	See ‘All Departments’

	Housekeeping
	· Ensure rooms are free of clutter
	· Put white lilies or chrysanthemums in guest room (funeral flowers-bad luck)

	Bar Staff
	See ‘All Departments’
	See ‘All Departments’

	Restaurant
	· Ensure schedules are stuck too
	See ‘All Departments’

	Kitchen
	See ‘All Departments’
	· Converse with guests in kitchen uniforms- Must be clean and presentable












Conclusion 

To conclude, cultural intelligence and sensitivity is vital within hospitality, without it, staff cannot provide an excellent guest experience. Greek culture is vastly different to that of the Swedish guests. To ensure a comfortable stay for the guest, certain changes must be made. Greeks overly familiar conversation style and excessive body language may make the reserved Swedish guest uncomfortable and efforts must be undertaken to avoid this. Another main point to be mindful of is Greek’s tendency to boast, this is frowned upon within Swedish culture and so must be avoided to ensure guest comfortability. By utilising the Hotel Handbook, employees can ensure guest satisfaction. 
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