




An examination of cultural background impact on hotel management team: a case study of Premier Inn Newport











Student: Adriana Elena Dascalu (2011303)
Lecturer: Maggie-Lan Zhang
Module: Placement Research Project: BMIH6008




Table of contents

Executive summary	3
Introduction	4
Literature review	5
Case study methodology	7
Case study discussion	9
Premier Inn services	10
Staff aspects	12
Competitors overview	12
SWOT Analysis	13
PESTLE Analysis	14
Theme exploration	15
Cultural competency in hotel industry	15
Culture-related qualities and hotel managers	16
Effects of cultural competency on business performance	17
Customer relationship	17
Job satisfaction	18
Cultural competency within Premier Inn Newport Hotel	19
Cultural intelligence	19
Hofstede’s cultural dimensions in hospitality context	19
Final thoughts	23
Limitations of the case study	24
Conclusions and recommendations	24
Reference List	28






[bookmark: _Toc1455773541]Executive summary


This study examines the influence of cultural values and background on the front desk managers’ performance in relation to hotel guests. The Premier Inn Newport hotel is considered the case study for this examination, with two managers (British and Malaysian) as subjects.
Firstly, it has been found that cultural competency represents an important matter in guest service due to various reasons such as international travel, globalisation, and business opportunities. It is also associated with other concepts like cultural intelligence and cultural humility, all expressing the idea of sensitivity and respect towards other ethnicities. To deliver a satisfying experience, it is mandatory for hotel employees to value the uniqueness of visitors’ needs in accordance with their cultural background and display positive attitudes towards them.
Secondly, the British and Malaysian national profiles have been portraited with the help of Hofstede’s cultural dimensions tool. Both similarities and differences have been analysed and specific examples of their influence found in certain behaviours of the two managers. Moreover, certain traits were associated with efficiency in the performance of certain tasks. 
The study highlighted the importance of valuing cultural heritage and encouraging hospitality providers to emphasise its potential in building meaningful experiences for them and for the hotel guests.









[bookmark: _Toc777662744]Introduction 


The hospitality industry varies from one country to another, and even within one country, it can reflect diversity across several aspects such as food, services, facilities, and experiences. Moreover, one hospitality venue can be administered by individuals from different regions across the globe, resulting in different perspectives influenced by their cultural heritage. 
This report focuses on the Premier Inn Hotel, located in Newport, Wales, whose reception management is represented by two people from the UK and Malaysia (Premier Inn, n.d. a). During the hotel placement, it has been observed that there are certain traits of managerial approach emerged from cultural side. These enabled the managers to interact in different manners with the customers and highlight various hospitality values. For example, the Malaysian manager performed a bow at the check-out to express his respect and gratitude to the guests, resulting in positive reactions from their side. Nazarian, Atkinson, and Foroudi (2017) stated that adherence to the cultural aspects bears significant potential in achieving service quality, and good organisational reputation. Also, it is notable that leaders’ behaviour and attitudes represent a model and a standard to the rest of their team. The staff can be inspired by their managers’ tactics and be more aware of the cultural importance involved in the industry.
Therefore, this report aims to explore the impact of management’s cultural setting on their performance within the reception department, focused on the case of Premier Inn Newport Hotel. The interest of the investigation gravitates around each manager’s national values (British and Malaysian) and their effect on host-guest relationships, to underline their strengths and weaknesses. Since the travel industry has opened many opportunities for ethnic exchanges and exploration, it becomes increasingly significant to gain deeper understanding of intercultural competences and traits within the hotelier business (Candea and Da Col, 2012). Consequently, this paper will refer to the benefits of cultural literacy among the staff and the contribution of multicultural employees to the hotel performance.




[bookmark: _Toc1569708669]Literature review

According to Pantouvakis (2013), the hotel workers’ behavioural variation stemmed from diverse cultural background influences the customers’ perceptions and experiences, in terms of attitude, satisfaction, return intention and assessment of organisation’s hospitality. Broyles (2009) emphasised that people from different ethnic groups can evaluate differently the same product or service. Therefore, the cultural heritage factor can moderate the quality of hospitality experience. 
A plethora of studies investigated the cross-national variations regarding hotel services and practices, as well as the customers’ responses and perceptions, enhancing the cultural fit in diverse operation scenarios (Chen, Cheung and Law, 2012). Reisinger and Crotts (2010) found that hotel administrators must design different tactics to fulfill diverse visitors’ preferences, highlighting the need of cultural diversity acceptance to secure broader organisation congruity. 
Ngai et al. (2007) demonstrated that there is a link between the customer’s culture and complaining behaviour. The findings indicate Asian guests are less inclined to complain due to fear of “losing face”, in comparison with the non-Asian guests. Also, the latter have been found to prefer private complaint methods such as online reviews or negative word-of-mouth. Therefore, online websites should be regularly checked for any timely intervention or service recovery.
[bookmark: _Int_9qihjQvP]A study conducted by Tse and Ho (2009) compared the service success or failure between front-desk workers at Western and Hong Kong hotels. In context of service recovery, whilst the first group inclined to offer corrective responses (apologies, prompt actions, refunds), the second one favored compensatory responses (complimentary products/services, discounts, loyalty points). Moreover, when evaluating the source of guest discontent, the Western subjects reported external factors such as the operations, the equipment, while the Hong Kong subjects consistently blamed themselves.
Groschl and Doherty (2006) pointed a set of differences between two groups of hotel managers, French and British, in terms of communication, and approach to work. The first category is described as straightforward in their discussions as a necessity to express their passion and spontaneity while the second one prefers a more reserved and tactical approach. On one hand, they found that French managers were more intrinsic-motivated and oriented towards technical knowledge. On another hand, the British managers were found to be more extrinsic-motivated and inclined towards soft skills. In terms of guest service, the French hospitality could be focused on improving their service or diversifying their products, for example, whereas the British hospitality could take a further step into analysing a negative guest experience to find its root and preventive measure or spend more time in develop relationships with their customers.
[bookmark: _Int_dUu9ul4B]Zhang, Li and Law (2015) identified specific clusters of values for Japanese and US hotel managers in delivering guest service. In Japan, formality, courtesy, and strict adherence to procedures are core attributes in the hospitality industry. Efficiency and consistency are expected and greatly valued by them. However, in the US hotel industry, these can be sacrificed to some extent to enable some personalised services. Although consumers do not expect to be treated formally, they emphasise promptness. Therefore, these findings demonstrate that the hospitality services are shaped almost in an opposite manner in the two countries, leading to different standards of performance excellence.
Jäämaa (2015) analysed the behaviour of Thai and non-Asian managers (Norwegian and Finnish) in some hotels from Thailand. The concept of hard work is relative for each group, so while the European managers expect tasks to be finished on time and the customers served promptly, the local managers seemed to take a more relaxed approach.  The latter prefer to focus on one thing at a time and do it at a high standard rather than just get things done. She reported that the European subjects were more inclined to implement changes for improvement or think outside the box, but the Thai subjects valued traditions and resisted change. In such contexts, a greater amount of flexibility would help to balance both perspectives within the organisation to nurture effectiveness.
These examples prove the scholars’ interest in examining how cultural background influences front desk workers’ activity, attitudes, and relationships with guests within the hospitality industry. The findings can be a useful tool for multicultural venues to gain an extensive understanding of people’s behaviour, and to converge their unique views and abilities into business excellence achievement. 
According to GOV.UK (n.d.), approximately 132 million travellers (foreign tourists and UK residents) arrived in the UK in 2023. This reflects a flourishing industry which contributes to hotel business dynamics. Since the country is visited by guests from all over the world, it raises the need for cultural management expertise within the hotel industry. However, there is a severe lack of research in the field of British hospitality and how the hotel managers relate to such a variety of guests. Moreover, there is little evidence of how their cultural background influences their relationship with the visitors and their co-workers or employees. Overcoming such gap can equip the industry’s organisations with rich data which would be useful to design innovative strategies for an outstanding guest service, strengthen internal relationships and increase awareness towards the variety of belief systems.


[bookmark: _Toc1796665932]Case study methodology

This paper is supported by several methods and resources such as case study, observation, netnography, questionnaire (Cultural Intelligence test), comparison (Hofstede’s country comparison tool), and reflective writing. All these represent qualitative research approaches which use non-numerical data to gather insights and descriptions about individuals’ experiences and perspectives. 
Case study represents an in-depth exploration and analysis of an event, individual, organisation or phenomenon in its context, to provide an extensive understanding of the case’s characteristics and dynamics (Heale and Twycross, 2018). It comprises the following sequences: selection of case, data collection and analysis, contextual understanding, theory development, validity and ethical considerations. According to Hancock, Algozzine and Lim (2021), there are a variety of benefits of this method such as holistic perspective and deeper understanding, allowing the researcher to examine multiple nuances, factors, variables that interplay within the case. Further, these may contribute to theory development and real-world applications (Woodside and Wilson, 2003), making them valuable for practice in several social fields. Still, there are some limitations like potential for misinterpretation (e.g. neglection of alternative explanations, overgeneralisation), subjectivity and limited generalisation. Additionally, the researcher must consider ethical implications when the examination is conducted, including consent, privacy and minimising discomfort to any participant. Regarding the present paper, the case study revolves around the front desk management team within Premier Inn Newport Hotel. 
Observation is a common research method to watch, record and analyse a behaviour or an event in its natural setting (Gorman and Clayton, 2005). In the context of this work, the observer witnessed the Premier Inn’s managers in their daily tasks to collect data about their professional approaches regarding guest services and team management. This method provides authentic and contextual information due to its real-time dynamic, which further enables the occurrence of processes like describing, interpreting, and understanding of behaviours or other factors. However, its limitations encompass the observer’s subjectivity (data can be influenced by his/her assumptions, interpretations or preconceptions), and narrowed generalisability.
Questionnaire is a popular method to collect data from participants using a structured set of questions. Besides it can be administered to a large and diverse sample, this method can provide more efficiency (reduced costs and time resources compared to other methods) and more consistency through the standardisation of questions which facilitates comparison between participants (Harris and Brown, 2019). Still, questionnaires may lack the depth and richness of data obtained through qualitative methods such as interviews or observations. In the present case study, the Cultural Intelligence Test (Common Purpose, n.d.) is used to collect data from two participants (Premier Inn front desk managers) with the purpose of exploring their ability to relate to other cultures in the context of their job. This tool represents a beneficial contribution to research due to its validity, demonstrated by its wide usage in the business world, and to its cost-effectiveness (Van Dyne, Ang and Koh, 2015). However, it could be improved by giving more descriptive interpretations of the results (low, medium, high) or pointing out the strenghts/weaknesses of each result.
Netnography is an online research method that involves virtual data collection and analysis techniques to understand social interactions in contemporary digital communities (Kozinets, 2020). Among its benefits are accessibility to diverse communities, rich amount of information from social media platforms and multimedia content and time-costs effectiveness. It has been used to explore Premier Inn’s guests' reviews, especially related to the front desk staff, to capture any useful information about individuals’ behaviour, attitudes or accomplishments. Even though these comments can provide experiences and perspectives, they are a subjective outcome, regulated by biased impressions. Therefore, its validity can raise challenges to obtain accurate findings.
Reflective writing represents a close association to critical reflection which means to critically analyse a certain set of actions and identyfing the theories behind them, by reflective and reflexive examination (Stevenson et al., 2018). It triggers a wide range of benefits such as deepened learning, critical thinking development, integration of theory and practice, and preparation for life-long learning. However, this method is susceptible to bias and selective memory, subjectivity, and risk of experiences’ oversimplification. Several models were developed to sustain structured writing, guiding it through different exploring phases such as Schön (1983) and Kolb (1984).
The Hofstede comparison tool is based on the cultural dimensions theory developed by Hofstede (1984) intended to compare and analyse various cultural aspects of countries or regions. Its purpose is to highlight the similarities and the differences between them, to help individuals or organisations recognise ethnic diversity and to facilitate cross-cultural communication. Moreover, this structured framework can increase cultural awareness to promote more respectful and inclusive interactions (Huang and Crotts, 2019). However, the Hofstede comparison tool encounters a few limitations such as generalisation and stereotyping, challenges to adequately capture cultural variations over time, and context dependency (Signorini, Wiesemes and Murphy, 2009).

[bookmark: _Toc1862915329]Case study discussion

Premier Inn Newport is a hotel operating in Newport, Wales, comprising around 50 rooms. It is part of the British brand, Premier Inn, which is the UK’s largest hotel brand, with over 800 venues, and 72.000 rooms (Premier Inn, n. d. a). The business offers basic lodging and food services, in collaboration with Beefeater Restaurant, located in its proximity. Both Premier Inn and Beefeater brands belong to Whitbread, a British company found in 1782 that owns hotels and restaurants in different parts of the world (Whitbread, 2023). 

[image: ]
(Source: TripAdvisor, n.d.)

Its strategic location close to the M4 and Junction 24 makes Premier Inn an accessible accommodation for a wide range of visitors. Also, it is at a convenient distance from ICC Wales where most local inside events occur, and from the city of Cardiff.

[image: ]

(Google Maps, 2024)



[bookmark: _Toc56501721]Premier Inn services

[image: ]
(Source: Tuffery, 2020)

Unlike other venues that prefer to cooperate with a third-party cleaning company, Premier Inn Newport has its own housekeeping team. According to Huong et al. (2017) this strategy encompasses several advantages such as:
· Adaptability: the company can set its standards and policies for housekeeping tasks in accordance with changing circumstances, or adjust as necessary
· More flexibility and control over staffing, training, scheduling, which could potentially lead to more predictable costs
· Increased consistency: staff is more familiar with the hotel’s requirements or guests’ preferences, leading to more consistent service

Also, although usually the restaurant is expected to be inside the hotel, the Premier Inn’s guests can enjoy their meals at the Beefeater Restaurant. Since they both are under the same company, the restaurant is not considered an outsourced party. Whilst most of the restaurants operate in hotel buildings during strict hours, the external restaurants are open the entire day. Moreover, people who do not necessarily stay at Premier Inn can also serve food at the restaurant. Consequently, there is more profit for the company to welcome guests at Beefeater since there is more flexibility. 
The Premier Inn goes beyond hospitality through the charity partnership with Great Ormond Street Hospital Children’s Charity (GOSH Charity), supporting children with cancer and striving to change their lives. By involving in this Corporate Social Responsibility (CSR) practice, the organisation creates a solid relationship with the community and strengthens its reputation (González-Rodríguez et al., 2019). 

[bookmark: _Toc257086698]Staff aspects

The Premier Inn staff is represented by around 40 employees, including the Beefeater’s. It enjoys a low rate of staff turnover across all departments, most of them having years of work experience on the premises. Some of the employees’ self-reported reasons were the good work-life balance and the company’s flexibility toward their needs. Also, their job-related contentment has been at a satisfactory level, having much support from their supervisors and colleagues. 
Most of staff’s cultural background is rooted in the UK, excepting some front desk colleagues from Malaysia, India, and Poland. Thus, it proves the hotel’s openness to cultural diversity within its organisation.
The Premier Inn emphasises the importance of workers’ training through their Whitbread Academy, an online training program that prepares each new individual for his/her role in an engaging manner. Cross-training is also available for the willing ones who want to step into more development. After completing the digital training, the employees are supported by their team to put into practice what they learnt and receive feedback.

[bookmark: _Toc959632209]Competitors overview

The hotel has several competitor businesses in its proximity such as Holiday Inn Express Hotel, the Coldra Court Hotel, Celtic Manor Resort, and McDonald’s. According to TripAdvisor (n.d.), the Premier Inn is situated on the 4th place in top 10 hotels in Newport, preceded by Travelodge, Coldra Court, and Holiday Inn Express. Since these businesses offer more facilities and have good room prices, these could be some reasons for being ahead of Premier Inn in terms of guest preference. Also, Holiday Inn’s recent reviews are positive, indicating good customer service overall.
Further, a major disadvantage is that the company loses financial benefits due to McDonald’s, especially when the restaurant is fully booked, and no more hotel guests can serve meals at the Beefeater. Moreover, if they pre-pay for their breakfast, and there are no tables available, frustration or disappointment can arise, even though they receive the money back. 

[bookmark: _Toc341526927]SWOT Analysis

The SWOT Analysis is a common framework used to analyse the strengths, weaknesses, opportunities, and threats that characterise a business (Cheng et al., 2021). This overview can help the organisation to assess the potential damaging factors and design optime strategies to overcome them. 
A SWOT analysis has been conducted for Premier Inn Newport as it follows:


	Strenghts
	Weaknesses
	Opportunities
	Threats

	· brand recognition
· strategic location
· multicultural staff
· value for money
	- limited facilities

- seasonal demand fluctuations
	· Diversify amenities and services
· Target new customer segments
	· Intense competition from other hotels and food venues



The Premier Inn is a low-budget hotel that fulfills basic guest service at high-quality standards, gaining a positive reputation across the UK. Its location in Newport is favourable for visitors, giving them easy access to the M4 and being close to Cardiff. Also, the presence of multicultural staff indicates that the company embraces diversity and inclusion. Moreover, it brings various styles of hospitality rooted in their cultural background, which can bring more variety when it comes to guest services.
On the other hand, the venue depends on seasonal demand at certain times of the year, which can affect their revenue and productivity, besides employees’ job satisfaction. In addition, their facilities are limited compared to most other hotels in the area which comprise more amenities such as business amenities, gyms, pools, or air conditioning. 
Therefore, updating their facilities can contribute to balancing the fluctuations throughout the year and attract new segments of guests. Also, it creates new revenue sources and strengthens the brand image. The hotel could target specific niche of most frequent visitors such as senior couples or business travellers and update their service offerings accordingly or design a loyalty program. Thus, they will ensure repeat visits and loyal customers.
The business’ main threat comes from the multiple restaurants and hotels in the small area, meaning that they must maintain their image positive, strengthen their reputation, and ensure their service meets the customers’ expectations. Otherwise, they will lose their potential profit in the favour of other venues. 

[bookmark: _Toc187725644]PESTLE Analysis

The PESTLE Analysis is a widely used method to examine several external factors that might influence an organisation, standing for Political, Economic, Social, Technological, Legal and Environmental (Enz, 2012). It can highlight points that need improvement or to be considered to prevent certain issues from escalating. A PESTLE analysis has been applied to the Premier Inn Newport as follows:

	Political
	· Dependent on governmental decisions regarding tourism, hospitality and immigration

	Economic
	· Influenced by customer spending pattern
· Strong competition in its proximity

	Social
	· Emphasis on diversity and inclusion at workplace

	Technological
	· Low presence on social media
· Lack of responses on review platforms

	Legal
	· Data protection laws and regulations
· Health and safety policies
· Employees rights

	Environmental
	· Adherence to sustainability




Since Premier Inn is a UK-based company, its main revenue channel comes from venues around the country. Therefore, it is mainly subject to British government decisions and regulations. Currently, there are no new challenges or events of a political nature that might affect the hotel’s activities. However, travel trends and spending patterns are constant factors that could influence the hotel’s profit. For example, local events can attract many visitors and provide opportunities for consistent revenue generation. Otherwise, the occupancy rate may fluctuate, depending on different travel interests and seasons of the year. Also, being a low-budget lodging, it may represent a convenient option for many travellers, especially for families, during times of prices rising (e.g. energy, gas, fuel). In addition, the large number of hospitality businesses around Premier Inn creates fierce competition and can be difficult to attract guests.
One of the current social interests is promoting diversion and inclusion in the workplace, in accordance with UNWTO sustainability goals (UWWTO, n.d.). For Premier Inn, this is a major contribution to guest service since it fosters a positive work environment, a connected team and supports employees’ well-being. Also, it balances the access opportunities regardless of any social background and increases talent variety (Georgiadou and Iasonos, 2015). 
Undoubtedly, social media represents a powerful marketing tool that can bring popularity and attract travellers’ attention. Also, quality visually appealing content can enhance the business brand and raise curiosity among viewers. It has been observed that Premier Inn has published various posts on social media platforms, but Newport’s venue is not active on them. Moreover, it does not answer guests’ comments on review platforms such as TripAdvisor, which may indicate a poor relationship with the guests and lost chances for service recovery and improved service (Al-Msallam and Alhaddad, 2016).
Due to high amounts of data and personal information, all these must be protected and secured. Although it is a common issue in the hotel industry, Premier Inn has never been confronted with data breaches or lawsuits. Additionally, on the legal side, the hotel must adhere to all regulations regarding employees’ rights to operate within legal parameters.
According to Premier Inn (n.d. b), the company designed various strategies to reduce its impact upon the environment such as reducing carbon emissions, water reduction and better food waste management. However, it has been observed that their implementation is not equally distributed among the venues since the Premier Inn Newport did not disclose any specific strategies in force. 


[bookmark: _Toc1591399634]Theme exploration
[bookmark: _Toc1987590273]Cultural competency in hotel industry

According to Sue (2006), the need for cultural competency has increased due to various factors such as globalisation, international tourism, and employee diversity. This concept can be explained as an individual’s awareness, comprehension, and respect for ethnic differences, and diversity, through recognition of another individual’s beliefs and values from a different culture (Benuto et al., 2018). Since today’s world is more interconnected, it has facilitated interactions between people from different global areas. However, because there is a wide range of ideas, perspectives, traditions, and social norms, cultural sensitivity is paramount to fostering harmony and positive feelings between people. 
In the context of the hotel industry, this notion captures more interest stemming from international travel, national events performances, business opportunities and legal considerations (Liu, Liu, and King, 2022). Nowadays, it is expected from the hotel employees to own cultural competency to provide a satisfactory experience to all visitors, in accordance with their preferences, requirements, and with respect to their national heritage. They need to be sensitive to these aspects and display esteem in acts and interactions towards them. In a contrary case, the guests may experience discomfort, or anger.  Thus, their dissatisfaction can be reflected in negative reviews, alienation or unrepeated bookings which lead to business loss and reputational issues. 

[bookmark: _Toc1140927284]Culture-related qualities and hotel managers

Bharwani and Talib (2017) emphasised the importance of hotel managers’ cultural competency since it plays a key role in team cohesion, talent retention and business innovation, but also in customer relations and service delivery. They should promote this competence among the employees first, then expect them to manifest this respect in their engagements with guests. According to Sizoo et al. (2008), supervisors can express cultural competence not only through treating others with dignity, but also by actively addressing barriers or inequalities that may affect individuals from other societies. Since conflicts or work-related issues can arise at the company, it is important to treat all team members equally and ensure everyone has the same chances and opportunities. 
Moreover, the emergence of notions such as “cultural humility” and “cultural intelligence” demonstrates the organisations’ increasing interest towards inclusion and honoring national diversity, and to cover more overlooked goals (e.g. incorporation of self-awareness as a life-long commitment) across this interest.
Tervalon and Murray-Garcia (1998) advocated for cultural humility which represents the recognition of limits of one’s own cultural expertise and approaching interactions with humility, curiosity, and a willingness to learn from others. In present business and corporate contexts, this concept has also been reinforced by Hook et al. (2013) as pivotal in customer relationship across multiple fields, including hospitality. However, it must be considered that personal qualities such as flexibility, empathy, self-awareness, and openness play a mediating role in pursuing cultural humility, regardless of the level of technical knowledge about other societies and civilisations (Shu, McAbee, and Ayman, 2017). Consequently, there is a high probability that hotel managers will display this characteristic in correlation with these personality traits ratio.
 Additionally, cultural intelligence represents another key competence for navigating multiple ethnic contexts. Earley and Ang (2003) outlined it as a person’s capacity to adapt in culturally multifaceted settings to function effectively. For example, there is a wide range of situations resulting from whether the manager works in a hotel in her/his own country, or he/she moved from another country. In the case of the latter, it is important to note that this person can bring a partial or entire new set of ethnic values that will be different from the indigenous values. Moreover, he/she must adapt to the new environment, to develop an understanding of the new area with all its beliefs and principles while still adhering to the inherited ones. Besides, the organisation can be enriched by diversity at the managerial level and help it to cover more aspects of cultural competence. 
These three concepts share common epistemic grounds (e.g. politeness, non-discriminatory behaviour) that are important to be established in the hotel industry as a minimum to enhance guest service and work satisfaction. Meanwhile, the differential nuances between them (e.g. openness or empathy) can be acquired only through voluntary choice since possessing knowledge does not necessarily involve intentional practice (Sucher and Cheung, 2015).

[bookmark: _Toc942848348]Effects of cultural competency on business performance
[bookmark: _Toc253978115]Customer relationship

As previously discussed, the importance of cultural competency among hotel managers and staff resulted from today’s world dynamics in travel and business. It has been shown that guests’ perceptions of service engagement are correlated with their assessments of service quality and fulfilment (Rauch et al., 2015). Moreover, Doyle (2008) reported that 67% of customer switching is due to the dissatisfaction caused by service engagement quality meanwhile only 14% is related to the product quality. These percentages reflect that a hotel’s success does not necessarily rely on the rooms’ impeccability or facilities’ variety but also on the staff’ actions and behaviour. 
It has been agreed that the efficiency of employees with cultural competencies is more consistent than those’ who lacked such capabilities (Khan et al., 2016; Sharma, Tam, and Kim, 2015). This occurs due to their capacity to adapt more quickly and cope with individuals of different nationalities. Yurur et al. (2018) highlighted the outstanding merits of these employees in revenue generation, attentiveness, soft skills, and guest satisfaction. 
In the absence of cultural competencies, the service encounters could produce negative outcomes such as frustration, anxiety, and dissappointment. On the other hand, when the hotel staff is aware of their role and the customers’ expectations, they are more likely to attain the desired goals. 

[bookmark: _Toc571994295]Job satisfaction

The influence of cultural competency does not contribute to business gain solely, but also to employees’ satisfaction. Viseu et al., (2020) asserted that job satisfaction involves the individual’s sense of fulfillment emerged from task completion, relationships, and environment, which nourishes their self-efficacy. 
Additionally, it has been widely recognised that hospitality personnel face more emotional labour and pressure because of the intense social interaction, and the fast-paced nature of the environment (Xiong et al., 2023). Also, the diversity of guests’ expectations resulting from their cultural backgrounds may generate supplementary pressure on them. Thus, acquiring cultural competency can mitigate the effects of uncertainty, and lack of knowledge. Their interactions with the guests may flow more naturally, resulting in a positive experience for both sides. Moreover, it can generate opportunities to exceed the guests’ expectations, and further achieve recognition or favourable feedback. For example, if a guest from Middle Eastern country expresses discomfort with a housekeeping staff member of the opposite gender entering their room, the hotel can assign a staff member of the same gender to address their needs, exceeding the guest's expectations for sensitivity and accommodation. Ultimately, the customer satisfaction leads to loyalty, enhanced income, and good brand image.
Therefore, cultural competency can help the hotel staff to boost their self-efficacy, which is linked to professional satisfaction and career development (Jung et al., 2021). Also, it has been found a positive relation between cultural competency and leadership since it enhances diplomacy across multiple ethnic identities (Lee et al., 2018). Consequently, these elements can build a solid foundation for networking, international relationships, and strong business partnerships. 
Finally, cultural competency can play a differentiating role in a hotel’s performance and customers’ experiences due to the several benefits generation at both corporate and personal level, but also on the travellers’ side. Hence it can be a valuable goal on managerial agenda to be considered to enhance the organisation’ achievements.

[bookmark: _Toc1597764819]Cultural competency within Premier Inn Newport Hotel

[bookmark: _Toc160472512]Cultural intelligence

It has been discussed that cultural competency is key among a hotel manager’s abilities, possessing the potential to empower him/her to thrive in guest service, especially if the venue welcomes visitors from different cultural backgrounds. As mentioned in the “Methodology” section, the Cultural Intelligence Test (Common Purpose, n.d.) has been applied to obtain a brief idea of Premier Inn’s managers’ cultural competency. The outcome of the test is reflected in three qualitative descriptors (low, medium and high) and both managers achieved “high” scores. Consequently, it indicates that they possess a strong ability to understand, adapt to, and work effectively in culturally diverse settings.


[bookmark: _Toc186629343]Hofstede’s cultural dimensions in hospitality context

Certainly, hospitality values and customs can differ from one country to another, or even from one venue to another, adding to the influence of local culture. Chen, Cheung and Law (2012) suggested that a national culture can inspire its inhabitants with values and characteristics that are significant in hospitality service. Moreover, Radojevic, Stanisic and Stanic (2019) discovered that certain cultural traits are associated with an individual’s predisposition to offer a high-quality service in hospitality.
 According to Hofstede (1984), a country’s culture can be characterised using six dimensions, as follows:

[image: ] 
(Source: Cahill, Adkins, and Desai, 2021)

Since this work focuses on the case study of two managers from different cultural backgrounds, British and Malaysian, the Hofstede (1984) framework will be applied to these two countries: United Kingdom and Malaysia, with further discussions in the context of hotel work at Premier Inn Newport. 
The most significant contrasts can be observed in the case of two dimensions: power distance and individualism, and modest or minor variation on the rest of dimensions (motivation towards success, uncertainty avoidance, long term orientation, and indulgence).


[image: ]

Source: Hofstede Insights (n.d.)

According to Nazarian, Atkinson and Foroudi (2017), the low power dimension is considered more advantageous to deliver exceptional guest services since it typically emphasises open communication, empowered employees, and flexibility. The fact that two managers work at Premier Inn front desk reflects the power decentralisation, which can corroborate the low score registered for UK at this dimension. This allows them to focus on different areas of managerial tasks (British manager: team management, revenue, administration, Malaysian manager: booking management, guests welcoming, complaints handling). This strategy can enhance different aspects of hotel performance through achieving excellent results. In terms of guest service this dimension is less relevant, but its applications are more connected to staff management, which further determines their rapport with the customer.
Further, the low score of individualism (Malaysia) is expected to be associated with pronounced solidarity, focus on guest’ needs, cooperation, and attentiveness (Yilmaz, Alpkan, and Ergun, 2005), which are essential traits to provide an enjoyable experience. Moreover, Manrai and Manrai (2011) stated that the higher level of individualism among the venue staff, the lower was the reported level of customer contentment. It has been noticed that the Malaysian manager paid an increased attention to interact with the guests, engaging in conversations and make them feel welcomed. He is mentioned in many reviews where his hospitality has been highlighted. On other hand, the British manager delivered impeccable service, and maintained conversations in professional parameters, reflecting a prompt and direct approach.
Regarding the dimension of motivation towards achievement, the high score in case of the UK reflects a work-driven culture, while Malaysia is considered a moderated feminine society (Hofstede Insights, n.d.). These aspects are reflected by each manager’s assigned responsibilities mentioned within the power distance discussion. The main duties of the British manager reflect her higher tendency to accomplish goals. Also, she was more formal during the front office operations and made consistent efforts to resolve all the issues. Although this dimension is often negligeable in the context of hospitality, the British values of professionalism and task orientation can be perceived as positive if they contribute to guest satisfaction (Dawson, Abbott and Shoemaker, 2011). In contrast, the Malaysian manager tended to incline more towards building a connection with the guest, win their trust and creating a warm atmosphere. For example, he spent several minutes trying to offer some support to a disappointed guest and delivering suggestions to improve her business. Thus, he demonstrated hospitality through going an extra mile beyond the general duties, and exceeding guests’ expectations of standard service, which is positively associated with excellent hotel service (Goswami and Sarma, 2011).
Regarding uncertainty avoidance, both countries share a low score, meaning that they tolerate change and deviation from rules. Since the occurrence of unexpected situations or unpredictable requirements is often unavoidable in the hotel industry, this cultural dimension positively influences the two managers. In addition to being more open to strategic change, it empowers them to manage more hotel sites, given that they don’t work only at Premier Inn. Their flexibility and adaptability can also help to adjust themselves to guests from different cultures (Ayoun and Moreo, 2008). 
Whilst the UK has a lower long-term orientation, characterised as a more pragmatic society, Malaysia is more inclined to maintain stability and prosperity over time, with patience and perseverance as core values. However, this dimension was not evident in either of the two cases at a managerial level. 
Lastly, at the indulgence dimension, both countries are classified as indulgent, meaning that their inhabitants possess a willingness to gratify their desires and enjoy life. According to Koc, Ar and Aydin (2017), individuals from these cultural backgrounds perform better within the hospitality industry because they can internalise guests’ expectations due to their enhanced orientation towards leisure and entertainment. As Hofstede Insights (n.d.) analysis show, both Malaysia and UK are indulgence-orientated cultures. It has been observed that both managers are familiar with local attractions, and they made recommendations to the visitors at their request. 	Even if Premier Inn does not offer more diverse amenities such as wellness treatments or gym, the team has a deeper understanding of these types of guest interests and make recommendations of any available leisure centers around the area.

[bookmark: _Toc1177421554]Final thoughts

It could be observed that Premier Inn managers are influenced to a certain degree by their cultural background in the context of guest service. Moreover, they seem to be more oriented towards a specific category of tasks, either administrative or relational. Consequently, it may represent a positive approach since it creates a balance between the hotel management responsibilities. Each manager is empowered to focus more on those tasks that relate better to their capabilities. Even though they scored highly on the cultural intelligence test, their mindsets and interpersonal skills are rooted in their cultural environment but still, they can adapt easily to demonstrate professionalism in interacting with other cultures. 
As Manoharan, Gross and Sardeshmukh (2021) asserted, there are various benefits for a company to have multicultural employees such as cultural competency and awareness, language proficiency, commitment to profession, and wide range of knowledge. Thus, the front desk managers are enabled to deliver exceptional services due to their complementarity resulting from cultural diversity. Moreover, they can support their team better, given the fact that it is also multicultural (British, Hindi, Polish, Malaysian). Besides cultural competency, there are other positive aspects brought by the multiculturalism such as enhanced communication, personalised experiences, creativity, flexibility, and positive business reputation (Daskalaki, 2020; Reynolds, Rahman and Bradetich, 2014). 
Therefore, the multiethnic staff, especially in the case of managers, have great potential to improve the hotel's performance, especially in the context of nowadays trends such as international travel and globalisation. 


[bookmark: _Toc1423326876]Limitations of the case study

It has been demonstrated that an individual’s cultural background can determine a series of actions or behaviour, stemmed from their national education, values or beliefs. However, these acts are not enough to predict an employee’s fitness for hospitality industry or to assume that certain traits from cultural heritage will ensure a successful career. 
Curtis et al. (2019) stated that having cultural competency (or knowledge) does not necessarily mean an effort to perform accordingly. Kumagai and Lypson (2009) agreed that an employee might know several facts about other nationalities’ customs or beliefs, but it takes an intentional willingness to integrate them in the way of acting with the purpose of generating a positive outcome (e.g. a pleasant check-in experience). Although it is important to undertake research initiatives into other cultures, it is not enough without willingness to treat others with dignity and manifest sincere curiosity towards their own heritage. 
This study does not consider to which extension should a manager adapt to a country’s culture and expectations if he/she has moved there from another country or if even such adaptation is needed to fit into the organisation. In addition, the degree of adaptability would be questioned even more in the case of two countries with opposite visions of certain values.

[bookmark: _Toc1668493424]Conclusions and recommendations

This paper focused on Premier Inn Newport Hotel, Wales, and explored how the cultural background of the hotel’s managers impacts their performance at the front desk. The topic has been investigated by several researchers who identified significant differences between individuals from different nationalities in the context of hotel work.
Firstly, the study found that cultural competency is increasingly important within the hospitality industry due to various trends such as globalisation and international travel. This concept encompasses several skills such as cultural intelligence, cultural awareness, and cultural humility, which are key to developing good relationships with customers. Moreover, these can contribute to promoting a positive and efficient work environment, leading to job satisfaction and enhanced team spirit. 
Secondly, by using a Cultural Intelligence Test, the managers’ level of cultural competency has been assessed, and both obtained high scores. This implies that they have more than an average level of cultural competency, so they possess consistent knowledge and skills to build positive interactions with guests from other nationalities. Then, their own ethnic background (British and Malaysian) has been analysed through utilisation of Hofstede’s Dimensions tool to find how it influences their activity at front desk. 
The most significant discrepancies were registered at two Hofstede dimensions (power distance and individualism), while other three dimensions had slightly different scores (motivation towards success, long term orientation and indulgence) and no significant difference at the level of uncertainty avoidance. Obviously, the variations of cultural values overcome the shared similarities as follows:
· Since the UK is characterised by low power distance, it enabled power decentralisation and allowing the two managers to focus on different sets of tasks (British manager: team management, revenue, administration, Malaysian manager: booking management, guests welcoming, complaints handling). This strategy empowers each manager to use their potential in areas where they perform better.
· Low individualism level (Malaysia) fosters pronounced solidarity, focus on guest’ needs, cooperation, and attentiveness. The British manager delivered impeccable service, and maintained conversations in professional parameters, reflecting a prompt and direct approach.
· Motivation towards achievement: UK- considered a more masculine society, Malaysia – a more feminine society. British manager: focused to accomplish goals, more formal and driven to resolve all the issues. In contrast, the Malaysian manager tended to towards building a connection with the guest, win their trust and creating a warm atmosphere. 
· Indulgence: both countries have high levels of indulgence, meaning that they can internalise guests’ expectations better due to their enhanced orientation towards leisure and entertainment.
· Uncertainty avoidance: similar scores for both countries. Both managers supervise more hotel venues demonstrating their flexibility and adaptability.
· Long term orientation: no specific evidence at managerial level.

As has been mentioned, the front desk team at Premier Inn is multicultural (British, Malaysian, Polish, and Hindi). Although cultural competency plays an important role in managerial activity and in customer service, the rest of the staff should receive support in this area too, so the entire team is empowered to perform better.  To enhance teamwork and help all staff members achieve their potential, the managers should encourage cultural competency development.
Firstly, each member’s cultural profile could be completed, including the Cultural Intelligence test and Hofstede’s dimensions analysis for their national heritage conducted. It is important to have an initial assessment as the starting point to establish the next steps. Once these are completed, the results should be interpreted and matched with any known ability or trait of the employee. Also, these can serve as a point to rearrange some of his/her responsibilities in accordance with her profile (Ljubica and Dulcic, 2012). Secondly, if there are cases where the cultural competency could be improved, the managers may arrange for them cultural training sessions or organise cross-cultural experiences such as travel to other sites – local or international, attending festivals or exhibitions (Nkitseng and Kesa, 2018). 
Elkhwesky, Salem and Barakat (2019) emphasised providing ongoing feedback and coaching to staff members on their cultural competency development. Also, the managers can offer constructive feedback and guidance on areas for improvement and recognise and reward employees who demonstrate cultural sensitivity and effectiveness in their interactions. Yang, Cheung and Li (2022) suggested encouraging individuals to share about their cultural experiences and perspectives with their colleagues and making cultural resources available for them such as courses, books, or videos. Finally, the managers should lead by example and demonstrate cultural competency in their interactions with staff and guests, setting a positive model to be followed.


Reflection

During the ten weeks placement at Premier Inn Newport, I had the opportunity to shadow the front desk managers and observe how they interacted with guests and their co-workers. To optimise this experience, I will be using Schön’s (1983) reflective model, which comprises two main components: “reflection in action” and “reflection on action”. The first category refers to the capacity of critically and adaptively thinking in the middle of a situation, constantly adjusting the approach based on ongoing observations and feedback. The second category involves reflecting on the experience outside of that specific context to identify lessons and areas for improvement.
I observed that the two managers have different ways of interacting with guests. The Malaysian manager seemed to be more open to discussions and had a cheerful attitude, always creating a pleasant atmosphere. The belief in showing deep respect through words and actions, being the most evident influence of his culture, was close to considering the guest somehow in a higher position. Therefore, the employees must do anything to please the visitors. He believed that a front desk worker should always display a positive attitude, regardless of his true feelings. Kim et al. (2012) emphasised the importance of developing emotional intelligence as a way of coping for employees exposed to intense emotional labour. Also, I believe that apart from his culture, some personality traits such as extraversion and agreeableness (Bello and Bello, 2021), and interpersonal skills (Luo, Ma and Li, 2021) enabled him to connect more easily with people. 	On the other hand, the British manager seemed to be more formal and keep the interactions with the customers at a minimum, but always open to assist when necessary. She was inclined to believe that hospitality meant doing the job at the best level possible, but not going the extra mile if not required. Also, I observed that she was more orientated towards administrative tasks and delegated customer-related chores to other employees, empowering them with more decision-making responsibilities and more opportunities to develop their talents. This approach reflects the short power distance and the motivation towards achievement which characterises the British culture. Moreover, Yeswa and Ombui (2019) mentioned these methods as examples of strategic talent management. 
After analysing how cultural roots influence the two hotel managers, I consider that I should apply the same approach in my case to find out how and in which measure my ethnic background influences me in the context of hospitality. Following the placement experience, my objective is to investigate my own cultural profile (Romanian) and examine my level of cultural competency. Comparing the findings with key interactions or tasks undertaken during the placement can provide me with any link between my national values and behaviour patterns (Yayla-Küllü et al., 2015). Thus, I can identify the areas that would match my national values and have a positive impact (e.g. planning on long-term and have a clear agenda) or areas that can restrain my performance and need some further attention (e.g. high-power distance dimension – can make me seek other managers insight in decision-making).
Undoubtedly, my professional development in the dynamic and fast-changing environment of hospitality requires future steps into cultures.  These will help me improve my performance and create a management style that harmonises more with current trends in the industry.
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