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[bookmark: _Toc167282428]Executive summary 
The report focuses on the main cultural distinctions between France and England. The cuisine of France has become famous throughout the world; gastronomic dishes and pastries have brought French restaurants around the world to fame: croissants, baguettes, viennoiseries, and boeuf bourg. While the UK may not be a gourmet paradise, it does have several iconic English foods in its cuisine, such as fish and chips, scones, shepherd's pies, curries, and roast dinners. The researchers discuss and compare each country through GLOBE Projects' culture. The GLOBE Latin Europe cluster includes France, Italy, Spain, Portugal, Switzerland (a French-speaking country), and Israel. The Latin Europe cluster does well in performance orientation, in-group collectivism, future orientation, and compassionate orientation when it comes to societal values. 


Table of Contents
1	Executive summary	2
2	Introduction	4
3	Differences between England and France	4
4	GLOBE Project’s culture and leadership	4
5	Challenges of intercultural leadership in the hospitality industry	8
6	Conclusion	8
7	Recommendations	8
8	References	10



[bookmark: _Toc167282429]Introduction  
The report focuses on the main cultural distinctions between France and England. The research will continue to discuss and compare each country through GLOBE Projects' culture and leadership study. It will also critically examine the difficulties of intercultural leadership in the hospitality sector and offer specific instances of possible conflict when leading a multicultural workforce. Finally, the study highlights the differences in culture between France and England, investigates the difficulties of multicultural leadership in the hospitality industry, and offers workable strategies to help hotel management overcome these barriers.
[bookmark: _Toc167282430]Differences between England and France  
The UK and France are geographically close, but their cultures are quite different in many respects. There are a lot of cultural differences that can be noticed between France and England based on the eating habits of the people. The cuisine of France has become famous throughout the world; gastronomic dishes and pastries have brought French restaurants around the world to fame: croissants, baguettes, viennoiseries, and boeuf bourg (Stedman, 2016). While the UK may not be a gourmet paradise, it does have several iconic English foods in its cuisine, such as fish and chips, scones, shepherd's pies, curries, and roast dinners. In Addition, there are significant differences in French and British road laws (Lebreton et al., 2017). The primary distinction is that in France, people drive on the right side of the road with the steering wheel on the left, while in the UK, drivers drive on the left side of the road, with the steering wheel on the right. Further, In France, especially in Paris, People wear similar clothes since the city's residents are influenced by current fashion trends.  On the other hand, British people are often renowned for their individualism and inventive style. Everywhere, including the workplace, accepts this freedom of clothing (Lustyantie and Dewi, 2020). In France, such a luxury would be much less accepted. All students in British schools, however, are required to wear uniforms. 
[bookmark: _Toc167282431]GLOBE Project’s culture and leadership 
The GLOBE Anglo cluster consists of Australia, Canada (English-speaking), New Zealand, Ireland, England, South Africa (White sample), and the United States of America. In the field of societal cultural practices, the civilizations that make up this cluster have comparatively high-Performance Orientation scores (Global Project, 2024). The countries in this cluster recognise excellence and cherish competition. The cluster's well-known tendency towards individualistic behaviour is reflected in its poor performance on the cultural component of In-Group Collectivism when compared to other clusters. Institutional Collectivism performs better than the average of the other groups, notwithstanding its median score. This component demonstrates the importance of group cohesion and how resources are distributed more cooperatively in society (Global Project, 2024).
 
In the Anglo cluster, team-oriented, participative, and charismatic/value-based leadership are the three traits of outstanding leadership that are most strongly linked to it. Out of all the GLOBE clusters, the Anglo cluster has the highest Charismatic/Value-Based score. The fact that GLOBE supports charismatic leadership points to a driven, morally-driven leader who sets clear goals and realistic yet aspirational expectations (Global Project, 2024). It is noteworthy that the clusters reinforce the Participatory Leadership Dimension score that is close to the top of the rankings. 

[image: ]
Figure 1: England Cultural Practices (Source: Globe, 2020)
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Figure 2: England leadership scores (Source: Globe 2020)

The GLOBE Latin Europe cluster includes France, Italy, Spain, Portugal, Switzerland (a French-speaking country), and Israel. This cluster stands out for its average scores on most cultural practice categories, with the exception of high Power Distance and low Humane Orientation ratings (Global Project, 2024). The "power gap" refers to a community's acceptance and tolerance of authority, power imbalances, status privileges, and social injustice. Individuals in these cultures do not expect rewards for being kind and kind to others, nor do they expect authority to be distributed properly. 
The Latin Europe cluster does well in performance orientation, in-group collectivism, future orientation, and compassionate orientation when it comes to societal values. They want more humaneness, more gender equality, and notable advancements in performance and direction for the future. Contrary to cultural conventions, they would desire significant reductions in rank distinction, power imbalances, and stratification, as seen by their extremely low Power Distance scores. Within this cluster, charismatic/value-based leadership and team-oriented/participative leadership are thought to contribute the most to outstanding leadership (Global Project, 2024). However, these results are rather constant over all clusters. It is advised that charismatic qualities include decisiveness, integrity, a focus on exceptional performance, and a practical vision. 
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Figure 3: France's cultural practices and Values (Source: Globe 2020a)
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Figure 4: France Leadership Scores (Source: Globe 2020a)
[bookmark: _Toc167282432]Challenges of intercultural leadership in the hospitality industry 
The "human capital industry," which includes the hotel sector, depends heavily on its workforce to deliver top-notch customer service (Burkiewicz and Knap-Stefaniuk, 2022). However, since the industry is global and consumption is growing more intercultural, workers face challenges in communicating with people from different cultural backgrounds. When guests from different social and cultural backgrounds are brought together at a hotel, there is a greater chance of miscommunication and misunderstandings, particularly when those guests have different expectations. Moreover, the hospitality industry is diverse around the world, and companies may face challenges to remain competitive (Liu et al., 2022). Likewise, employers should consider their employees as valuable assets with their own ambitions, dreams, and goals. Large hospitality organisations value cultural variety and recognise the uniqueness of their global staff. They understand that human resources are distinct from other resources and are acutely aware of the heterogeneity within the organisation. IHG, Marriott International, and Ritz-Carlton are among the companies that recognise the importance of creating a workplace climate that promotes diversity, improves the quality of life, and assists employees in achieving their goals. Also, Marriott International exhibits its commitment to diversity and inclusion by encouraging diverse employees to be hired, promoted, and retained (Ineta, 2023). In order to maintain their place in the global market, hospitality companies must accept cultural diversity. 
[bookmark: _Toc167282433]Conclusion 
In conclusion, managing a diverse workforce and providing exceptional service that enriches the cultural experience of a wide range of visitors require a solid understanding of cultural distinctions as well as an awareness of and respect for ethnic diversity. The level of the service experience may be substantially improved when hotel services interact with the cultures of its customers and are presented in a suitable manner. However, hospitality companies must admit that careful service adaptation is necessary to satisfy the distinct needs of clients from a variety of cultural backgrounds. 
[bookmark: _Toc167282434]Recommendations  
It is recommended that cross-cultural interactions should be interpreted in the hospitality industry as presenting difficulties for both business and education. Study plans that are well-thought-out should provide students with real-world opportunities to learn about various cultures and their distinctive traits. As well as this will improve their language and communication abilities and their capacity to operate in a multicultural environment (Koc, 2020). Particularly, it is recommended that hotels adopt a variety of cultural contexts that can have a big impact on how intercultural competence, which is necessary for their careers, develops. Regard and respect for ethnic diversity, as well as a deep understanding of cultural distinctions, are necessary to manage a varied staff efficiently and deliver excellent service to a wide range of clients, thereby enriching their cultural experience. On the other hand, businesses in the hospitality industry should acknowledge that throughout service interactions, the demands of customers of different ethnic backgrounds must be appropriately satisfied. The service experience can be greatly enhanced when hotel services are provided in a way that respects the cultures of its patrons. This kind of culture-focused approach could offer you a competitive edge. Additionally, actively recognising and honouring a wide range of cultural customs and holidays fosters an inclusive atmosphere where all guests and employees are made to feel valued and at home. Likewise, embracing diversity is essential for the hotel's operations and for its success as a worldwide company.
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