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“In the Hospitality industry the true measure of company’s success lies in organisation’s ability to continuously satisfy customers to gain a competitive edge by acknowledging and managing customers of different cultural backgrounds” (Kandampully, 2001). International hotel chains with global coverage have both international staff and visitors. There has been a major development in this area, as most hoteliers have recognised the need to have multilingual staff that can understand and deal promptly with the guests’ needs and front of the house staff (reception, bar, restaurant) are the ones that make a difference in the guests’ experience. Cultural awareness or intelligence (CQ) represents a person’s capacity to understand, adapt to and interact in different cultural contexts (Early, 2002). It is a very complex dimension which includes cognitive, metacognitive, motivational and behavioral intelligence through which an individual will consciously identify, analyse and learn cultural norms and knowledge of people from other cultures they interact with.
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China is a complicated market for the European tourism, due to cultural and political differences. In order to attract Chinese tourists, hotels will have to research and learn about their habits, choices and preferences. Having a clear image of these aspects and adapting to the expectations and needs of Chinese tourists will be essential. UK is among the top ten preferences for Chinese visitors. According to Visit Britain, Chinese tourists associate UK with contemporary art, museums, opera, but also shopping and beautiful natural landscape. 
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Tourism is an international exchange of people. Majority of hotels and restaurants have multicultural staff and international guests. Adapting to multicultural environments requires a certain level of education and speaking a foreign language, which means a skilled workforce. In such multicultural environments, people are different from each other because of their beliefs, religion, personality and they are prejudiced, which can cause conflicts. A misunderstanding between staff members could be easily resolved, but it could cause a lot of damage if staff do not know how to behave with guests from different cultures and don’t respect their traditions. Because of these differences, cultural intelligence is a key concept in the tourism industry. It is very important for a hotel to have staff with a high level of cultural intelligence as they are aware of the differences and are able to adapt their behaviour according to that culture, in order to improve guest experience. Employees who do not have knowledge about other cultures could find it difficult to express themselves when dealing with foreign guests or might not understand their requests and that could lead to a negative guest experience. It is considered that employees who have a high level of cultural intelligence have strong communication skills and deliver high quality service. In international hotels it is essential to provide staff with training on the preferences of tourists from other cultures and how to use this knowledge to provide the best service.
China and UK have very different scores on Hofstede’s country comparison tool. 
For Power distance, China scores high (80) meaning individuals accept the inequalities between us. The UK scores low (35), which mean British think people are equal and should be treated as such. 
Individualism means a society prioritising autonomy and independence of individual over collective interests. UK advocates independence and individualism (89) while China (20) promotes group interests.
Masculinity refers to how competitive and success driven a society is. Both China and UK score 66 which means individuals are highly competitive and want to achieve success.
Uncertainty avoidance represents a nation’s tolerance to ambiguity and risk taking. Both countries (30 – 35) seem comfortable with ambiguity, not knowing what tomorrow will bring.
Long term orientation describes how societies keep links with their past and deal with present and future challenges. China scores high (84) being considered a pragmatic society that adapts easily to changing conditions. UK has an intermediate score (51), having no dominant preference.

Indulgence refers to how people control their desires and impulses, according to their upbringing. China is a Restrained country (24) where people do not indulge while UK is an indulgent country (69) where people like to have fun, enjoy life and spend money on what they want. 
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Using this information, UK hotel staff would learn to better adjust their behaviour when dealing with Chinese tourists in order to ensure guest satisfaction. Staff should have regular training sessions on ways to behave with foreign tourists and given highlights of major cultural differences. Hofstede’s country comparison provides valuable insight that can be used by hotel staff in relation to Chinese guests to improve guest experience and exceed expectations. 
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	Do’s
	Don’t

	Try to learn a few words in Chinese to welcome guests and always smile.
	Avoid strong handshake and body contact with Chinese guests.

	Include Chinese TV programmes, have signage and little notes in Mandarin.
	Do not overreact if Chinese guests treat you as inferior: hotel and restaurant staff are considered servants in their culture.

	Greet Chinese guests with a nod or soft handshake, address first the more senior guests.
	Do not assign a Chinese guest to a room or a floor containing number 4 as it is considered bad luck.

	Speak slowly and be ready to repeat information as not all Chinese speak English.
	Do not turn your back on a Chinese guest as it is considered offensive.

	Compile a list of recommended Chinese restaurants and attractions that other previous guests have enjoyed.
	Do not raise your voice or lose your temper with a Chinese guest.

	Chinese like punctuality; be on time for a meeting or if they want something delivered at a certain hour.
	Never write in red ink a note to hand out to a Chinese guest (Names of criminals were written in red in the old days).

	Give and receive things with two hands.
	Do not engage in political and social topics regarding the Chinese regime as they are sensitive subjects.

	When dealing with a complaint from Chinese guests be diplomatic and avoid confrontation.
	Never point with your index finger, Chinese point with open hands
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