2 | Page





Contents

1.0	Introduction	……………………………………………………………	Page 2
2.0	Main Body 	……………………………………………………………	Page 3
2.1	Culture and Customs ………………………………………………….	Page 3
2.2	Global Project  …………………………………………………………	Page 3
2.3	Graphs ……..…………………………………………………………….	Page 4
2.4	Cultural Intelligence …………………………………………………….	Page 4
2.5	Cultural Sensitivity ………………………………………………………	Page 5
3.0	Conclusion ……………………………………………………………….	Page 6
4.0	Recommendations ………………………………………………………	Page 7
5.0	Appendix …………………………………………………………………	Page 8
6.0	References ………………………………………………………………	Page 10 
References ………………………………………………………………	Page 11

1.0	Introduction
Diversity Hotel & Spa in London, a 5-star UK-based hotel brand has recently expanded overseas. Currently employed as an Assistant General Manager a report has been prepared for the General Manager who is visiting one of the Germany-based hotels to train the hotel personnel on the chain’s operations, brand standards, and the running of the business before the grand opening.
The main focus of the report will be on any difference in intercultural competence and leadership which will differ from the UK, and also, acknowledge if there are any potential challenges for the General Manager. 
Using the GLOBE Project’s culture and leadership study, will help to analysis the country and focus on the relevant practices and values that will help the hotel in Italy to be successful. 
Cultural intelligence and sensitivity will also be essential for critical discussion for hotel personnel within the business context prior to opening the hotel in Germany.



2.0	Main Body
The hotel which is based in Germany is in a good location because of the diversity in diverse and culture. In terms of both politics and economy, the hotel is located in Germany, which is in the middle of Europe. With an 80 million strong population, Germany boasts the fifth largest economy in the world as well as the largest on the continent. Germans make up 91.5 percent of the population; the remainder is made up of Greek, Russian, Italian, Polish, and Serbo-Croatian people (Zimmermann, 2018).

2.1	Culture and Customs
· Germany customary greet people with a handshake, using title and surname
· They value punctuality. 
· Germans value privacy this seems they are reserved for outsiders, it's important to respect personal space and not to ask personal questions.
· Art and architecture in Germany are renowned for their rich history such as the Brandenburg Gate, the Berlin Wall, and the Neuschwanstein Castle (Sender, 2023).
· Women in the Black Forest still wear a costume known as a Tract on festival days
· Festivals celebrated are pre-Lenten, Thirty-Year’s War, Corpus Christi Day
· Traditional Germain cuisine, use of pork, beef, poultry, rabbit, freshwater and ocean fish. A variety of cheeses are used in dishes (Hamerow, Elkins, and Strauss, 2019).

2.2	Globe Project
To place a hotel in a location, it is important to analyse what's important for the country to attract visitors. Using The Globe program, this can identify the German Cultural society. GLOBE (Global Leadership and Organizational Behavior Effectiveness) is a research program founded by Robert House in 1991. The research program where investigators spanning the world examine the interrelationships between societal culture, societal effectiveness, and organizational leadership.
GLOBE defines culture as, shared motives, values, beliefs, identities, and interpretations or meanings of significant events that result from common experiences. This is measured through values and practices. Values are expressed of what it ‘should be’, and practices are ‘What is’. The cultural dimensions are constructed in 9 categories. These are performance, assertiveness, future orientation, Humane orientation, institutional collectivism, in-group collectivism, gender egalitarianism, power distance, and uncertainty avoidance (GLOBE, 2020).
Globe researchers have categorised countries into clusters of countries with similar cultural characteristics. This is to simplify and understand for international managers to attempt to manage hotels in different countries.
The GLOBE researchers took six leadership profiles into consideration to assess how the various clusters rate different types of leadership:
· Charismatic type: inspire and motivate others
· Team oriented: adopt a high-functioning team
· Participative type: leaders involve the staff in decision-making
· Humane oriented: leaders show compassion and generosity
· Autonomous: reflects independent and individualistic leadership
· Self-protective - Leaders exhibit self-importance and a face-saving strategy (Rice University, 2023).

2.3	Graphs
Comparing the culture and leadership visualization between England, and  East Germany they are quite similar in country practice score, range practices, country value score, range values, and average GLOBE score (see Appendix 1 and 2). This will not hinder any difference between running the hotel compared to England. Both country score falls fairly medium and relatively high on their score of cultural practices. Leadership visualization varies from slightly inhibits to contributes somewhat, which are similar graphs of both countries.

2.4	Cultural intelligence
In a workplace culture intelligence is a simple way to work effectively across cultures, this contributes to better communication and effective leadership through understanding and sensitivity. In hotels, all staff and management interact or work with from different backgrounds, so it is important to understand what motivates and drives people, in ways of how they act, why, and how they make decisions (Magazine, 2022). According to Hebert, we can determine fostering an inclusive and diverse workplace enhances global competence, and drives innovation. This drives brands to expand into new markets and attract diverse talents establishing connections with clients and partners worldwide (2023).

2.5	Cultural sensitivity
According to Lawanghare, there is a Platinum Rule of behavioural Intelligence. Rule is to treat others as they want to be treated not as your culture not as you are thinking. The main reason is to create harmony (2022).
According to the research, this can be determined motivational, cognitive, metacognitive, and behavioural components make up cultural intelligence (CQ), which can be developed through a range of training methods. CQ's role is to assist in resolving polarisation with those who live closest to us but hold differing opinions. People will learn from this to utilise differences as motivation and to lessen their obsession with being right. By keeping an open mind to diverse viewpoints, we might identify points of agreement and find answers to some of our own problems (Pogosyan, 2022).
One cognitive attribution bias is the halo effect, where you perceive a person as warm, which attributes a number of traits without knowledge that they are true (Perera, 2021).









3.0	Conclusion
To conclude the report, it's important to adapt to the culture that the country that the hotel is opening. Have or hire staff that know the culture of German which will acknowledge to adapt a UK-style Hotel. Train staff to be intellectual of cultural intelligence, also during festival seasons adapt themes during the time in the hotel to attract visitors in order to enjoy the UK lifestyle along as well as the German lifestyle. It’s also important to keep an eye out for using the GLOBE project to balance with the country's values and cultural practices.





4.0	Recommendations:
· Understand the country’s background
· Understand culture festivals
· Understand language
· Adapt German culture such as language, gestures, such as how you address visitors formal or informal
· Constant training available




5.0	Appendix 
Appendix 1
Germany
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England
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