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Abstract

In a professional and business-social context such as that of global hotel brands in the
United Kingdom, intercultural communication, contacts and relationships are found at the
heart of daily operations and of customer service. A large part of the clientele base of
hotels in the United Kingdom is formed by individuals who belong to different cultural
groups that travel in the country either for leisure or business. At the same time, the global
workforce which is recruited in the hotel industry in the United Kingdom is a reality here
to stay. Global travelling and labor work mobility are phenomena which have been
generated by changes which occur on a socio-economic, cultural and political level due to
the phenomenon of globalization. The hotel industry is therefore well acquainted with the
essence of different cultures either to be accommodated within hotel premises, as in the
case of external customers, or of diversity management where different cultures are

recruited in the hotel industry, as in the case of internal customers.

This thesis derives from research conducted on eight different global hotel brands in the
United Kingdom in particular, with reference to three, four and five star categories. The
research aimed to answer the question of how hotels are organized in order to address
issues of intercultural communication during customer service and if intercultural barriers
arise during the intercultural interaction of hotel staff and global customers. So as to
understand how global hotel brands operate the research carried out focused in three main
areas relating to each hotel: organizational culture, customer service—customer care and
intercultural issues. The study utilized qualitative interviews with hotel management staff
and non-management staff from different cultural backgrounds, public space observations
between customers and staff during check-in and checkout in the reception area and during
dining at the café-bar and restaurant. Thematic analysis was also applied to the official web
page of each hotel and to job advertisements to enhance the findings from the interviews
and the observations. For the process of analysis of the data interpretive (hermeneutic)

phenomenology of Martin Heidegger has been applied.

Generally, it was found that hotel staff quite often feel perplexed by how to deal with and
how to overcome, for instance, language barriers and religious issues and how to interpret

non verbal behaviors or matters on food culture relating to the intercultural aspect of



customer service. In addition, it was interesting to find that attention to excellent customer
service on the part of hotel staff is a top organizational value and customer care is a
priority. Despite that, the participating hotel brands appear to have not yet, realized how
intercultural barriers can affect the daily operation of the hotel, the job performance and
the psychology of hotel staff. Employees indicated that they were keen to receive diversity
training, provided by their organizations, so as to learn about different cultural needs and
expand their intercultural skills. The notion of diversity training in global hotel brands is
based on the sense that one of the multiple aims of diversity management as a practice and
policy in the workplace of hotels is the better understanding of intercultural differences.
Therefore global hotel brands can consider diversity training as a practice which will
benefit their hotel staff and clientele base at the same time. This can have a distinctive
organizational advantage for organizational affairs in the hotel industry, with potential to
influence the effectiveness and performance of hotels.
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Chapter 1: Introduction

1.1 Rationale and significance of the study

‘With rapid increase in international travel and migration in recent years, there is a rise in
the number and importance of intercultural service encounters, which involve interactions
between customers and employees from different cultures’ (Teng, 2011, Etgar and Fuchs,
2011, Wang and Mattila, 2010). ‘Intercultural service encounters (ICSEs) involve
customers and service employees from different cultures’ (Stauss and Mang, 1999). In
particular, hotels as working environments are distinguished by their cultural multiplicity,
which can take variable forms. The presence of intercultural communication in the hotel
industry in the United Kingdom has been intensified in two ways: as a result of the influx
of a diversified workforce and global customers into the country. Thus, intercultural
communication forms a significant part of the daily routine of employees during customer
service. ‘Despite such increasing importance of intercultural service encounters, prior
research mostly explores the influence of customer perceptions and reactions’ (Liu, Furrer
and Sudharshan 2001, Zhang, Beatty and Walsh, 2008) ‘but generally ignores the impact
of cultural differences on the interaction between customers and employees from diverse
cultural backgrounds’. ‘A few studies have investigated intercultural service encounters
from the employees’ perspective; for example, the role of intercultural sensitivity of
service employees’ (Sizoo, 2006, Sizoo et al., 2005) ‘and emotional stress and coping

strategies used by them in intercultural service encounters’ (Wang and Mattila, 2010).

‘However, generally they do not incorporate the employees’ perspective’ (Mattila, 1999b,
Mattila, 1999a) ‘and thus provide only a limited view of socio-psychological process
underlying intercultural service encounters’. This thesis aims to fill the gap as to which are
the particular intercultural challenges that hotel staff encounters and how hotel staff feel
about it. It is clearly explored then the hotel’s staff perspective in the study and the
normative standards that a job in the hotel industry may involve from an intercultural
perspective. It is expected that, in the 21% century, members of staff who come into contact
with a great number of customers from all over the world should possess those skills and

attitudes which signify global and intercultural awareness. This is largely because, when
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people from different cultural groups interact together, cross-cultural differences may exist
because of differences in values, beliefs, spoken language, non verbal communication,
dietary habits, religious issues and cultural assumptions, meaning that intercultural
interaction can be either smooth or problematic. ‘Researchers have begun to pay more
attention to culture’s influence on the service encounter’ (Furrer, Liu and Sudharshan,

2000).

The hotel industry is facing increased multicultural diversity in terms of
ownership, work force, and tourists staying in hotel properties. This diversity
will necessitate many changes in the hotel industry, including changes in the
education of future managers in the hotel industry, and in training given to
employees (Gamio and Sneed, 1992, p. 13). Global expansion of hospitality
operations has increasingly become a strategic development for many firms.
The rapid global development has created a demand from the hospitality
industry for competent and qualified global managers (Chon and Yu, 2012, p.
364).

This thesis derives from research conducted on eight different global hotel brands in the
United Kingdom (across Glasgow, Edinburgh, Aberdeen and Manchester) in particular,
with reference to three, four and five star categories. In total, twelve hotels participated in
the study. Global hotel brands were purposively chosen because they expand their
commercial activities all over the world. They therefore have the appropriate means and
power to infuse in their organizational philosophy practices and policies which take into
account external changes which occur on a socio-economic, cultural and political level. A
culturally diversified workforce and global customers are outcomes of economic
globalization. At the same time, as the internal environment of hotels faces changes from
the external one, changes need to occur in the recruitment of hotel staff simply because
global customers and their needs are part of these changes. ‘Many researchers now argue
that communication between persons of different cultures or intercultural communication
is imperative for successful performance in the contemporary business world’ (Chaney and
Martin, 2007; French, 2007; Stone, 2006; Ferraro, 2005; Guirdham, 1999, in Gannon, 2008,
p. 8). Within the normative character of this study it is highlighted the need for further
professional training aiming at the expansion of hotel’s staff intercultural skills. According
to Mariger and Miller (1999), ‘in the environment of contemporary global business, the
majority of tourism business requires human resources to be educated’ (in Valachis, 2003,
p. 2). Moreover, Partlow and Gregorie (1994) ‘argue that due to the complexity of the

tourism industry in relation to continuous tourism management needs, it is imperative that
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industry executives develop their knowledge skills’ (in Valachis, 2003, p. 2). ‘The
development of value-adding skills of human resources contributes to the success of the

tourism or hospitality business’ (Baum, 1995).

1.2 The conceptualization of culture for the purposes of the thesis

In order to understand the essence of culture and how it can affect situations and
phenomena which occur in a social and organizational setting, it is necessary to define how
culture is considered throughout the thesis. It can be argued that culture is perceived as a
non static and developing situation which has the potential to influence and interact with
socio-economic and political phenomena, therefore the working environment of hotels
does not remain unaffected due to the high amount of global labor which is recruited and

due to the influx of global customers.

Many hospitality organizations find it challenging to cater to global travelers
with various cultural backgrounds. In particular, the cultural nuances in
language, customs, and norms imply different rules and expectations related
to customer-provider interactions (Chen, Cheung and Law, 2012; Heo,
Jogaratnam and Buchanan, 2004; Stauss and Mang, 1999; Mattila, 2000).
Such differences often result in discomfort felt by both parties in the dyadic
interaction (Sharma, Tam and Kim, 2009; 2012).

My understanding of culture is based on the evaluation of culture as perceived by
Friedman (1994) and Clifford (1988):

‘Culture... consists in transforming difference into essence. Culture...
generates an essentialization of the world’... (Friedman, 1994, pp. 206-207)
or, as Clifford, (1998, p. 235) assert, ‘a powerful structure of feeling continues
to see culture, wherever it is found, as a coherent body that lives and dies... It
changes and develops like a living organism’.

The concept of culture arguably exists in the socio-economic and political phenomena
because culture and society, although regarded as two separate units, are closely
interrelated. As culture is an influential means, it is found not only in people’s lives within
the social context but also in the organizational context meaning their professional life.
Within the organizational context there is a need to examine culture not as a
biological/physical characteristic but as an intrinsic value and equal quality which exists in

all different ethnic groups. Fostering cultural diversity in the hotel working environment is
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largely connected with possible organizational changes in terms of policies and practices
that apply to the embracement of diversity. From there and onwards, organizations need to
consider how diversity management an extension of cultural diversity is used in a
productive way, based on the principle that employees are offered the opportunity in their
work environment to utilize their talents and abilities at maximum. It is undeniable that the
world is becoming heterogenized. Society is becoming even more unstable, unpredictable
and changeable and this is why organizations change and require organizational changes.
There is, then, a need on the part of global hotels to work on the idea of culture as a
concrete value and progressive mechanism which brings balance between the internal
environment of the organization and the external environment, meaning the changes which

occur in society.

Prior research shows that customers from different cultures have significantly
different attitudes toward service employees and expectations from them, and
this affects the ways they interact with service employees and evaluate service
performance (Mattila, 1999; Raajpoot 2004; Stauss and Mang, 1999). On the
other hand, many culturally diverse customers perceive discrimination
inherent in some service employees’ behavior, leading to perceptions of
inequitable service and lower satisfaction levels (Barker and Hartel 2004).
Others argue that some ethnic customers are less experienced and have
communication difficulties, prompting them to blame the service employee
for poor service (Bendapudi and Berry, 1997).

From the one side it is seen that customers due to different values, norms and behaviors
that they hold can be liable for a successful or disappointing ICSE, and from the other side
service staff can be responsible in the case that their intercultural communication skills are
not good enough so as to create these impressions to global customers. Therefore, in light
of the above, culture is understood throughout this thesis as the clash of different languages,
behaviors, beliefs and practices of external customers from different cultural groups
accommodating themselves in the hotel industry in the United Kingdom between hotel
staff.

1.3 Research questions

The study was designed so as to answer the three following research questions:

= Do intercultural issues matter during customer service?
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= Which are the intercultural challenges that hotel staff face during customer service?

=  To what extent are hotel staff characterized for intercultural skills?

1.4 Research design

The research was designed in such a way so as to answer clearly the above research
questions through the appropriate research methods.

Semi-structured interviews: The structure of each interview was divided in three different
parts. The first part investigated the organizational culture of each hotel brand i.e. their
values, the vision, mission and the different nationalities of internal and external customers.
Furthermore it was investigated how the participating hotel brands cooperate with travel
agencies and hotel operators. The second part focused on the essence of customer service
and customer care, skills and attitudes that hotel staff should include in their behavior
during customer service, their grooming standards and appearance. The third and last part
of each interview looked at intercultural issues and communication. It examined the
knowledge of international languages of employees, how they respond to intercultural
barriers that may arise in an intercultural interaction, how they interpret non-verbal cues
and how motivated they are to expand their knowledge on intercultural issues which would
benefit them to understand better the cultural references of their customers. In addition to
this, the interviews explored whether or not hotels prepare and encourage their employees
through relevant opportunities to expand their intercultural knowledge, skills and enhance

their intercultural awareness.

Public space observations: The aim of public space observations was bilateral: to identify
to what extent hotel’s staff actions and claims in the interviews correspond, and also to
discover if there was any presence of intercultural elements either on the interactions of
hotel staff with global customers, on the items and on the space of each hotel. Public space
observations were carried out in the premises of hotels in the areas of reception, café-bar

and restaurant.
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Thematic analysis: Thematic analysis was applied on the official website of each hotel
brand and on job advertisements so as to detect any element which insinuate intercultural

skills on the part of hotel staff and the importance of intercultural communication.

1.5 Overview of the thesis

In this section, an account will be given as to how the thesis has been structured and
organized and what each chapter includes. Chapters 2, 3, 4 and 5 comprise the theoretical
background and the relevant literature review, upon which the study is based. These three
chapters lay out what will be challenged and contradicted in the chapters to follow.
Chapter 2 provides an anthropological overview of the essence of culture, using theories
which derive from social and cultural anthropology. ‘Social anthropologists concentrate on
social relations such as family, kinship, political organization, economic organization,
religion, law and social control — in short what is called social structure’ (Dash, 2004, p. 5).
On the other hand, ‘cultural anthropology is concerned with the scientific study of all
aspects of the world’s culture. It studies human behavior that is learned, shared and typical
of a particular human group, known as culture’ (Dash, 2004, p. 4). The socio-cultural
system approach to culture and the different schools of thought which relate to it are
presented, as well as the ideational system approach to culture as an opposition to the
above theories. Within this context of socio-cultural theories, the opportunity is given to
interrelate their presence in an organizational setting and identify what their existence

could possibly mean for organizational issues.

Chapter 3 examines the socio-economic, cultural and political phenomena of globalization,
interculturalism and multiculturalism and asserts that their presence cannot leave
unaffected the work environment of the global hotel industry in the United Kingdom.
‘Globalization and aggressive foreign direct investment, combined with domestic
restructuring, have dramatically changed the workforce of many companies’ (Zakaria,
2000, p. 493). The chapter explores how globalization is becoming involved in the
organizational affairs of the hotel industry and also looks at relevant theories.
Multiculturalism and interculturalism are also discussed within the context of globalization

and in isolation as self-defined topics, where some principal qualities of these two
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phenomena are considered. Notably, it is pointed out that, from a multicultural era, it is
about time to initiate a conversation about an intercultural era. The chapter therefore
considers how the United Kingdom perceives the essence of interculturalism via the Home
Office and how the European Commission reflects on it as well. In this frame of reference
it is analyzed whether or not interculturalism has been successfully integrated on a social

level and consequently on an individual citizen’s level.

In chapter 4, attention is drawn to hospitality and the theoretical framework is supplied
around it, which shows that, still, there is no explicit image of the purposes that the
hospitality industry serves. This characteristic of hospitality makes it complex to
understand the structure and motives of hospitality, possibly resulting in the inefficiency of
the sector in dealing with contemporary issues and recognizing the need to respond to
socio-economic and cultural changes. Consequently, the daily operation of hotels at the
service encounter is affected. The essence of customer service and the anticipated behavior
of hotel staff at the service encounter are also described. Role theory and the appropriate
display of emotions on the part of hotel staff is analyzed in relation to intercultural service
encounters. The purposes that emotional labor serves and what a job in hospitality entails

are outlined.

In chapter 5 relevant cross-cultural studies on intercultural communication are presented as
well as key intercultural representatives. Their contribution is analyzed alongside some
central points of their theories and studies, pointing out their strengths and weaknesses.
Discussion follows on intercultural communication competence and it is proposed that
intercultural communication competence and linguistic competency could be regarded as

part of the global skills that hotel staff should possess.

Having considered the literature review in the previous chapters and its contribution to
contemporary and relevant issues related to culture, globalization, multiculturalism,
intercultural communication, competence, hospitality and their relationships to the hotel
industry, we move from the theoretical content of the chapters to applied content. Chapter
6 is very critical and fundamental as it presents the methodology of the study. For the
purposes of this study, qualitative research methods have been used: qualitative/semi-
structured interviews, public space observations and thematic analysis and interpretive

(hermeneutic) phenomenology — has been applied. | then explain and analyze why these
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qualitative methods and methodology are the most suitable for this kind of study. In
addition to the conceptual information which this chapter supplies, the design of the study,
the obstacles, the ethical issues and the personality of the researcher are discussed to
explore the practical side of the research. Relating to the practical side of the research, I
explain how | analyzed my data step by step so as to provide an accurate image of my
actions. Relevant tables are supplied which show how | worked on my material. Based on
the very detailed and descriptive work that I conducted with my data, chapters 7, 8 and 9

present the results of the study.

In chapter 7, the intercultural characteristics of the hotel industry are presented, which
verifies that intercultural elements are more than well established in internal affairs,
internal customers of hotels and external customers. Relevant quotes from qualitative
interviews, segments from public space observations and thematic analysis follow. It is
explained that the presence of a culturally diversified workforce in recruitment has
facilitated the daily operation of hotel activities and the specific purposes that their
employment serves at the service encounter and in workplace—business affairs which
enhance the competitiveness of each hotel group. The notion of diversity management, its
origin and purposes are also analyzed. The legal and economic rationale are discussed,
including the principles and aims upon which each rationale is based. How diversity
management in the hotel industry is underpinned is examined and the extent to which there
is equal involvement in the decision making and organizational practices and policies of
both rationales. Invisible diversity on different cultural groups of customers are analyzed in
conjunction with their particular intercultural needs. The different roles that non verbal
communication plays to overcome intercultural barriers and achieve understanding
between hotel staff and global customers are discussed and it is suggested that intercultural
difficulties do exist and customer service can become challenging, not always achieving
the professionalism and excellence in customer service that the hotel sector strives for,
according to the statements of hotel staff. Food culture and the different cultural needs of
global customers are also considered. The need for diversity training and language support
is highlighted on the part of hotel staff as an attempt to enhance their intercultural

understanding, knowledge and awareness.

Chapter 8 considers the role of international languages in customer service, clarifying this

through appropriate segments of qualitative interviews and thematic analysis. The
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prominent presence of customers from different cultural groups in the hotel industry and
the difficulties that intercultural interaction may entail because of language barriers are
analyzed. The presence of monolingual and multilingual hotel staff and the need for
language support on the part of hotel staff has already been discussed in chapter 7. Here,
the significant contribution of diversified workforce with their intercultural skills is
underlined. However, in this chapter, particular attention is attached to how different hotel
brands contradict themselves on international language issues and the necessity of
knowledge of international languages on the part of hotel staff is highlighted. In addition, it
Is elaborated how the incorporation of international languages in the hotel industry in terms
of training and development is regarded as fundamental, not only because it will facilitate
intercultural interaction between hotel staff and global customers but also because it will

boost the global competitiveness of each hotel brand.

Chapter 9 outlines the commercial activities of the hotel industry and relevant material
from qualitative interviews, public space observations and thematic analysis are presented
in support of this. The business relations that hotel brands establish with third parties such
as online travel agencies and tour operators are also described, showing that hotels as
business organizations make use of different sources to achieve maximum financial profit.
The use of social media is also depicted as aiming for the maintenance of a positive image
of each hotel brand in the industry and also at customer satisfaction and customer retention.
The importance of customer service and customer care, which hotel staff hold as a top
organizational value, is stressed and, within this context, each hotel brand forms a desirable
customer service demeanor and skills that hotel staff should possess. The different kinds
of customer service values that hotel staff should display at the service encounter to create
a positive customer service experience are portrayed and, in this framework, the aesthetic
values which can be found in hotel staff’s demeanor and in interior design are further
investigated. ‘The emergence of aesthetic skills reflects the growing importance of
aesthetic labour in interactive services. That is employers’ increasing desire that employees
should have the “right” appearance in that they “look good” and “sound right” in the
service encounter in retail and hospitality’ (Nickson, Warhurst and Dutton, 2005, p. 195).
The importance of and attention to grooming standards is described and the impact of

culture on emotional representations.
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Finally, chapter 10 presents the conclusion, where the contribution of the study is
considered. It is emphasized that hotels include all these characteristics and criteria to be
classified as multicultural and learning organizations. Within this framework it is presented
which possible features and skills of management and non management hotel staff are
required and how this could contribute to the broader intercultural skills that hotel staff
could be accomplished in. Suggestions for future research and limitations of the study are

also discussed.
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Chapter 2: Theorizing about culture under an anthropological and socio-

cultural context

2.1 Introduction

The concept of culture incorporates a long history in humanity, passing a variety of stages
by formulating and establishing its existence through a series of events, actions and
theories. A great number of theorists, mainly anthropologists, sociologists, philosophers
and psychologists, have attempted to define culture under diverse conditions, eras and
contexts and this has led to a plethora of definitions and understandings of what may
synthesize culture. ‘Even if one wanted to, it would be impossible to trash the culture
concept because it is so deeply rooted in the history of ideas and in the discipline of
anthropology’ (Moore, 1997, p. 373). Even though anthropology and sociology are
categorized as two different disciplines, there are common features between them.
‘Anthropologists and sociologists are both interested in the issues of gender, ethnicity,
social class, and popular or mass culture in the modern world and other social issues’
(Kottak, 2000, p. 13). Inkeles (1964, p. 54) has indicated that ‘sociology may take society
as a unit of analysis and discover how the institutions that compose it are related to one
another’. This can be very useful for the examination of culture in interrelationship to
socio-economic, cultural and political phenomena which are examined across the thesis,
such as: intercultural communication, globalization, cultural diversity, diversity
management and diversity training in global hotel brands. Different anthropological
theories on culture would be portrayed and analyzed and this also supports my argument

that culture is a complex and multidimensional concept.

However, a one sided approach to culture will not be attempted as to which specific
anthropological theory best describes the notion and purposes of it. A number of traditional
anthropological theorists will be represented, such as those of Edward Tylor (1958), who
defined culture in a broad sense, Franz Boas (1966), who underlined the interactive
relationship between culture and the individual and Alfred Kroeber (1952), who discussed

the role of patterns and systems involved in the production of culture. In addition, the

23



arguments of Talcott Parsons and Alfred Kroeber (1958) about the separation of cultural
and social systems are explored. Theories which consider culture as a socio-cultural or
ideational system are also reviewed. Under the framework of a socio-cultural system,
culture is viewed as an integrated whole to society. On the other hand, in an ideational
system, culture is separated from society, meaning that cultural and social systems are
separate but interconnected. Within the body of socio-cultural theories, the theory of
functionalism and structural functionalism is described with particular reference to the
theories of Bronislaw Malinowski and Alfred Radcliffe-Brown. Malinowski (1944)
elaborated on the functional character of culture and how culture is the basic means
through which the biological needs of human beings can be satisfied. Radcliffe-Brown
(1952) acknowledged the social and interactive character of culture within the social
structure. Moreover, the appropriateness and relevance of these two theories in an
organizational setting are investigated so as to understand the possible socio-cultural

practices which can exist in an organization.

Under the framework of an ideational system, the positions of the cognitive school of
culture are investigated. Goodenough (1957) underlined the normative character of culture,
including what it is acceptable and what is not, which consequently facilitates the inclusion
of an individual to the social setting to which she or he belongs. The structuralist school of
culture by Lévi-Strauss (1963) defends the unconscious and symbolic character of social
phenomena. After this, it follows the symbolic school of culture by Clifford Geertz (1973),
who points out the interpretive character of culture and the attributes that culture is
transmitted and communicated from individual to individual through symbols. Again, the
suitability of the above theories within the organizational and managerial setting is

explored and compared.

2.2 An anthropological insight into culture

‘An early definition of culture was ascribed to Edward Tylor, considered the founding
father of British anthropology’ (Moore, 1997, p. 17). ‘Culture or Civilization, taken in its
wide ethnographic sense, is that complex whole which includes knowledge, belief, art,

morals, law, custom and any other capabilities and habits acquired by man, as a member of
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society’ (Tylor, 1958, p. 1). Tylor defines culture quite broadly as a good which entails
social elements and values which find their expression in society and underlines that the
intellectual components of culture can potentially be adopted by human beings. However,
Tylor does not recognize culture as an idea and good is not accepted passively by people.
In particular, he suggested that ‘the processes of culture are similar for all people,
regardless of where or when they lived, because human minds are similar’ (Tylor, 1958, p.
159). It is true that culture has a very broad and varied nature as it can be found in
personal/interpersonal relationships, in lifestyle, in marriage, in religion, in education, in

employment, in dressing code, in ways of thinking and so on.

I would disagree, though, with Tylor’s statement that the processes of culture and human
minds are similar. ‘Being a social system, every culture has its distinctive structure and
mechanism’ (Bunge, 1999, p. 219). As culture is learned, shared and acquired by a variety
of social systems such as family, school, church and other social formal institutions, it is
quite distinctive for every society. At the same time, not all human minds are alike because
people’s experiences, lifestyles and upbringings differ. It should also be noted that not all
human minds are healthy so we cannot generalize about the human conditions of each
individual, let alone generalize about culture. According to Matsumoto and Juang (2008, p.
385), ‘culture exerts considerable influence in the social arena. However, we have all
learned particular ways of behaving, perceiving and working based on our own cultural
upbringings and milieus’. Tylor’s definition implies the social character of culture: as
culture is developed through social interaction, it is shared, learned and can be acquired.
Human beings as citizens and social subjects have the power and capacities to form the
structure of society and its constitutions and give shape to them based on their cultural

influences; this is what makes each culture distinguishable in comparison to other cultures.

Another anthropological perspective on culture, highlighting its integrative character, has
been given by Franz Boas (1966). ‘Anthropology’s primary task was to provide a
penetrating analysis of a unique culture describing its form, the dynamic reactions of the
individual to the culture and of the culture to the individual’ (Boas, 1966, pp. 310-311).
Boas identifies the interactive relationship of culture with the individual and vice versa. He
outlines the universality of laws which synthesize the existence of culture. ‘The frequent
occurrence of similar phenomena in cultural areas that have no historical contract... shows

that the human mind develops everywhere according to the same laws’ (Boas, 1966, p.
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637). By outlining the universality of laws, Boas is in the same line as Tylor’s perspective
on culture; that the stages of formation of culture are the same for all cultures and for all

people.

As argued by Tashakkori and Teddlie (2010, p. 84), cultural relativism was popularized by
Franz Boas (1858-1942). In broad terms, cultural relativism entails egalitarian principles,
which helps us to investigate each culture under the same conditions and standards, stating
that all cultures are equal. ‘Cultural relativism refers to the differences in peoples as the
results of historical, social and geographic conditions and that all populations have
complete and equally developed cultures’ (Jandt, 2007, p. 427). Boas applied a more
holistic approach towards culture and, arguably, his positions offer more chances for
interpretation and synthesis of contemporary phenomena. For instance, phenomena such as
cultural diversity, discrimination and labor mobility, which are directly affected by current
socio-economic and political situations such as globalization and capitalism, can be
understood better when infused and examined with the appropriate cultural-social
knowledge. Knowledge is a social and historical product which flows in society in diverse
forms through systems, ideologies, paradigms and theories. By the adoption of universal
theories which promote unbiased principles and attitudes such as those of cultural

relativism, the possibilities of creating liberal and fair societies are higher.

Boas separated culture from race; this aspect signifies that culture is not biologically
acquired. On the other hand, race has a biological/genetic character. Johnson (1982, p. 5)
has remarked for Boas that ‘he has established what anthropologists now regard as
commonplace: that culture cannot be equated to or directly derived from race and nor can
it be judged on an ethnocentric yardstick’. Any kind of differences between different
cultural groups should not be justified by racial differences as different ethnic groups may
share the same aspects of culture, such as cultural practices and cultural values which do
not originally derive from the same culture because people belong to different ethnic
groups. A cultural relativist approach can be applied when examining matters related to
race, especially in a working environment. Such an approach can contribute to the
management of diversity and of equal opportunities in such a way that both the needs of
employees on a professional and personal level and the needs of the organization are met
effectively; meaning that both parties are satisfied that they will be treated with respect and

fairness on issues related to work matters.
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Another insight into culture derives from Kroeber, who outlined the components and
prototypes of culture. ‘Patterns are those arrangements or systems of internal relationship
which give to any culture its coherence or plan, and keep it from being a mere
accumulation of random bits’ (Kroeber, 1948, p. 131). He explains that ‘these patterns...
or configurations or Gestalts are what seem to me to be most productive to distinguish or
formulate in culture’ (Kroeber, 1952, p. 5). For Kroeber, specific patterns give form and
shape to culture. These kinds of patterns have to be constructive, beneficial and able to
participate in the composure of culture. Such patterns include philosophy, literature and
performing arts, psychology, religion, history, architecture, physics and chemistry.
Anthropology was viewed by Kroeber as an amalgam of humanities, social science and
physics. ‘Anthropology alone tries to deal with culture as such, both through total
descriptions and through conceptualization, ‘‘theoretically’’. Associated with
understanding of culture are knowledge of its past (prehistory); of the most autonomous
spatial sector of culture, namely language; and even of the racial physics and bodies of
men who have produced culture (physical anthropology)’ (Kroeber, 1963, p. 161). Cultural
knowledge is a production of history and science, meaning that culture is socially learned,
shared, acquired and verbally transmitted. These aspects of culture are quite close to
Edward Tylor’s position, which underlines that culture can be learned through social
interaction. Culture and society are two separate concepts as regards their functions,

according to Kroeber and Parsons (1958).

We suggest that it is useful to define the concept of culture... more
narrowly... restricting its reference to transmitted and created content and
patterns of values, ideas and other symbolic meaningful systems... on the
other hand, we suggest that the term society... be used to designate the
specifically relational system of interaction among individuals and
collectivities (Kroeber and Parsons, 1958, pp. 582-583).

Despite the fact that society and culture are considered as different entities, it should not be
disregarded that they are entities which coexist and interact — we cannot envisage society
without a culture and culture without a society. Culture sets the base of values, beliefs and
attitudes which are developed and cultivated in the social context. Thomas (1996, p. 112)
has claimed that ‘culture is a universal orientation system very typical of a society,
organization or a group’. It is underpinned, then, that culture can affect and predetermine
the nature of phenomena which take place in the social context. Kroeber and Parsons

perhaps suggest that not all the phenomena have a cultural or social side; but even if this is
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the case it seems to be an inconsistency on their part under which grounds phenomena
taking place in a specific social context do not have social dimension(s). It is true that not
all the phenomena can be cultural. However, the fact that social actions and social
phenomena which occur in society are caused and created by human beings does not mean
that their social character can be disregarded. Social actions do not happen without the

contribution of human beings involved in social processes.

2.3 Culture as a socio-cultural system: different school of thoughts from an

anthropological perspective and organizational suitability

Geert acknowledges that ‘cutting the culture concept to down to size... [into] a narrowed,
specialized, and... theoretically more powerful concept has been a major theme in modern
anthropological theorizing’ (Keesing, 1974, p. 73). The fact that the term culture has
become extremely polysemantic is because a great number of sociologists and
anthropologists representing different schools of thoughts have attempted to define and
analyze culture and society from different backgrounds and theoretical standpoints which
see greater or lesser differences between them. A significant distinction among those
theorists relates to whether social and cultural systems are examined separately and the
extent to which they are interconnected; or whether culture is part of the greater social
system, meaning that they are inseparable. Keesing (1974) designated the above two
theories as the ideational system and socio-cultural system. This section examines different
schools of thoughts which support the notion that, in a socio-cultural system, culture is a
component of the social system, manifested in behavior and products of behavior. This
means that cultural and social systems are not reviewed separately but each is viewed as an

extension of the other.

2.3.1 Functionalism

One of the central themes in Malinowski’s theory is the functional nature of culture.
‘Function cannot be defined in any other way than the satisfaction of a need by an activity
in which human beings cooperate, use artifacts and consume goods’ (Malinowski, 1944b, p.

39). ‘Culture consists of the body of commodities and instruments as well as customs and
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bodily or mental habits which work directly or indirectly for the satisfaction of human
needs’ (Malinowski, 1937, p. 625). For Malinowski, culture is conceived as a medium
which serves biological, physiological and psychological human needs. Culture is
instrumental and operational, which facilitates the functioning of human beings by
satisfying their needs and consequently the social structure. Since human needs are
fulfilled, the social system is performing effectively because individuals feel complete on a
personal level and this enables them to keep in regulation with the social order. ‘Culture is
an integral unit in which the various elements are interdependent’ (Malinowski, 1944, p.
150). Society is not differentiated as a separate part of culture because the needs of

individuals take place in a social context.

Nonetheless, I would suggest that Malinowski’s arguments are rather unsophisticated in
stressing that the importance of culture is found in the satisfaction of basic human needs
and that the social order is maintained for this reason. Malinowski’s theory feels outdated
because it represents culture as a simplistic idea. Under these terms, it cannot therefore be
investigated or interrelated with contemporary complex phenomena such as globalization,
interculturalism and cultural diversity. Given that the aim of socio-cultural theories is to
examine culture as an integrated whole not separate from society, it is necessary to
understand how culture can be valuable and useful; not only by considering its function
towards biological needs. Society is flourishing when diverse human needs work with each
other mutually and constructively rather than when one kind of human need benefits. It is
also problematic for organizations to consider their functions and successes on the basis of
the basic human needs of employees. For instance, Argyris (1964, p. 36) ‘asks what would
happen if people who aspire for psychological success populated organizations’. I would
also ask, in this argument, how effective and efficient an organization can be towards the
unpredictable circumstances of socio-economic and political change. Organizations need to
be multifunctional, flexible and adjustable. For this to be achieved, however, it is necessary
for them to have established a structure which permits them to cater to the interests of

employees, organizations and society.
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2.3.2 Structural functionalism school of culture

Radcliffe-Brown’s theory starts with a major contribution and distinction, differentiating
the characteristics of social structure and culture. According to Radcliffe-Brown, social
structures are not composed by a theoretical and intangible nature but are rather specific
and real. On the other hand, culture is regarded as a more conceptual idea and less specific
in nature. Radcliffe-Brown (1952b) notes that:

We do not observe a “culture”, since that word denotes not any concrete
reality, but an abstraction, and as it is commonly used a vague abstraction.
But direct observation does reveal to us that... human beings are connected
by a complex network of social relations. I use the term ‘‘social structure’’ to
denote this network of social relations. I use the term ‘‘social structure’’ to
denote this network of actually existing relations (Radcliffe-Brown, 1952b, p.
190).

Social structure is an observable and formative creation. It interacts and exchanges
information with human beings who are accountable for their social roles. Radcliffe-Brown
(1940, p. 3) includes under social structure the differentiation of individuals and classes by
social role. On an organizational and managerial level, structural functionalism theory
enables us to understand how organizations generate socio-cultural events, procedures and
myths in which certain values and beliefs are intended to bond employees. ‘Researchers
recognize that organizations are themselves culture-producing phenomena’ (Louis, 1980;
Siehl and Martin, 1981; Deal and Kennedy, 1982; Tichy, 1982; Martin and Powers, 1983).
As organizations are defined as social and cultural products, their relationships and
interactions with other systems found in society, such as economic, political, technological

and commercial ones which exist in the external environment, cannot be ignored.

If changes occur in these other systems, these will also affect socio-cultural systems
because they are all interrelated. This means that the internal environment of an
organization can potentially be influenced by those changes which occur in the broader
social spectrum. Consequently, since the social structure is influenced by changes, effects
on the organizational functions of the broad organizational structure of organizations
would result. Changes to the systems of society also demand changes in organizations.
Structural functionalism theory can be useful for organizational analysis on issues

regarding organizational change, organizational development and organizational learning.
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2.4 Culture as an ideational system: different school of thoughts from an

anthropological perspective and organizational suitability

‘As an ideational system, cultural and social realms are distinct but interrelated’ (Keesing,
1974). Society and culture are viewed separately and not as a whole. However, the social

system might influence the cultural one and vice versa.

2.4.1 Cognitive school of culture

Culture is considered as a learning system and a system of beliefs which indicate to human
beings how they have to perform in society, as well as what is permitted and what is not.
This consequently forms their philosophy of life and is a way of thinking and acting.
Goodenough (1957) perceives culture as:

Whatever it is one has to know or believe in order to operate in a manner

acceptable to its members. Culture is not a material phenomenon; it does not

consist of things, people, behavior or emotions. It is rather an organization of

these things. It is the form of things that people have in mind, their models for

perceiving, relating, and otherwise interpreting them (Goodenough, 1957, p.

167).
In this way, Goodenough regards culture as a mental activity where the cognitive elements
produce specific cognitive skills, including knowledge, intuition, comprehension and use
of language. The function of culture as a learned behavior which can be acquired even with
intuition without the contribution of reasoning is therefore stressed. Allaire and Firsirotu
(1984, p. 203) have emphasized ‘the importance of such a concept of culture in two
different bodies of research in the management and organizational field: organizational
climate and organizational learning’. Here I would stress the importance of how
organizational learning is used to communicate organizational behaviors in the work
environment. Organizations undergo cognitive practices which facilitate them to
communicate shared organizational values, beliefs and goals; therefore organizational
culture. The purpose behind the logic of organizational learning is the need for
organizations to achieve consistency and homogeny in employees’ minds but it also takes
place as an action when new behaviors have to be integrated in employee behavior because
new processes have to be included in the organizational structure. Arrow (1979, p. 58)

proposes that ‘the notion of organizational code as ways of looking at the world which are
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part of the organization’s capital and learned by its members, and which imposes a

uniformity requirement on the behavior of participants’.

2.4.2 Structuralist school of culture

Lévi-Strauss (1963, p. 3) notes that ‘social anthropology is devoted to the study of
institutions considered as systems of representations. He adds that those institutions are
cultural expressions that are usually unexamined by their users; in that narrow but
fundamental sense, anthropology examines the unconscious foundations of social life’.
‘Anthropology draws its originality from the unconscious nature of collective phenomena’
(Lévi-Strauss, 1963, p. 18). Lévi-Strauss talks about ‘systems and the unconscious nature
of social phenomena, so he attaches a mental and intangible sense to the conception of
culture. He proposed that the realities of the social world are constituted through language
and therefore have the same architecture as language’ (Polkinghorne, 2004, p. 54).
Cultures as systems are characterized by their linguistic structure. This denotes that culture
and language are viewed as communication systems. Turner (1977) explains how Lévi-
Strauss structures solve problems: ‘the structures that Lévi-Strauss discusses typically
solve problems with symbols, ideas or categories, problems with the application of these
symbols, ideas and categories in the social world, and problems with the implications of

the applications’ (Turner, 1977, p. 117).

From an organizational perspective, Lévi-Strauss’s cultural theory is quite limited so as to
understand organizations. By focusing on the unconscious processes, any attempt to
understand organizational phenomena such as organizational effectiveness, performance,
structure and change is rendered impractical. This is because, as a theory, it disregards the
notion that the phenomena or situations which occur in an organizational setting have a
realistic nature or; put differently, we cannot separate those phenomena from social reality
and how they can interrelate to it. In addition, by relying to a great degree on the
unconscious, the interpretations which derive from it might not be valid as they entail the
danger of being oversubjective as a result of the lack of rationale required for accurate
outcomes. ‘Structuralism and the psychodynamic models separate the experience of the
phenomena from the underlying reality that gives rise to particular forms of social
arrangements’ (Rossi, 1974). Lévi-Strauss’s theory might be useful to understand

organizational emotions or motivations.
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2.4.3 Symbolic school of culture

Geertz (1973, p. 145) envisages culture as ‘the fabric of meaning in terms of which human
beings interpret their experience and guide their action; social structure is the form that
action takes, the actually existing network of social relations’. Geertz (1973) describes

culture as:

‘Historically transmitted pattern, of meanings embodied in symbols, a system
of inherited conceptions expressed in symbolic forms by means of which men
communicate, perpetuate and develop their knowledge about and attitudes to
life’ (Geertz, 1973, p. 89).

Culture exists as a system of meanings, interpretations and experiences through which
human beings interrelate and understand themselves in relation to their social actions,
which occur in the broader social structure. Cultural and social arrangements are regarded
as different notions of the social spectrum. However, they can be found in the same
situations. Organizations which utilize the symbolic school of culture for an organizational
examination believe that culture is a configuration of symbols. Through symbols,
meanings are transmitted on an organizational level and, through the use of language, those
symbols can build a discourse of interpretation, analysis and understanding. A clear
connection is apparent between symbolic anthropology and interpretive phenomenology.
The above fields focus on the live experiences of humans so as to understand human
behavior and actions which occur in society. ‘This kind of symbolic approach to culture
requires interpretation (Manning, 1979), reading (Turner, 1983) or deciphering (Van
Maanen, 1973) in order to be understood’. On the whole, symbolic theory offers the
opportunity for understanding how organizational issues can be related to the social
structure and this characteristic makes it more realistic and functional compared to the
cognitive theory of Goodenough, who regards culture as an intellectual activity based on
individual perception. Neither does it rely on unconscious processes, as suggested by Leévi-
Strauss. Symbolic theory stresses the importance of organizations being socially made and

socially interactive.
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2.5 Conclusion

It can be concluded that culture is a multifaceted concept. The great number of different
anthropological theories which examine the notion of culture from different perspectives
indicates that different meanings and approaches accrue from each anthropological theory.
Whether culture is viewed as a socio-cultural or ideational system, the relationship and
interaction between culture and society cannot be ignored. For this reason, cultural theories
can exist within organizations and, in addition, the cultural side of organizations is
depicted. Organizations therefore have to pay particular attention to the essence of culture
and should be in a position to understand how culture can affect their organization’s
operation and performance on a daily basis. In the thesis, an intercultural approach to
culture is taken, based on the fact that culture and society are interrelated units. However,
when changes occur in society, the internal environment of global hotel organizations
cannot be unaffected. This helps us to understand that specific socio-economic, cultural
and political phenomena, — multiculturalism, interculturalism and globalization — which
take place in society have the capacity to influence and suggest changes to the functions of
global hotels. The global workforce and global customers are predominant features in the
global hotel industry in the United Kingdom. In the next chapter, the aforementioned
phenomena are discussed in detail and the justification for applying an intercultural

approach to customer service in the hotel industry begins to be made.

34



Chapter 3: Globalization and the genesis of intercultural communication

3.1 Introduction

In this chapter, attention is granted to the specific socio-economic, cultural and political
phenomena of interculturalism, multiculturalism and globalization, which can affect the
practices and policies of the global hotel industry in the United Kingdom. The reasoning
behind examining these particular phenomena and how they interrelate underlies the fact
that globalization has influenced and altered the lives of people around the world; the hotel
industry as a working environment cannot therefore remain unaffected. ‘The term
globalization has been extensively used recently to describe the state of the hospitality
industry’ (Lowe, 1997; Samenfink, 1998; Mok and Noriega, 1999). The expansion of hotel
brands on a global level, the recruitment of a global workforce and the accommodation of
global customers in the hotel industry are outcomes of the phenomenon of globalization.
Giddens (1996) commented:

Globalization is not just an ‘‘out there phenomenon’’. It refers not only to the
emergence of the large-scale world systems, but to transformations in the very
texture of everyday life. It is an “‘in here’> phenomenon, affecting even
intimacies of personal identity...Globalization invades local contexts of
action but does not destroy them; on the contrary new forms of local cultural
identity and self-expression are causally bound up with globalizing processes
(Giddens, 1996, pp. 367-368).

Under these circumstances it is understood that, as a result of globalization, organizations,
particularly hotels, should adapt to the new socio-economic, cultural and political
conditions which relate to the diversity of their labor workforce and to the influx of global
customers. Globalization as a process is evolving within society and its social systems.
Hotels as service organizations are components of this social context and it is therefore
expected that they are able to respond effectively to the consequences and changes that
globalization brings within the hotel working environment. This is rendered mandatory
within hotel organizations because, in relation to intercultural contacts, intercultural
communication, global customers and the global workforce are closely related to issues of

customer service. Hotel staff have to be equipped with attitudes, knowledge and skills to
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enable them to respond successfully and efficiently to the changes that globalization has

brought to their working environments.

The perspectives of pro-globalization, anti-globalization and alter-globalization are
analyzed, as well as how they have contributed to the emergence of three different theories
relating to globalization: the globalists, sceptics/traditionalists and transformationalists.
These different theories and standpoints make clear that there are no definite answers as to
how globalization is interpreted but emphasize that its effects can be multiple. Furthermore,
the impact of globalization in the hotel industry is discussed. How interculturalism and
multiculturalism as concepts made their presence felt in the academic world is elaborated
upon and how the word multiculturalism was generated and replaced with other synonym
terms such as multiethnicity and cultural pluralism is also described. It is argued as well
that, initially, multiculturalism was viewed predominantly as an issue with political
dimensions. However, here, it is explained that multiculturalism is a multidimensional
phenomenon which, in order to be understood, can be viewed in relation to other social,

cultural, economic and political phenomena.

Why the European Commission and the Home Office department in the United Kingdom
have not managed to adequately address how interculturalism can be incorporated into
people’s lives, minds and hearts both on a personal and professional level is explored. It is
stressed that initiating dialogue is not a sufficient criterion enabling human beings to think
and act interculturally. The interconnection of culture and communication is discussed, as
well as the presence of intercultural communication in the hotel industry and the need to

‘culturalize’ hotel staff.

3.2 Context of globalization and theories

There are many debates and disagreements between authors as to when globalization began.
Scholte (1996, p. 16) has stated that ‘globalization is a historical phenomenon. This does
not mean that globalization has a chronological starting point in time which can be dated
and constructed as part of a more general periodization’. Nonetheless, Leyshon (1997, p.
133) suggested that ‘some theorists date its beginning after World War II while others
argue it is as old as capitalism itself” (Hirst and Thomson, 1996, p. 2). Robertson (1992, p.
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8) determined that ‘the concept of globalization was not recognized as academically
significant until the early or possibly the mid-1980s but thereafter its use has become well
globalized’. The lack of a common starting point as to which era globalization started
underlines the density of the topic. Still, it is not a self-defined topic with a definite
philosophy and orientation because it depends from which aspect it is investigated.
Rosenau (2004, p. 10) explained that ‘it is unreasonable to expect a single unified theory of
globalization will ever be developed and indeed, to date none has come even close in this

respect’.

Theorists express their scepticism as to whether or not globalization is a real situation or
just a ‘veil’ to validate opportunistic actions in economics and politics. Calhoun (2002, p.
192) has noted that ‘globalization is a catch-all term for the expansion of diverse forms of
economic, political and cultural activity beyond national borders’. Daniels, (2001) argued
that ‘globalization is a contested term relating to the transformation of spatial relations that
involves a change in the relationship between space, economy and society’. Globalization
has made its presence very intense in recent years, not only because it is a
multidimensional and challenging topic but also because it has the power to spread rapidly
in different spectrums of society: social, economic, political, cultural, educational and

technological.

It controls what constitutes society; therefore social subjects — human beings — are
potentially affected by a range of changes that the current wave of globalization can bring
at a personal and professional level. This occurs because, as discussed in the previous
chapter, social and cultural systems are separate but interrelated. Globalization as a socio-
economic, cultural and political situation has generated different viewpoints by taking into
consideration the positive and negative impacts of globalization in society. The ‘pro-
globalization’, ‘anti-globalization” and ‘alter-globalization’ versions are represented in this
section. The ‘pro-globalization’ standpoint represents the advocates of globalization who
perceive that globalization can contribute to the prosperity and development of society
under economic terms, thus taking a positive approach towards globalization. This
perspective holds that ‘the spread of market economics, competition, free trade and
Western democracy — that is to say globalization as currently practised are important
progressive trends’ (Murray, 2006, p. 12). On the other hand, the ‘anti-globalization’

perspective focuses mainly on the negative aspects of globalization which have generated

37



two different worlds: the developed and the developing. It stresses the importance of the
notion that ‘globalization has created unfairness and maintains poverty to under deprived
societies’. Under this view, globalization is seen as ‘increasing not decreasing the
unevenness of development and perpetuating inequality in ways that are not necessarily
reversible’ (Murray, 2006, p. 12). Lastly, the ‘alter-globalization’ perspective argues that
globalization can be beneficial or detrimental depending on how human beings make
decisions, which can incorporate the positive aspects of globalization or lead to negative
results. It represents a medium position towards globalization. ‘Under this mentality the
nature of globalization is not predetermined and does not follow a given evolutionary path.
Rather, it is a consequence of human actions and particular political choices’ (Murray,

2006, p. 13).

As mentioned above, the common date chronologically for the entrance of globalization
into academic circles has been the mid-1980s and, similarly, the notion of globalization
started to represent a more substantial and approachable understanding as an ideology. As
a result, three different theories have emerged: developed by the globalists,
sceptics/traditionalists and transformationalists. Each theory perceives globalization in a
different way. The three different theories indicate not only that there is no agreement as to
what globalization represents but also underline its fluidity and challenging nature. Held et
al. (1999, p. 2) point out that ‘there is a substantial disagreement as to how globalization is
best conceptualised, how one should think about its causal dynamics, and how one should

characterise its structural consequences, if any’.

3.2.1 Globalists

In particular, globalists’ supporters have embraced the idea of the capitalist economy.
Globalists argue that ‘the state has all but disappeared, and we have already entered a
virtually borderless world, and that globalization, by which is meant invariably capitalist
globalization, is irreversible and nearing completion’ (Rossi, 2007, p. 95). In this sense,
globalization is regarded as a normal sequence of events towards which all nation—states,
formal government institutions and private sector organizations work, encouraging
capitalism and its relevant practices. Under these terms it seems that globalization is a
reality here to stay, which can make the global market and our epoch more competitive,

antagonistic and opportunistic. The globalist viewpoint has been described as ‘a first truly
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global civilization, facilitating the spread not only of neoliberal consumerism, but also of
liberal democracy and new forms of global governance’ (Gill, 1995; Luard, 1990; Strange,
1996). It is therefore necessary to question whether the standpoints of globalists are in
favor of and benefit all the different social classes and groups of people in society or just
cater for individuals who have the power to form and sustain practices and policies close to

their financial and political interests.

3.2.2 Sceptics/traditionalists

Sceptics’ supporters are even doubtful of the existence of globalization itself. As Ojeili and
Hayden (2006, p. 15) have suggested, ‘some traditionalists may view globalization as not
really happening at all — for instance. Some claim that, in economic terms, what we are
witnessing is increased regionalization or interconnectedness’. Whatever this phenomenon
is, whether globalization, regionalization or interconnectedness, there is no doubt that it
has affected all the faces of society. It is therefore unorthodox to doubt its existence as a
phenomenon. ‘Global sceptics view globalization not as a reality, but as a strategy to
expand capitalism, which is why sometimes violent protests against globalisation erupt
from time to time’ (Codrington, 2005, p. 715). The fact, though, that sceptics recognize
that globalization is an economic strategy undermines their argument that it is not a real
phenomenon since, as an economic strategy, it is constantly expanding. Still, it is socially
constructed by human beings who are politically and economically involved in the
production and maintenance of capitalistic markets supported by official federations and

alliances.

Returning to the point of which term best describes this process, the most suitable term for
describing the capacity and intensity of this condition is globalization; not only because of
its historical status but because it reflects the expansion, influence and alteration of
dynamics and structures of the global order, often not with the use of the same methods
across the world but under ideologies and the spread of ideas, agreements and diplomacy.
According to O’Neill (2002, p. 108) ‘globalization is described as one of the most
powerful words in human history, rivalling words, such as religion, capitalism, war and
poverty in terms of description of world events, concern for the human condition and
impact on ways of thinking’. This is why globalization is not a new phenomenon; however,

it has a long history, which means that, as different terms have passed different stages and
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forms, these have parallelized with globalization. Colonialism, post-colonialism,
neoliberalism and capitalism are interchangeable words for describing globalization. The
sceptics’ thesis relating to globalization, apart from declaring that capitalism contributes to
the profit of some countries against others, does not appear to add anything new compared
to the views of globalists. It is apparent that sceptics and globalists do have their
differences but it appears that sceptics have built their argumentation over the theoretical
base of globalists, so their reasoning attacks the sayings of globalists without building on

new arguments.

3.2.3 Transformationalists

The last representatives are the transformationalists who correspond to a medium thesis of
what globalization is. Arguably, they are between the two extremes of globalists and
sceptics. Castells (1996) and Giddens (1990) have stated that ‘scholars in this group argue
often in very different ways that globalization is real and is restructuring society
profoundly’. Here, the interrelationship of globalization with society and the dynamism of
globalization to alter the form of society are apparent, because globalization is a real
phenomenon. ‘Transformationalists see globalization as a dynamic and open process that is
subject to influence and change’ (Giddens, 2006, p. 62). The chances of introducing
political, economic, cultural and social changes are more likely to occur under the
transformationalist view as they see that there can be a reshape in government systems.
‘Transformationalist theory is no longer concerned primarily with the existence of
economic globalization, but rather with the way to respond to global change’ (Giddens,
2000).

3.2.4 Influence of globalization on hospitality

It is thus useful to examine how globalization has affected hospitality and consequently the
hotel industry in the United Kingdom. The economic benefits of globalization seem to
have positive effects in the hospitality industry. ‘As an integral part of international service
import and export business, the international travel and tourism industry has been the direct
beneficiary of the globalized world economy because travel restrictions have been
removed to facilitate business and leisure travel by most countries in the world’ (Hoad,

2003). These economic benefits have facilitated the experience of travelling abroad
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generally and have intensified the presence of global customers which potentially
accommodate themselves in hotel premises. Globalization, though, apart from the
economic benefits which have been generated in terms of global arrivals in the country,
has resulted in changes in the recruitment of global workforces. ‘The globalization of
markets, increased diversity of the workforce, and the use of Third World nationals by
transnational organizations have made issues of training important in the remainder of this
decade’ (Bhagat and Prien, 1996, p. 216). ‘Migrants have historically formed a significant
part of the tourism industry workforce’ (Baum, 2006; in Janta et al., 2011, p. 1322; Choi,
Woods and Murrman, 2000; William and Halls, 2000). ‘It has been argued that this
ongoing relationship between migration, migrant labor and tourism employment continues
partly because a mobile international workforce offers a solution to labor shortages where
the local workforce is not willing to engage in low pay, low status and seasonal
employment’ (Choi et al., 2000; in Janta et al., 2011, p. 1323; Williams and Hall, 2000).
The fact that globalization has intensified cultural diversity in the workforce and the
presence of global customers in the hotel industry in the United Kingdom makes clear that
importance need to be attached to the intercultural service encounters that exist in the
interaction of hotel staff and customers of different cultural backgrounds. For this to be
attained hotel organizations need to value the different cultural needs, behaviors, beliefs,
values and practices of global customers. There is a demand that hotel staff are supplied
with relevant intercultural knowledge, skills and motivation so as to be able to deal

efficiently in an intercultural interaction during customer service.

3.3 Chronological periods of interculturalism and multiculturalism: an

account of criticisms

Intercultural communication and multiculturalism made their presence felt chronologically
and academically at approximately the same time. ‘The Oxford English Dictionary has the
first entry of ‘‘intercultural contacts’” in a 1937 article in the journal Theology and a
second one from 1955 from the Scientific American’ (Piller, 2011, p. 28). The OED
provides a sentence from the Times of Montreal in June, 1959 which describes Montreal as
“This multi-cultural, multi-lingual society’ (Stratton and Ang, 1994, p. 128). It is apparent
that the presence of different cultures and languages represents a specific criterion for the
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categorization of a society as multicultural. Again, the following definition of the adjective
‘multicultural” as ‘of or relating to a society consisting of a number of cultural groups,
especially in which the distinctive cultural identity of each group is maintained’ (Piller,
2011, p. 24) is relevant. Given this definition of multiculturalism, different cultural groups
of people which inhabit and interact in a specific society have the freedom to maintain
their cultural identity. Nonetheless, it could be alleged that this does not depend on the part
of individuals alone, as they may wish to maintain their cultural identities living in a

multicultural society, but there is a need on the part of society to facilitate this process.

Although it seems as though multiculturalism is a recent linguistic idiom, as a phenomenon
it is not new in history; rather, it could be proposed that it has replaced the term
multiethnicity. According to Glazer, ‘multiculturalism is the heir of multiethnicism and of
‘cultural pluralism’ the recognition of the inherent value of other cultures’ (Bauer, 2000, p.
79). Linguistically, both multiculturalism and multiethnicism do not carry different
semantic meanings. However, ethnicity is different from culture and does not change.
Ethnicity is predominantly defined as differences in the biological and external
characteristics of human beings (race) which hardly change. On the other hand, because
culture is dynamic and holistic, it does change and adapts to new situations. As culture
does not remain static, it is not recommended to use the term multiethnic societies
interchangeably with the term multicultural societies, as ethnicity is not a quality which

changes.

Multiculturalism is not exclusively a cultural phenomenon as culture is not examined as a
self-defined topic but rather as multidimensional phenomena which are influenced by
culture are expected to be multidimensional as well. As Turner (1993, p. 411) has noted,
‘multiculturalism is a code word that tends to become a form of identity politics in which
the concept of culture becomes merged with that of ethnic identity’. It emerges that
multiculturalism has a double identity depending on the terms under which it is used. On
one hand, using multiculturalism indicates that all cultures are equal and well respected;
Kroeber and Kroeber (2004, p. 11) have highlighted that ‘every human culture is unique
and equally precious’. On the contrary, when multiculturalism is used in a political sense
whereby culture and ethnicity are inseparable, there is a risk of exploiting the goodness of
the equality that multiculturalism stands for so as to serve opportunistic and legislative

objectives. For instance, this aspect of multiculturalism can be seen in employment
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opportunities — the recruitment of people from different cultural backgrounds is being
carried out more as a governmental and legal imperative rather than because it is the right

thing to do.

From a multicultural era, though, is it about time to move and initiate a conversation about
interculturalism instead of multiculturalism? Both multiculturalism and interculturalism
involve similarities and differences. |1 would argue, though, that interculturalism is a step
above multiculturalism because it offers a deeper understanding of cultural differences by

applying intercultural practices.

Interculturalism presents a new set of policies and programmes. It seeks to
replace multiculturalism and provide a new paradigm for thinking about race
and diversity. Multiculturalism may have had some success in the past but it
has simply not adapted to the new age of globalisation and super diversity.
Interculturalism is about changing mindsets by creating new opportunities
across cultures to support intercultural activity and it’s about thinking,
planning and acting interculturally. Perhaps, more importantly still, it is about
envisioning the world as we want it to be, rather than be determined by our
and separate past histories (Ted Cantle, 2012).

Below, how the EC (2008) perceives interculturalism is presented:

‘The European Commission still largely understands interculturalism to be
about dialogue between different cultural groups proposing that this type of
dialogue will enable European citizens to acquire the knowledge and aptitudes
to enable them to deal with a more open and more complex environment’
(European Commission, 2008).

It is true that intercultural dialogue is a fundamental principle for defining interculturalism;
nevertheless, it is not an adequate action for ensuring that cultural inequalities, unfairness,
discrimination and prejudice in social and work life can be tackled efficiently. An
important dimension which is underlined in the European Commission’s vision of
interculturalism is the fact that interculturalism, as well as knowledge and information,
involves skills and requires learned behaviors which need to be incorporated in people’s
lives. In the United Kingdom, the vision of interculturalism has quite the same theoretical
basis as stipulated in the Cantle report (Home Office, 2001), which placed ‘significant
emphasis on the need for greater contact between different cultural groups’. It does not
therefore differ to a great extent from that of the European Commission (2008). It is

specified that ‘interculturalism promotes community cohesion, based upon a greater
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knowledge of, contact between and respect for the various cultures that now make Great

Britain such a rich and diverse nation’ (Home Office, 2001, p. 10).

Arguably, the nation can benefit from the social unity that interculturalism can bring, based
again on knowledge and contact with different cultures as has been seen already in the
statement of the EC. Nevertheless, | would argue that as a meaning it focuses strongly on
the sovereignty that the United Kingdom as nation-state can gain by accepting in its
national population the integration of different cultural groups. | am defending this because
it is implied that interculturalism in the United Kingdom benefits the prosperity of society
by becoming a ‘rich and diverse nation’, as stated. Diversity and, in particular, cultural
diversity contributes to the wellbeing of the United Kingdom because it is defined under

economic terms which can make the country more competitive.

Both accounts of interculturalism under the framework of the European Commission and
of the United Kingdom do not go into more detail as to how interculturalism can acquire an
essence in people’s lives, how it can be achieved and how people become aware of it.
Interculturalism is not all about intercultural dialogue, understanding and respect. These
are just some of the objectives that derive from interculturalism and potentially can lead to
the social inclusion of different cultural groups in all the different social spectrums of life.
The main challenge is how interculturalism can become part of people’s lives on a daily
basis and it should be considered which kind of means and social systems will enable this
to become a reality. A greater need to actively place interculturalism in social interaction
has been identified. Gilchrist (2004, p. 13) has commented that ‘simply encouraging
people from different groups to undertake joint activities [of the kind suggested by UK and
European versions of interculturalism]... may not necessarily tackle real and perceived
inequalities in the quality of life’. ‘Perhaps the most common criticism levelled is that by
emphasizing intercultural contact, communication or surface level dialogue, structural

issues of racism, poverty and power cannot be addressed’ (Lafleche, 2007, p. 3).

Reflecting on the above criticisms, it can be asserted that interculturalism remains a vague
topic which has not yet become part of citizens’ lives. In addition, one of the reasons is
arguably the fact that interculturalism has not been defined sufficiently on the part of the
EC and the United Kingdom to form a concrete idea of its clear rationale and objectives.

Accordingly, this could lead us to think that interculturalism and attempts at integration,
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social inclusion and equal opportunities, just to imagine a few of the objectives of
interculturalism, have not been managed adequately and efficiently on the part of the

nation—state, meaning that citizens are incapable of dealing with its essence.

3.4 Common features of culture and communication

At this stage, it is necessary to explore the connection of culture with communication. It
has been argued by Chen and Starosta (1998) that ‘cultures are present in people’s minds
producing a vital association between communication and culture’. Chen and Starosta
(1998, pp. 26-27) talk about four basic characteristics of culture: ‘culture is holistic,
learned, dynamic and pervasive’. | would argue that communication also entails these four
elements in its structure; both are social in nature and this is where my reasoning will start
to unfold. Culture can be examined in relation to social systems, where its social and
holistic nature is revealed or, as has been discussed in a different part of the thesis, cultural
and social systems are separate but still interrelated. ‘Culture is a unique meaning and
information system, shared by a group transmitted across generations that allows the group
to meet basic needs of survival, pursue happiness and well-being and derive meaning from
life> (Matsumoto and Juang, 2008, p. 12). The way that these facets and processes are
transmitted and become part of society is through communication and knowledge which is
passed from generation to generation, from history to history. This is how people learn and
become aware of their culture. It is apparent that culture and communication are social
behaviors. It is therefore insinuated that they can be learned through specific social systems
such as family and school. Since culture can be learned and taught, the role of

communication becomes clearer and its functionality related to culture.

Berelson and Steiner (1964, p. 254) have pointed out that ‘communication: the
transmission of information, ideas, emotions, skills by the use of symbols, words, pictures,
figures, graphs is the act or process of transmission that is usually called communication’.
Communication consists of symbols which are the main means for the production of a
message for the sharing of information and exchange of ideas. Symbols are also important
in the concept of culture as it is through written and oral symbols that people produce

communication and communicate culture. ‘Language is a systematic means of
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communicating ideas and feelings by the use of conventional symbols’ (Schein, 1984).
Both in culture and communication, symbols do play a significant role — whether for verbal
or non verbal communication, symbols exist in variable forms: oral, written, visual and

haptics.

Culture and communication are dynamic. ‘Culture is seen as a process, evolving with time,
dynamic, and changing in nature’ (Lim, 1995, p. 17). Communication is a dynamic process.
Samovar, Porter and McDaniel, (2009, p. 16) have emphasized that ‘communication is an
ongoing activity and an unending process; it is not static’. However, some researchers view
culture as static rather than dynamic. ‘Culture is viewed as static focusing on a specific
point in time relying on the idea that it is classifiable based on two or more variables such
as a set of values and norms’ (Hampden-Turner, 1990). Nevertheless, if we are to accept
that culture is static we cannot explain and understand the conditions under which social
phenomena make their presence felt. It would therefore be useful to examine and regard
culture as dynamic rather than static because the changes which occur at socio-economic,
political and technological level have been provoked for specific reasons and in relation to
other social phenomena. In this way, it is underlined that the nature of culture is complex
and, because changes occur constantly, cultures do not remain the same but become
enriched. For instance, interculturalism occurs as an outcome of economic and cultural
globalization, which means that different cultures come into contact with each other and

become engaged in a series of activities in daily life.

Communication is also dynamic in relation to both verbal and non verbal communication.
Communication is an active action because on a verbal level it demands a sender and a
receiver for the transmission of the message. At non verbal level, communicators
communicate actively without using verbal or written symbols. ‘The term non verbal
communication is commonly used to describe all human communication events that
transcend spoken or written words’ (Knapp and Hall, 2010, p. 24). This does not signify,
though, that non verbal communication cannot be used in conjunction with verbal
communication as, quite often, verbal communication is accompanied by non verbal cues
such as facial expressions, eye contact, touching, hand gestures and posture.
‘Communication without words’ is how DeVito (1989, p. 3) defines non verbal

communication. ‘This includes how we look, how we move, how we sound, and how we
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smell. Touching, eye contact, and the use of space and time are also facets of non verbal

communication’ (Brislin and Yoshida, 1993, p. 274).

Lastly, culture is pervasive as it forms and influences the structure and the way that society
operates. As stated by Newman (2008, p. 32), ‘the most pervasive element of society is
culture which consists of the language, values, beliefs, rules, behaviors and physical
artefacts of a society and he suggests thinking of it as a society’s personality’. For human
beings, culture is a way of thinking, acting, judging, accepting and rejecting behaviors as
appropriate and inappropriate. Communication is also pervasive. In particular, non verbal
communication can be cultural as well as personal. As DePaulo (1992, p. 203) has declared,
‘perhaps one of the most interesting aspects of non verbal behavior is that it is only rarely
totally unregulated. In social interactions people tend to exert a conscious or unconscious
control over their nonverbal expressions’. ‘These attempts to regulate non verbal
expressions may not always be successful but they are pervasive’ (DePaulo, 1992). These
common elements between culture and communication contribute to the understanding of
how intercultural communication can be present within the hotel working environment

during customer service.

3.5 Intercultural communication in the hotel industry

Arguably, intercultural interaction forms a significant part of the daily duties of hotel staff
at the service encounter simply because customers belonging to a number of different
cultures use hotel services. As cultures differ, cultural values and practices also differ on
the part of customers. As Pucik and Katz (1986) have observed, ‘culture provides the
framework for social interactions; the social rules and customer expectations that are
related to service encounters are likely to vary from culture to culture’. “Very little research
has examined the influence of culture on service perceptions’ (Malhorta et al., 1994) and
‘our understanding of how customers from different countries evaluate service encounters
is very limited’ (Winsted, 1997). The fact that there is very limited research and
information relating to how culture or intercultural elements can influence the customer
service experience in the hotel industry implies that some intercultural issues during

customer service might be neglected. ‘The focus of intercultural communication entails the
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investigation of those elements of culture that most influence interaction when members of
two or more cultures come together in an interpersonal setting” (Samovar and Porter, 2002,
p. 6). The argument that intercultural communication in the hotel industry is intense is
justified by two phenomena in the hotel work environment. The first phenomenon is based
on the fact that a great number of different customers who belong to different cultural
groups utilize hotel accommodation facilities because they are travelling either for leisure
or business purposes. Global customers are a fact. The second phenomenon focuses on the
intense presence of people living and working in different countries from their own.
Therefore, labor force mobility in the United Kingdom has made organizations more
diverse because employees from different nationalities are recruited. Arguably,
intercultural contacts in the hotel work environment have intensified because of the
recruitment of global workers. According to Kim and Hubbard (2007, p. 228), ‘the
discipline of intercultural communication has much to contribute to our understanding of

immigrants and the process of immigration’.

It is apparent that economic and cultural globalization have mixed and are not viewed
separately to the phenomena of labor force mobility and global travelling. ‘As the world is
shrinking through globalization, more and more people live and work in foreign countries
thus they continually come into contact with the people coming from very diversified
cultural origins, involving language, norms, lifestyle’ (Zakaria, 2000; Montagliani and
Giacalone, 1998, p. 1/9). How we discuss intercultural communication with colleagues
from different cultures and sharing the same linguistic code can, however, be disputed,
meaning that they speak the same language in their working environment. For instance, it
is expected that employees working in hotels in the United Kingdom should speak in
English; however, intercultural communication does not focus only on differences in

linguistic codes which are linked with communication.

Intercultural communication is greatly connected with the essence of culture and its
components, such as different religious beliefs, dietary habits, daily practices and non
verbal behaviors. ‘That cultures define communication in diverse ways demonstrates that
communication is an element of culture’ (Krippendorff, 1993). Evidently, we cannot
initiate a conversation about communication without considering culture and its
fundamentals; neither can we separate culture from communication as has been discussed

in a different section of this chapter. Working in an intercultural environment such as a
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hotel, employees need to be able to understand different cultural characteristics so as to
communicate effectively with their colleagues and global customers. Accordingly, this
defines harmonic working relations with colleagues and can promote teamwork. At the
same time, being able to communicate effectively on a professional level in terms of
customer service signifies that the customer service experience can be enhanced and
employees accomplish their duties. Ambady and Skowronski (2008) have highlighted that
“first impressions often have a strong impact on any given social interaction and can affect
subsequent interactions’. It is observed that intercultural communication can be linked with
professionalism. Ting-Toomey (1999, p. 5) has recognized that ‘in order to communicate
effectively with dissimilar others, every global citizen needs to learn the fundamental

concepts and skills of mindful intercultural communication’.

‘Prior research shows that customers from different cultures have significantly different
attitudes toward service employees and expectations from them, and this affects the ways
they interact with service employees and evaluate service performance’ (Mattila 1999;
Raajpoot 2004; Stauss and Mang, 1999). ‘Cross-cultural contact is associated with several
problems such as misattributions, communication gaps, stereotyping, ethnocentrism,
prejudice, discrimination, and cultural distance’ (Stening, 1979). The need for effective
communication in the hotel work environment presupposes that employees incorporate in
their behavior and thinking a significant understanding of why there is a need to
understand that potential cultural differences matter at work. It is necessary though that
hotel staff demonstrate practically at the service encounter that they can be effective
communicators during intercultural interaction. This assumes that, to be an effective
intercultural communicator, citizens need to be ‘culturalized’; especially employees in the
hotel industry. For this to be attained, hotel staff have to be sensitive and interested in the
essence of culture, its components and different cultural practices in relation to customers’
needs. There is the demand for relevant support in the form of training or seminars on the
part of each hotel organization aiming at the enhancing of employee’s job performance

towards intercultural service encounters. Rodriguez (2002) explains that:

The term culturing, is equally important for understanding culture, it can be
defined as our proclivity to construct new and different meanings,
understandings and practices so as to reckon with the world’s infinite
ambiguity and quantum nature that constantly destabilize extant meanings,
understandings and practices (Rodriguez, 2002).
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Borrowing the meaning of culture that Rodriguez has ascribed to it can be a basis for the
hotel industry as to how the term ‘culturalization’ can be conceived in a professional
context. The need for employees to be culturalized can be seen as a response to
globalization. Piller (2011, p. 19) has underlined that ‘the discourse of intercultural
communication is itself an aspect of globalization, and, at the same time, it is a response to

globalization’.

3.6 Conclusion

Having examined the interrelationship of globalization with interculturalism,
multiculturalism and intercultural communication in the hotel industry, it is becoming clear
that hotel organizations need to be in the same line with socio-economic, cultural and
political situations which affect the daily routine of hotel staff and consequently hotel
operation in general. Global customers and global workforces in the global hotel industry
in the United Kingdom are the two major phenomena which confirm that the hospitality
sector has been affected by the changes of economic and cultural globalization. As a result,
hotels need to find efficient and professional solutions as to how they can deal with these
changes that the current wave of globalization has caused. In order to respond successfully
to those changes, hotels need to understand the importance of supplying their hotel staff
with practices and skills which signify intercultural awareness and start building on the
intercultural skills of their employees. The next chapter focuses mainly on issues which
relate to the theoretical context of hospitality, hotels and customer service. The concept
and components of intercultural communication competence generally and within the hotel

industry in particular are also discussed in detail.
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Chapter 4: Hospitality and customer service

4.1 Introduction

In this chapter it is discussed that hotels are classified as business and social organizations;
as business organizations because they promote sales products and services so as to gain
financial profit and as social organizations because a lot of interaction is entailed at the
service encounter. The different meanings and dimensions of hospitality are presented and
it is outlined that these different approaches which exist within the context of hospitality
underline that it is an industry which has still not been defined clearly. Taylor and Edgar
(1999, p. 24) suggest three principal purposes of hospitality research as follows: ‘to
uncover and make sense of existing patterns of behavior and phenomena within the
hospitality industry’ — essentially a positivist approach, ‘to identify new and better ways of
managing within the hospitality industry’ — a normative approach and ‘to enable the
hospitality faculty to educate future practitioners’. By examining the presence of
intercultural communication and its relevant features within the hotel industry, the
opportunity is presented to redefine hospitality and improve its potential. The traditional
and contemporary meanings of hospitality are described and it is suggested that the current
image of hospitality is an amalgamation of both meanings.

It is proposed that, in order to better understand hotels as organizations and their functions
in society, the system approach could be used, which views organizations as open systems
interacting with other socio-economic, cultural and political systems of society. Arguably,
the most appropriate term when discussing issues related to products and services around
the hotel industry is customer. The essence of customer service in hospitality is presented
and it is also pointed out that there is a particular ‘code’ of behavior and demeanor that
employees in hospitality are required to display during customer service. Therefore it is
explained how role theory plays a significant part in the appropriate display of emotions
and behaviors that service employees have to embrace in customer service. ‘Frontline
workers are expected to display certain emotions (e.g., happiness) and suppress others (e.g.,

anger) in their daily interactions with customers to comply with their job requirements and
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organizational expectations’ (Groth, Hennig-Thurau and Walsh, 2009, p. 958) Within role
theory it is argued that intercultural service encounters cannot be accommodated properly
on the part of staff because they do not have the right to deviate from the ‘set of rules’ or
practices that hotel organizations wish to implement. Finally, the notion of emotional labor
introduced by Hochschild (1983) where the strategies of surface and deep acting are also
analyzed. The benefits that hotel organizations gain by employing emotional labor are

anticipated on the psychology of service employees.

4.2 Conceptual framework of hotels as organizations and the hospitality

sector

Hotels as organizations belong to the broader category of the hospitality industry.
‘Organizations are composed of people who use tools, techniques and knowledge to
produce goods or services that are valued by members or customers’ (Pasmore, 1988). I
would also add, on the above definition, that organizations use the skills of their employees
to promote, sell and serve their products and services. British law defines a hotel or inn ‘as
a place where a bona fide traveler can receive food and shelter provided s/he is in a
position to pay for it and it is in a fit condition to receive it’ (Andrews, 2007, p. 36). ‘The
diversity of the hospitality sector relates to the difficulty in developing a straightforward
definition” (Ninemeier and Perdue, 2005). ‘The hospitality industry is often associated with
the tourism industry but most people relate it to hotels and restaurants’ (Powers and
Barrows, 2006). Hotels are organizations which entail a monetary exchange between
customers using hotel facilities and hotel staff who are working on the provision of those
services. This monetary dimension in the description of hotels contributes to the

attachment of more specific characteristics towards their operation.

Hotels are business organizations which sell their services so as to achieve financial profit.
They are therefore interested in the quality of their services so as to gain customer
satisfaction and retention. As well as business organizations, hotels could be classified as
social organizations because they involve a lot of social interaction between hotel staff and
global and local customers. It is necessary to underline that the essence of hospitality has

changed to a great extent in relation to what hospitality used to be in the past, how it was
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expressed by hosts and the contemporary meaning of hospitality as it is performed by hosts.

Ben Jelloun (1999) ascribes a folklore sense to the content of hospitality.

As a ritual which follows specific steps: an action (a welcome), an attitude
(the opening of oneself to the face of another [...] and the opening of one’s
door and the offering of the space of one’s house to a stranger), and a
principle disinterestedness. In this sense, hospitality is regarded as an offered
good from the host to the guest based on altruism, benevolent dispositions,
generous feelings and congenial environment (Ben Jelloun, 1999, pp. 1-2).

However, a more industrial and contemporary meaning of what hospitality stands for has
evolved into ‘a harmonious mixture of tangible and intangible components — food,
beverages, beds, ambience and behavior of staff’ (Cassee, 1983, p. xiv). Pfeiffer (1983)
gives a quite similar definition to that of Cassee, attaching, though, a monetary significance
which outlines the business or, to put it differently, the profit making motives of hospitality.
‘Hospitality consists of offering food, beverage and lodging, or, in other words, of offering
the basic needs for the person away from home’ (Pfeiffer, 1983, p. 191). Pfeiffer’s
definition of hospitality does not include any element of atmosphere or of ‘performance’ of
feelings and demeanor that staff might be required to adopt in the name of being hospitable,

warm and kind but is based on a more functional meaning.

Hepple, Kipps and Thomson (1990) have identified four characteristics of hospitality in its

modern sense.

Firstly, it is conferred by a host on a guest who is away from home, secondly
it is interactive, involving the coming together of a provider and receiver,
thirdly, it is comprised of a blend of tangible and intangible factors and
fourthly, the host provides for the guest’s security, psychological and
physiological comfort (Hepple, Kipps and Thomson, 1990).

In Hepple’s, Kipp’s and Thomson’s description of hospitality, the interactive dimension
which can take the form of relationship building between employees and customers is
pointed out. In addition, hospitality is conceived as a notion which necessitates a duty of
care and protection on the part of hosts to guests. Pizam and Shani (2009) highlighted ‘the
distinction between hospitality and hospitableness, arguing that the latter refers to authentic
kindness and generosity while the former refers to the creation of experiences’.
Commercial hospitality is intended as a combination of politeness and thoughtfulness
towards customers at the creation of a positive customer service experience. Arguably,

hotels expect their hotel staff to display attitudes and behaviors which create relationships
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and engagement between staff and customers so as to reward customers with a pleasant

customer service experience. Brotherton (1999) commented on hospitality that:

The nature of, and motives for providing hospitality have changed over time
and broadly reflect the evolution of different societies and their particular
imperatives, thus the form of, and motives for providing, hospitality have
been subject to a variety of religious, political, social and economic influences
across both time and space (Brotherton, 1999, p. 167).

This environment within which hospitality is surrounded by different meanings and
qualities explains how the socio-economic, cultural and political changes which occur in
society have affected the structure, processes and functions of hotels. It is worth
considering that the different processes that hospitality has undergone over time have not
differentiated to a great extent the content of traditional and commercial hospitality as two
separate kinds of hospitalities. It is suggested that the traditional meaning of hospitality has
blended with the contemporary—commercial one. This indicates that hotels as business and
social organizations have to be in the same line with the socio-cultural, economic, political
and technological changes which potentially influence the operation of hotels in certain
ways. ‘Tourism and hospitality companies operating in an international environment need
to learn about their culturally diverse workforce and how to manage it’ (Reisinger and
Dimanche, 2012, p. 40). ‘Hotel managers in current practice are recognizing that a critical
operational success factor is to fulfill the multifaceted needs of their hotel guests’ (Geller,
1985).

At this point, it could be inferred that hotels could be examined under the general system
theory, which refers to the open and closed systems. ‘Open systems refer to systems that
interact with other systems or the outside environment, whereas closed systems refer to
systems having relatively little interaction with other systems or the outside environment’
(Katz and Kahn, 1966). It is suggested that hotels should be viewed as open systems
because they interact with all the different kinds of systems which exist in the external
environment. Cultural, social, economic and political systems cannot leave unaffected the
internal environment of hotels as every change which occurs in each system will affect
their operation. ‘Organizations like organisms are open to their environment and must
achieve an appropriate relationship with that environment if they are to survive’ (Morgan,
2006, p. 38). It is implied that organizations as hotels need to adopt open and adaptable

relationships with the external environment, which is surrounded by quick changes;
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consequently they have the power to affect their structure, processes and policies.
‘Organizations as open systems are portrayed as adapting continually to change in their
environments’ (Lynch, 1983, p. 141). There is a need for hotel organizations to adopt in
their corpus those practices which will enable them to respond to the potential changes
which influence their internal parts. It is necessary to attain this so as to enhance their
performance, competitiveness and organizational effectiveness. ‘Improving fit between the
environment and the internal structure of an organization therefore increases effectiveness

and performance in transforming inputs to outputs’ (Maula, 2006, p. 33).

4.3 Customers and services in the hotel industry

It is important to make a distinction between the terms guest and customer and clarify
which should be used in discussion of the hotel industry. Clearly, services are sold in the
hotel industry as customers are expected to pay the monetary value of those facilities
which are sold in hotels so as to experience and savor those services. Thus, the proposal for
the appropriate term in this thesis is customer rather than guest, because hotels belong to
the sector of commercial hospitality where monetary transactions take place. Shostack
(1982) remarked that:

The difference between goods and services is more than semantic. Goods are
tangible objects that exist in both time and space; services consist solely of
acts or processes and exist in time only. Services are rendered, goods are
possessed. Services cannot be possessed; they can only be experienced,
created or participated (Shostack, 1982, p. 51).

Hotels as service organizations have to fulfill a purpose of existence as they cannot exist in
the market if customers do not buy their services. ‘Customer service is the process of
satisfying the customer, relative to a product or service, in whatever way the customer
defines his or her need and having that service delivered with efficiency, compassion and
sensitivity’ (Gibson-Odgers, 2011, p. 6). Hotel staff are highly familiar with the essence of
customer service in different forms and, arguably, hotels aim to incorporate this so called
‘pleasant or positive customer experience’ into the traditional meaning of being hospitable
by engaging and entertaining customers. It is insinuated that customer service is not an

accomplishment of meaningless acts but involves competence, care, sensitivity, passion
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and understanding on the part of employees so as to deliver the desired customer service
experience assigned by each hotel organization. This is why there are different qualities of

customer service such as good, excellent, superior and bad.

Taking into account that there are different scales of rating the quality of customer service,
employees are required to demonstrate certain types of positive behavior so as to enhance
the customer service experience. Sherman (2007) commented that ‘the ideal luxury
hospitality experience may involve service beyond that of a mother and require instead the
services of an “idealized mother””. With this in mind it needs to be identified what kind of
displays are required from hotel staff and which impression management techniques hotel

organizations put into practice so as to encounter their organizational objectives.

4.4 Role theory and intercultural service encounters in customer service

‘Your troubles should be masked with a smile...once an unhappy or
dissatisfied customer walks out the door, they are gone forever!” - from a
customer service handbook (Steinberg and Figart, 1999).

For the achievement of excellent customer service, customer satisfaction and retention
positive displays and behaviors have to be performed from service employees so as to meet
the above goals. Roles, actions and emotions are features which form the customer service

experience.

Role theory is based on a dramaturgical metaphor. The study of a role— a
cluster of social cues that guide and direct an individual’s behavior in a given
setting— is the study of the conduct associated with certain socially defined
positions rather than of the particular individuals who occupy these positions.
It is the study of the degree to which a particular part is acted appropriately
(role enactment) as determined by the reactions of fellow actors and observers
(the audience) (Solomon et al., 1985, p. 6).

“Whereas some authors use the term role to refer to characteristic behaviors (Biddle, 1979;
Burt, 1982), others use it to designate social parts to be played (Winship and Mandel,
1983), and still others offer definitions that focus on scripts for social conduct’ (Bates and
Harvey, 1975; Zurcher, 1983). All the aforesaid forms of role can apply in the hotel work
environment which is related to the provision of customer service depending on the

behavior and attitude of hotel staff. Hotel staff are required to incorporate in their customer
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service a serial of specific standardized behaviors and attitudes both verbally and non

verbally as indicated by their organization aiming at customer satisfaction.

The roles that hotel staff have to integrate on a daily basis in customer service derive from
the power that characterizes hotel organizations as brands; simply because as social and
business organizations they have to fulfill particular objectives. Hotel staff are requested
to endorse particular social behaviors and attitudes within a specific social environment
and in these circumstances they have to follow scripts. For example, Schank and Abelson
(1977, p. 41) define a script as ‘a predetermined, stereotyped sequence of actions that
defines a well-known situation’. ‘Scripts are important tools in standardizing service
experiences and in managing the expectations of consumers and employees alike’ (Leidner,
1993). Since in these scripts hotel staff are called to include in their behaviors specific
roles which are defined by their organization it can be claimed that hotel staff are not
allowed nor have the freedom to personalize to a great extent the customer service as they
have to comply with the guidelines of their organization. ‘Role theory concerns one of the
most important characteristics of social behavior— the fact that human beings behave in
ways that are different and predictable depending on their respective social identities and
the situation’ (Bidle, 1986, p. 68).

Within learned roles, behaviors and attitudes that hotel staff adopt in customer service it is
worth considering from an intercultural aspect how the expectations of customers from
different cultural groups can be fulfilled and how explicit are the roles that employees
perform in an intercultural context. ‘Different cultural backgrounds between the service
provider and the customer add complexity to the service interaction’ (Wang and Mattila,
2010, p. 328). As role theory (Solomon et al., 1985) suggests, ‘customers and employees
from different cultures have different role expectations and different service scripts stored
in memory. These dissimilar cultural backgrounds easily create misunderstandings,
resulting in dissatisfied customers, frustrated service employees, and ultimately the loss of
business’ (Cushner and Brislin, 1996; Mohr and Bitner, 1991). It is seen that possible
different cultural expectations between customers from different cultures and employees
can affect negatively the customer service experience and the psychology of employees.
Due to the different roles that hotel staff have to embrace, customization of the needs of
customers form different cultural groups is impeded cause of the standardized behaviors

and attitudes that they have to adhere to by being unable to differentiate customer needs. In
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addition to this, employees will find it more challenging to identify how intercultural
service encounters can be accommodated efficiently and professionally because they do
not possess the knowledge and skills towards this since they are getting used to working

under these circumstances.

4.5 The use of emotional labor in customer service

Service interactions can be either long or short between hotel staff and customers most
known as service encounters. Shostack, (1985, p. 243) has defined the service encounter as
‘these exchanges which reflect a period of time during which a consumer directly interacts
with a service’. Service encounters are also referred to as ‘moments of truth’ or ‘critical
incidents’ (Albrecht and Zemke, 1985). Service employees use their interpersonal and
personal skills during customer service. In the case of hotels, hotel staff are the key agents
with whom customers are coming into contact on the first instance, therefore, organizations
wish to make the very best impression on their customers by utilizing hotel’ staff’s specific
emotional behavior and attitude. It would be explored then how it helps the presence of
specific emotions on the part of employees to the achievement of organizational objectives
and how hotels form and control staff’s emotions. ‘The financial value of service
employees’ emotional labor for service industry in general and for the hospitality firms in
particular is unanimously accepted’ (Fox, 2001; in Shani et al., 2014, p. 151; Pugh, 2001).
Arlie Hochschild established the term ‘emotional labor’ and apart from this she made
significant contribution to the tactics of surface acting and deep acting, by further
elaborating them. The main distinction between surface and deep acting lies on the degree
of the psychological effort that performers are required to made and on the purposes of the

act.

Feelings do not erupt spontaneously or automatically in either deep acting or
surface acting. In both cases the actor has learned to intervene-either in
creating the inner shape of a feeling or in shaping the outward appearance of
one (Hochschild, 1983, p. 86). Though both forms of acting are internally
false and both involve effort they represent different intentions (Ashforth and
Humphrey, 1993). When engaging in deep acting, an actor attempts to modify
feelings to match the required displays. The intent, then, is to seem authentic
to the audience; thus deep acting has been called “faking in good faith”
(Rafaeli and Sutton, 1987, p. 32). In surface acting, the alternative strategy,
employees modify their displays without shaping inner feelings. Doing this
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entails experience emotional dissonance, or the tension felt when expressions
and feelings diverse (Hochschild, 1983).

Fineman (1996) ‘suggests that there are two key approaches to emotional labor taken by
employers. Some organizations appear to be trying to mould employees to conform to rigid,
scripted emotional rules, while others may rely primarily on the employee’s existing
emotional skills’. As Frosh and Summerfield (1986, p. 116) point out, ‘this sort of explicit
training is usually carried out by larger organizations with well-developed personnel or
HRM procedures’. It could be supported that global hotel brands stand higher chances to
provide to their hotel staff this kind of training as they dispose the financial and human
resources through which they can realize this. Price (1994) agrees with the above and
supports that ‘there is a link between the size of a hospitality organization and its adoption
of formal personnel policies generally, supporting the idea that smaller businesses are less
likely to offer formal training programmes’. It could be argued as well that there can exist
either a formal training on emotional skills in the form of a session, or simply through

verbal communication from senior staff in hierarchy to lower staff during tasking.

Within this context it is worth considering what the repercussions are for service
employees who experience these emotional demands. ‘Emotional labor has been
traditionally viewed as a source of negative psychological outcomes such as low job
satisfaction, job stress, emotional exhaustion, depression, and self-alienation’ (Constanti
and Gibbsm, 2005; Johnson and Spector, 2007; Morris and Feldman, 1997; Sandiford and
Seymour, 2002; Shani and Pizam, 2009). ‘These factors can lead to substance abuse
(Hochschild, 1983), as well as to the appearance of physical symptoms and general ill
health’ (Schaubroeck and Jones, 2000, in Shani, et al., 2014, p. 151). When service
employees are told by their organization how to feel and how to express themselves at their
job role it is normal for them to feel confused, physically and mentally exhausted. This
situation can affect not only their professional life but also their private one and can render
service staff to feel emotionally inadequate and unsure as to how they have to feel and

behave in situations different from work.

Considering that emotional demands can have harmful effects on service employees it is
worth investigating why the hotel industry is regarded as a low industry to work for.
‘Hospitality may involve helping guests to have a good time by engaging them in activities
and small talk’ (Guerrier and Adid, 2000; Crick, 2000; Tracey, 2000; Constanti and Gibbs,
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2005). ‘Hospitality service employees may be expected to act as if they enjoy their jobs
and even as if they are not really working but ‘are paid to play’ (Crick, 2000, in Crick and
Spencer, 2011, p. 264). These terms make clear that a job in hospitality might be perceived
as lightweight and undemanding, not requiring specific abilities, knowledge and expertise
on the part of service staff. Sadly, this is the current image which dominates the hospitality
industry, possibly because not much academic research has been carried out which
supports the opposite view; that working in customer service not only involves
entertainment of customers, completion of tasks, acting, smiling and happy disposition on
the part of employees but indeed requires the ‘right’ attitude, demeanor and specific
competencies from staff. Such work involves a combination of social, personal,
interpersonal, technical and business skills. Korczynski (2002) and (Pizam and Shami,
2009) have noted that ‘hospitality work is complex, challenging and somewhat
contradictory but seems to incorporate both the pleasures and pains of service work’ ‘with
even the demanding aspects being perceived as opportunities to demonstrate skill and

create memorable experiences for customers’ (in Crick and Spencer, 2011, p. 465).

4.6 Conclusion

Having defined in this chapter what is hospitality and customer service there has been the
opportunity to explore why there is a certain code of behavior that service employees have
to follow and why this is necessary to exist in the service sector. The fact that service
employees in general and hotel staff in particular have to incorporate during customer
service a number of ‘theatrical enactments’ and adhere to scripts so as to enhance the
customer service experience reveals a rather negative image for hospitality. | am defending
this because behind the employment of emotional labor and relevant training provided to
service staff towards this, the financial aims of each organization are fulfilled, and that is
what business organizations such as hotels do. However, it can be supported that behind
this standardization of behaviors and ‘theatrical performances’ the encouragement of
creativity, infusion of knowledge and expansion of service staff skills are set aside by their
organizations simply because there is already a certain structure around the emotions and
the general behavior that should be exhibited during customer service. This is why it

becomes challenging for hotel staff to identify and accommodate intercultural service
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encounters because they are not used to neither have they been taught or trained by their
organizations to be able to respond to situations which are complex in nature and require a

certain repertoire of skills and knowledge.
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Chapter 5: Intercultural theories and intercultural competence in the hotel

industry

5.1 Introduction

In this chapter an account is given of cross-cultural studies in intercultural communication,
including the main figures of the field such as Edward Hall (1952), Geert Hofstede (1970),
Fons Trompenaars and Hampden-Turner (1977) and House et al. (2004) with the GLOBE
Project. Criticism and disagreements relevant to the above theories are also portrayed,
indicating the limitations and boundaries of those theories. In addition to this, what
intercultural communication competence is and which particular qualities and behaviors it
is composed of are explained. The dimensions and components of ICC by Chen and
Starosta (1996) are presented, as well as the Arasaratnam and Doerfel (2005) and the
Hammer, Gudykunst and Wiseman (1978) studies regarding the qualities and skills of ICC.
Within this discussion, the importance of linguistic competency within hospitality is shown,

as well as how ICC should be perceived in the hotel industry in the United Kingdom.

5.2 Cross-cultural studies on intercultural communication

‘Critical intercultural communication scholarship deals primarily with larger structural
forces in reconceptualising the dynamic, heterogeneous and complex nature of culture and
in reconsidering the past and future of intercultural relations’ (Asante, Miike and Yin, 2013,
p. 2). ‘Critical interculturalists are therefore committed to more contextualized, historically
situated and politicized scholarship about culture and communication’ (Miike, 2010b).
This outline applies in the thesis as culture and communication are not examined in
isolation from socio-economic, cultural and political phenomena; society and culture are
separate but interrelated systems. Intercultural communication is seen as an outcome of the
changes which occur on a global and local level. Arguably, the interest in intercultural
communication appeared as a result of the expansion of global organizations. Adler (1986)
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informed us that ‘organizations were required to send employees and their families abroad,
which required training on various cultural backgrounds’. In fact, organizations perceived
the need for their employees to be able to communicate effectively and adjust themselves
to the host culture not only because of working issues but also as a consequence of
personal and interpersonal ones. ‘With a few exceptions, intercultural training in
multinational corporate contexts began to gain footing and momentum in the 1980s in
Europe, the United States and Japan’ (Jackson, 2014, p. 374).

5.2.1 Edward T. Hall

‘Edward T. Hall, often referred to as the originator of the field of intercultural
communication, was hired by the United States Foreign Service Institute in 1955’ (Leeds-
Hurwitz, 1990). ‘Hall created training programs for Foreign Service officers who serve
overseas as American diplomats that included the concept of implicit culture and focused
on the intersection of culture and communication’ (Peace Corps, 1999, p. 136). Hall (1959;
1976) distinguished between high and low context communication and cultures. In high
context communication, communicators rely relatively more on the context of a message
and less on the words themselves. Regarding high context cultures Hall (1976, p. 79)
maintained that ‘most of the information is either in the physical context or internalized in
the person, while very little is in the coded, explicit, transmitted part of the message’.
Interaction—communication in high context cultures therefore has potential to be
complicated given the involvement of personal feelings on the part of the speaker and the
inclusion of non verbal cues. On the other hand, ‘in low-context communication meaning
relies more on the actual context of the message and less on when, how and by whom it is
expressed’ (Shaules, 2007, p. 28). The communication is straightforward, based on the
semantic meaning of words and not veiled by non verbal cues. In his book Silent Language

Hall (1959, p. 169) proposed that ‘culture is communication and communication is culture’.

5.2.2 Geert Hofstede

‘Geert Hofstede, in his book Cultural Consequences, analyzed that national cultures can be
understood by taking into account specific cultural dimensions’ (Liu, Volcic and Gallois,

2011, p. 100):

63



= individualism—collectivism,
= masculinity—femininity,

= high-low power distance,

= uncertainty avoidance,

= long term orientation

5.2.3 Fons Trompenaars and Charles Hampden-Turner

Trompenaars and Hampden-Turner (1997) suggested specific dimensions of cultural

diversity in business:

= universalism versus particularism,

= individualism versus communitarianism,
= neutral versus affective,

= specific versus diffuse,

= achievement versus ascription,

= sequential versus synchronic,

= internal versus external control

“The universalist approach is roughly as follows: what is good and right can be defined and
always applies. In particularist cultures, far greater attention is given to the obligations of
relationships and unique circumstances’ (Trompenaars and Hampden-Turner, 1997, p. 8).
The second dimension underlines that ‘individualism refers to the culture that emphasizes
the interests of self or of his/her own immediate family. In contrast communitarianism, a
synonym for collectivism as used by Hofstede, emphasizes group consensus in decision
making’ (Vance and Paik, 2014, p. 59). The third dimension focuses on how different
cultures decide as to whether or not they wish to display their feelings. ‘People in affective
or emotional cultures are not hesitant to reveal their innermost feelings whereas people in
neutral cultures tend to control their emotions carefully and maintain their emotions’
(Vance and Paik, 2014, p. 59). The fourth dimension refers to how people perceive public
and private space and whether or not there are boundaries. ‘In specific cultures, people

clearly separate public space from private. On the other hand, in diffuse cultures the

64



distinction between public and private space is unclear and blurry’ (Vance and Paik, 2014,

p. 58).

The fifth dimension differentiates cultures as to whether their current status is a result of
individual personal achievements or hereditary and based on personal relationships.
‘Achievement means that you are judged on what you have recently accomplished and on
your record. Ascription means that status is attributed to you, by birth, kinship, gender or
age, but also by your connections and your educational record’ (Trompenaars and
Hampden-Turner, 1997, p. 9). The sixth dimension deals with how cultures perceive time.
‘If the view of time is sequential, a series of passing events, or whether it is synchronic,
with past, present and future all interrelated so that ideas about the future and memories of
the past both shape present action’ (Trompenaars and Hampden-Turner, 1997, p. 120). The
last dimension refers to how cultures relate to nature. ‘Internal-oriented cultures may show
a more dominant attitude, focus on their own functions and groups, and be uncomfortable
in change situations. External-oriented cultures are more flexible and willing to
compromise, valuing harmony and focusing on their colleagues being more comfortable
with change’ (Binder, 2012, p. 32).

5.2.4 GLOBE project

As well as the cross-cultural studies of Hofstede and Trompenaars-Hampden, the GLOBE
project was invented by Robert House, a researcher from Pennsylvania University. ‘The
GLOBE research program is the only cultural study which makes an allowance to
significant regional differentiations’ (Heidtmann, 2011, p. 52). ‘Thus, House differentiates
between the former East and West Germany as well as the English- and French-speaking
parts of Canada’ (House, Javidan and Dorfman, 2001, p. 491). This could be regarded as
all-inclusive, which is highly pluralistic in nature based on methodological consistency. Its
primary strength according to House et al. (2004, p. 24) is that ‘GLOBE has not made
assumptions about how to best measure cultural phenomena but used multiple
measurement methods to empirically test which methods are most meaningful’. As Bik

(2010) has remarked:

‘The GLOBE project is the most sophisticated project to date involving over 150
researchers in 62 countries, has incorporated 30 years of cumulative experience after the
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landmark work of Hofstede and is specifically designed to measure cultural differences’
(Bik, 2010, p. 79).

Nine cultural dimensions have derived from the GLOBE project (House et al., 2004, p. 30):

= power distance,

= uncertainty avoidance,

= assertiveness,

= institutional collectivism,
= in group collectivism,

= future orientation,

= performance orientation,
= humane orientation,

= gender egalitarianism

At first glance, the cultural dimensions of the GLOBE project seem quite similar to the
work of Hofstede; however, the GLOBE project based its study on a clear rationale from
the start: to explore leadership and organizational cultures across the globe using
methodological approaches which will enable understanding of the possibilities of different

features worldwide.

5.3 Criticism of cross-cultural studies

The work of both Hofstede and Trompenaars-Hampden refers to how cultural differences
have the potential to influence ways of doing business in an intercultural environment. The
cultural dimensions that they have suggested are based on the dimensions of national
cultures. Arguably, though, there are traces of generalization in both cultural frameworks.
For instance, every human being is unique and can communicate by borrowing cultural
elements of the culture from which she or he comes but also is greatly dependent on her or

his personal style of communication. To claim though that people from particular cultures
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tend to behave either professionally or personally in certain ways because of their origins
seems a rather simplified argument. If organizations generate diversity training sessions
based on the dominant characteristics of national cultures, there is a danger of employees
becoming overattached to these characteristics and ignoring the notion that human nature is
not always cultural. However, although | do support diversity sessions, it should be made
clear to trainees that some behaviors might be interpreted as cultural but not all, meaning
that it is not recommended to initiate generic diversity sessions based on the cultural

dimensions created by Hofstede and Trompenaars-Hampden.

‘One of the main limitations of Hofstede’s study is generally considered to be that it was
based on IBM questionnaires that were designed to measure something other than cultural
differences and that subsequently was reinterpreted to reflect cultural dimensions’ (Bik,
2010, p. 75). In his criticism of Hofstede’s work, McSweeny argues ‘that nations are not
the proper units of analysis as cultures are not necessarily bounded by borders’
(McSweeney, 2002). ‘Hampden-Turner and Trompenaars (1997) bring up another
important criticism of Hofstede’s work. Are cultural categories linear and exclusive?
Hamden-Turner and Trompenaars (1997) do not feel that if you are an individualist you
cannot be a collectivist’. Nations are not divided only by differences. In stressing the
importance of the existence of cultural differences between nations, there is a risk that
employees who receive diversity training pay attention to boundaries and become
prejudiced against their host cultures or against colleagues from different cultures. Also, if
organizations base their diversity training on categorizations and schemata as described
above, it might be confusing for employees if they do not remember the characteristics of

each category or mix them up.

Arguably, some cultural dimensions might be regarded as offensive for citizens who
originate from particular cultures. In addition, what happens in the case of citizens who
hold dual citizenship—nationality? Which criteria — of the first or second nationality —
would he or she be evaluated as an individual? The dispositions and feelings of human
beings may fluctuate for personal or health reasons; this might affect professional behavior
in meetings between colleagues of different cultures. If behavior in an intercultural
meeting is opposed to that expected from the relevant categorizations, does this mean that

a person is less cultural or embraces opposite characteristics of his or her culture?
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Rothlauf (2006, p. 46) challenges the work of Trompenaars and Hampden Turner because
‘it is unclear how they identified their seven dimensions of culture. Some of the critics
believe that the dimensions were just assembled from culture models of other authors’.
‘Furthermore, Trompenaars and Hampden Turner (1997, pp. 212-220) dedicate a whole
chapter in their book to the cultural diversity of South Africa but meanwhile there are no
research results from the Southern countries of the African continent available. In addition,
the authors offer only sample questions and research results for their theory of cultural
dilemmas’ (Heidtmann, 2011, p. 52). It is apparent that, as well as concerns about the
theoretical and argumentative part of the research of Hofstede and Trompenaars-Turner
which builds the framework of their reasoning, methodological issues exist as to how they
conducted their research. As there is no transparency as to how they gathered their data,
the validity of the information provided may be questioned as well. The GLOBE research
project is also not without criticism. Graen (2006, pp. 97-98) ‘is of the opinion that
respondents might have answered the GLOBE questionnaires in such a way that a
desirable picture of their home country is created for outsiders’. However, House (House et
al., 2006, pp. 104-110) argued that ‘the GLOBE intention was detecting the status quo of

behavior as well as the ideals aspired by a society’.

5.4 Discussion: Intercultural communication competence

‘Conceptualizing intercultural communication requires the incorporation of culture into
communication theory, a task which has been approached in a number of ways’
(Gudykunst et al., 2005). Cultural elements are involved in intercultural communication
interaction, however; ICC combines a number of different qualities. To communicate in a
competent way involves a combination of social, interpersonal, cultural, cognitive and

behavioral characteristics.

Competency captures skills and dispositions beyond cognitive ability such as
self-awareness, self-regulation and social skills; while some of these may also
be found in personality taxonomies, competencies are fundamentally
behavioral and unlike personality and intelligence, may be learned through
training and development (McClelland, 1998).
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But what is intercultural communication competence and who is an interculturally

competent communicator?

‘The ability to negotiate cultural meanings and to execute appropriately
effective communication behaviors that recognize the interactants multiple
identities in a specific environment’ (Chen and Starosta, 1998, pp. 358-359).

It has been argued that ‘communication competence is not an individual attribute but rather
a characteristic of the association between individuals’ (Lustig and Koester, 2006). ICC is
not an innate ability but a learned one and this applies to the basic characteristics of culture
and communication, which have been characterized as learned and taught behaviors. If
intercultural speakers do not desire to communicate effectively, meaning that they do not
wish to apply to themselves through learning the specific characteristics and behaviors
which synthesize ICC, there cannot be any discussion about ICC during intercultural
interaction. Individuals should be motivated about being interculturally competent because
they have to incorporate specific skills and behaviors which characterize ICC. Arasaratnam
and Doerfel’s (2005) study suggested that ‘five particular qualities are associated with
ICC’:

= empathy,

= intercultural experience/training,
= motivation,

= global attitude,

= ability to listen well in conversation

The behavioral nature of ICC cannot be ignored. ‘The two key principles for competent
communication are appropriateness and effectiveness, according to Chen and Starosta’
(1998). ‘Effectiveness means that individuals can realize personal goals or outcomes’
(Wiseman, 2002). Effectiveness relates to the personal understanding of each
communicator as to what is expected to be achieved from the side of both communicators.
‘Appropriateness requires that communication takes place that is grounded in an
understanding of the context and reflects expected norms as defined by cultural insiders’
(Ting-Toomey, 1999). In order to have appropriate communication, the communicators
need to be aware of the customs, norms and ethics of the different culture, which requires

some cultural knowledge of it. This does not signify that merely cultural knowledge of
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different cultures per se is an adequate measure to categorize someone as an interculturally

competent communicator. According to Bennett (2009):

‘Teaching culture (e.g. the institutional, historical and political aspects of
culture) is not enough, and that the development of intercultural competence
requires the teaching of subjective culture, in which the focus turns to
exploring alternative worldviews and cultural self-awareness’ (Bennett, 2009).

‘Another is that teaching intercultural competence requires the development of critical
cultural awareness’ (Talkington, Lengel and Byram, 2004). As a result, if this cultural
knowledge is appropriate, it would be effective—successful as both parts will have achieved
their aims to communicate efficiently and understand each other. They would have
communicated under a mutual cultural code which attaches importance to the recognition
and esteem of the different attitudes and rules which may exist in each different cultural
group. ICC should be viewed as a cultural support which will enable communicators to

build cultural bridges across intercultural differences.
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Dimensions Components of Intercultural Communication
Intercultural Competence
Communication

Competence

Personal Attributes |J| Self-disclosure, self-awareness, self-concept, self-

relaxation

Communication Message skills, social skills, flexibility, interaction

Skills management

Psychological Frustration, stress, alienation, ambiguity

Adaptation

Cultural Awareness [ Social values, social customs, social norms, social

systems

Table 1: The dimensions and components of intercultural communication competence,
Chen, and Starosta (1996).

Chen and Starosta’s (1996) framework of ICC focuses on the personal, interpersonal,
psychological and cultural characteristics of the individual by stressing the importance of
every component being accompanied by specific skills. This again proves the behavioral

nature of intercultural competence.

‘ICC can be explained not as communication competence in dealing with a
specific culture but as the cognitive, affective and operational adaptability of
an individual’s internal system in all intercultural communication contexts’
(Kim and Korzenny, 1991, p. 259).
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ICC offers flexibility to the communicator and a sense of confidence on a personal and
professional level. Hammer, Gudykunst and Wiseman (1978, p. 390) have proposed that

intercultural communication competence comprises the following four skills:

= to enter into meaningful dialogue with others,
= o initiate interaction with a stranger,
= to effectively deal with communication misunderstandings between self and others,

= to effectively deal with different communication styles.

5.4.1 Linguistic competency within ICC

Authors conclude that ‘linguistic competency while important is not synonymous with
effective communication’ (Hammer, Gudykunst and Wiseman, 1978, p. 391). The above
authors focus mainly on the personal and communication attributes of which the
intercultural competent communicator should be disposed. | would disagree though with
the above position, which supports the exclusion of linguistic competency in the
intercultural competent framework of Hammer, Gudykunst and Wiseman (1978). It is true
that linguistic competency and being able to speak an international language apart from the
mother tongue does not necessarily signify intercultural competency because, as has been
pointed out, ICC is a combination of social, interpersonal, cultural, cognitive and
behavioral characteristics. Nonetheless, | would argue that it does not exclude it either.
Firstly, neither the Chen and Starosta (1996) framework of ICC which has been illustrated
above nor Hammer, Gudykunst and Wiseman (1978) or any other author who has proposed
specific skills, qualities and behaviors as to what ICC is comprised of suggests examining
each element in isolation. However, examination of all the features together and

holistically is recommended.

The question which arises then is why linguistic competency is not considered valuable to
be incorporated as a component or attribute of ICC. Secondly, in a professional context in
many jobs and in the hospitality sector in particular, knowledge of international languages
Is regarded as desirable predominantly within the European context. ‘In the European
hospitality industry, for instance, fluency in several languages is the norm’ (Enz, 2010, p.
972). It is common knowledge that first impressions do matter, especially in the area of

customer service in the hotel industry. ‘Hotel managers and staff must be able to
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communicate using foreign languages when required. Fluency in foreign languages makes
customers satisfied’ (Kosar and Lazovic, 2013, p. 91). It is perceived that linguistic
competency within the hotel industry is regarded as necessary as it is linked with customer
satisfaction upon customer service and obviously enhances the customer service

experience.

5.4.2 ICC in the hotel industry

As intercultural competence is a skill and attitude which can be taught and learned, a
systematic approach is needed in order to develop it. It is suggested then that ICC within
the hotel industry can be developed through diversity training, including for managerial
and non managerial employees. Already intercultural training is considered as a popular
means across different disciplines. ‘Intercultural training has been informed by a number
of fields including: cultural anthropology, cross-cultural psychology, sociolinguistics,
multicultural education, intercultural communication and international business
management’ (Bennett, Bennett and Landis, 2004, p. 1). Thinking about intercultural
competence in the hotel industry as a skill offers the opportunity to reconsider and define

the kinds of skills required in hospitality.

‘Hospitality work is widely characterized in both the popular press and in
research-based academic sources as dominated by a low skills profile’ (Wood,
1997) or, as Shaw and Williams (1994, p. 142), ‘rather brutally and, probably,
unfairly put it, uneducated, unmotivated, untrained, unskilled and
unproductive’.

It is apparent that opinions on the quality of skills required in the hospitality industry are
divided, presenting a rather discouraging image that the hospitality sector offers jobs
composed of low skills and meaning that it is not worth investing in the qualities of hotel
staff or expanding their skills. This image of hospitality is perhaps explained by the low
wages in the industry, the unsociable shifts and working hours of employees and the
recruitment of many students. Still, Baum (1996) questions ‘the validity of claims that
hospitality is a work area of low skills. His argument is based on the cultural assumptions
that lie behind employment in westernized, international hospitality work, whereby
technical skills are defined in terms of a relatively seamless progression from domestic and
consumer life into the hospitality workplace’. Arguably, any discussion of intercultural

communication, ICC and diversity training in the hotel industry aims at the improvement

73



of the skills of hotel staff and the introduction of intercultural practices upon recruitment in

the global hotel industry.

5.5 Conclusion

Having examined some of the main aspects of the hospitality sector and customer service
in the hotel industry, in the previous chapter it is suggested here that ICC could be part of
the work life of hotel staff as part of their global citizenship identity. Both IC and ICC are
outcomes of globalization and at the same time the expansion of hotel groups in the global
market is an outcome of globalization. Hotel practices and policies should be in the same
line as the changes which occur in the socio-economic and political environment. This is
proved by the presence of IC in the hotel environment and the inclusion of ICC. Even
though ICC has been defined precisely in terms of which skills, attitudes and behaviors
compose an effective and efficient intercultural interaction, ICC is not an aptitude which
must be accepted passively by individuals; rather it has to be accompanied by critical
cultural knowledge. Indeed, discussion about ICC in the hotel work environment could be
a first step so as to contradict the claims and allegations that the hospitality is a sector
which involves low skills. IC and ICC can alter the image of hospitality and stress the
importance of space for improvement both for hotel staff and the customer service
experience. The next chapter gives details and clarifies the qualitative research which has
been utilized, discussing a variety of data collection instruments and analysis approaches
within a qualitative research methodology which contribute to the identification of how
hotel staff in global hotel groups deal with issues of intercultural communication and how

they organize themselves.
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Chapter 6: Methodology

6.1 Introduction

This chapter outlines the logic under which specific qualitative methods were employed
and the type of methodology chosen for the study. Madison (1988) supported the notion
that ‘method focuses the researcher on exact knowledge and procedure whereas
methodology uses good judgment and responsible principles rather than rules to guide the
research process’. The chapter starts by detailing the significance of combining a variety of
data collection instruments: semi-structured interviews, public space observations and
thematic analysis. Within this context it is explained how interpretive (hermeneutic)
phenomenology has been utilized. The theoretical framework of applying hermeneutic
phenomenology as a methodological approach is represented as the most appropriate,
making use of the experiences of hotel staff and how they perceive specific situations and
phenomena in their work environment. Justification is provided for why only branded hotel
groups participated in the study, while what the term branding denotes and how this is
related to the essence of customer service are also outlined. Relevant tables which give
details of different global hotel brands, hotels which participated in the study and hotel
staff interviewed have been created. An account of all the different actions employed to
recruit interviewees and of the procedural part of interviews is also supplied to give an idea
of what occurred before and during the interview time. It is explained why qualitative
interviews/semi-structured interviews were utilized — the different kind of questions used,
the role of probing and of open-ended questions and the reasons for transcribing interviews
are detailed for this purpose.

The rationale for using public space observations in the areas of reception, café-bar and
restaurants in the hotel environment is provided along with information which indicates
that public space observation is acceptable when potential participants cannot be informed
about its being carried out. Arguments related to deception against the use of non
participant observations are also presented and how public space observations
complemented qualitative interviewees, contributing to the trustworthiness and validity of

the data, is outlined. There are many theoretical debates and criticism around the
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discussion of non participant observations and, arguably, the lack of information and
knowledge regarding its utility as a research method has created a prejudice against its use.
Under these circumstances, it is sustained that it is fundamental on the part of the
researcher to be highly familiar with the ethical issues which arise upon conducting non
participant observation. The contribution of the ethics committee of the University of
Glasgow at the time of seeking ethical approval for conducting the research is also
described, as well as how obstacles were overcome related to issues of public space
observations. It is highlighted that the personality of the researcher plays a vital role in this
process; notably her sensitivity and thoughtfulness for carrying out ethical research and
decision making. The different feelings which emerge when difficulties exist upon
conducting organizational research are also discussed. Lastly, features of thematic analysis
are exhibited, including how these are involved in the data analysis process in conjunction
with semi-structured interviews and public space observations. In this section, some more
practical and procedural information follows as to how the data were organized and
analyzed. How coding occurred, and the construction of relevant tables, shows the
development of themes and thematic analysis on semi-structured interviews and on public

space observations.

6.2 A variety of data collection instruments and analysis approaches within a

qualitative research methodology

For this research project, a combination of data collection instruments and analysis
approaches has been used: semi-structured interviews, public space observations and
thematic analysis by using interpretive (hermeneutic) phenomenology. The combination of
data collection instruments became possible to be attained because of the autonomy that
interpretive phenomenology offers to the research and to the researcher. ‘The flexibility of
phenomenological research and the adaptability of its methods to ever widening arcs of
inquiry is one of its greatest strengths’ (Garza, 2007, p. 338). Phenomenology entails the
subjectivism of the researcher. ‘Although some would criticize the subjectivity that is
inherent in interpretive work, no research is free of the biases, assumptions, and personality
of the researcher’ (Sword, 1999). It is thus considered as crucial when conducting ethical

social research to provide an accurate account not only of which research methods were
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chosen for acquiring reliable data, but to reflect on how the research methods used fit the
context of the chosen methodology and the study in general. ‘Every decision taken by the
researcher should be a reasoned one, reflect the theoretical framework of the methodology

employed and be made explicit to others’ (Koch, 1996).

‘The fundamental aim of phenomenological philosophy is to develop a greater
understanding of individuals’ experiences through the consciousness of the experiencer’
(Giorgi, 2009). Semi-structured interviews offered the advantage of live interaction
between me and the interviewee and the description of reality according to employees’
personal experiences in the hotel industry. The fact that interviewees had the opportunity to
describe their personal views related to the issues investigated in conjunction with their
live experiences and incidents encountered in their working environments provided me
with real and valid data. This does not mean though that the experiences with which
interviewees supplied me with were taken for granted, denoting rather that the face to face
interaction gave me the chance to address more open questions to the interviewees.
‘Common to all phenomenological approaches is a desire to understand humans from
within their own subjective experiences’ (Todres and Holloway, 2010). For this reason, |
had to consider how | would achieve understanding and how I could use those experiences
as data. Qualitative interviews represented the ground to be used for further testimony of

the interviewees’ statements.

Public space observations were employed, aiming to search not only how the interviewees’
statements could be complemented, but also making possible identification of gaps and
further issues that interviewees were either unwilling to disclose information about —
however, this was sometimes not possible because of the sensitivity of the issues. Thus, in
cases in which interviewees did not wish to elaborate on issues possibly regarded as
‘forbidden’ to talk about, public space observations made possible obtaining of such data
without the contribution of interviews. The application of public space observations
attached a sense of independence and flexibility to the study by adhering to the principles
of conducting ethical research. Rather than rigid adherence to a specific research design,
Popay, Rogers and Williams (1998) argue that ‘... the hallmark of good qualitative

methodology is its variability, rather than its standardization’.
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Thematic analysis as a research method contributed to the objectivity and translucency of
the data and the research in general. Data sourced on the official website of each hotel
brand for the purposes of thematic analysis were already in existence. My involvement
focused on the analysis and interpretation of these data, derived by searching common
categories and themes identified in advance during qualitative interviews and public space
observations. Popay, Rogers and Williams (1998, p. 347) have noted that ‘one criterion of
good qualitative research is the provision of sufficient detail to enable the reader to
interpret the meaning and context of what is being researched and exposes the experience
as a process’. Thematic analysis was the means through which it became possible to
present and induce that the categories and themes discovered combined not only a

subjective meaning but also a realistic one.

Interpretive (hermeneutic) phenomenology is based not only on the interpretations of the
live experiences of people and how these experiences are perceived by them but it goes a
step further; it aims to make those interpretations-meanings important within a specific
context. ‘Hermeneutic phenomenology prefers not to formalize an analytical method so
that the context of the phenomenon itself can dictate how the data are analyzed’
(Langdridge 2007). The cooperation of the researcher and her participants is profound as
there is the need for each participant to be understood as a unique being who can contribute
with his or her experiences in a distinguished way in the study. ‘Interpretive
phenomenological inquiry seeks to elucidate or make explicit our understanding of human
behaviors and actions’ (Allen and Jensen, 1990, p. 244). Successful interpretation of
meanings greatly depends on the amount of different data from different sources,
consequently justifying the use of a variety of data collection instruments and analysis

approaches.

6.3 Interpretive (hermeneutic) phenomenology as methodological approach

‘Phenomenology is an inductive qualitative research tradition rooted in the 20™ century
philosophical traditions of Edmund Husserl (descriptive) and Martin Heidegger
(interpretive) (Reiners, 2012, p. 1). ‘It is considered a philosophical discipline and a
research method’ (Geannellos, 1998; LeVasseur, 2003; Lopez and Willis, 2004, in Wojnar
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and Swanson, 2007, p. 172). In this study the data have been gathered, produced and
analyzed based on interpretive phenomenology. ‘Benner (1994), Draucker (1999), Koch
(1995), and Parse (1999) suggested that interpretive phenomenology is most useful as a
framework for examining contextual features of a lived experience as generated from a
blend of meanings and understandings articulated by the researcher and participants’ (in
Wojnar and Swanson, 2007, p. 177). ‘As an approach within sociology, phenomenology
seeks to reveal how human awareness is implicated in the production of social action,
social situations and social worlds’ (Natanson, 1970). Hotel organizations belong both to
the category of social and business organizations, as explained in the previous chapter.
Whether defined as social or business organizations, there is a close interrelationship
between hotels and society; examining daily practices involved in the operation of hotels
therefore enables us to further understand how society functions and which roles human
beings are called to become engaged with at a professional level. This can be achieved by

understanding how employees act and perform in their working environments.

Hotels produce and sustain the essence of social capital whether defined as social or
business organizations. Coleman (1988, p. 598) identifies social capital as ‘a variety of
different entities, with two elements in common: they all consist of some aspect of social
structure, and they facilitate certain actions of actors whether personal or corporate actors
within the structure’. Cohen and Prusak (2001, p. 4) acknowledge that ‘social capital
makes an organization, or any cooperative group, more than a collection of individuals
intent on achieving their own private purposes’. Through the use of interpretive
(hermeneutic) phenomenology, it became possible to explain why specific experiences and
phenomena are important as such, intensifying the meanings and understandings attached
to the relevant experiences of employees. Interpretation of the phenomena expressed by
hotel staff indicates that they are constructed of numerous realities; this is where themes
appear. ‘Heidegger asserted that human existence is a more fundamental notion than
human consciousness and human knowledge. His philosophy makes it clear that the
essence of human understanding is hermeneutic, that is, our understanding of the everyday
world is derived from our interpretation of it’ (Dahlberg, Drew and Nystrom, 2008, in
Reiners, 2012, p. 2). ‘Heidegger believed that understanding is a basic form of human
existence in that understanding is not a way we know the world, but rather the way we are’
(Polkinghorne, 1983, in Laverty, 2003, p. 8). A significant role in the hermeneutic process

was played by the research methods used which allowed me as a researcher to discover and
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reach those experiences which accordingly supplied me with the relevant information in

form of data.

Looking into the work lives of hotel staff through qualitative interviews and public space
observations enabled identification of which issues matter more and are regarded as more
important on the part of hotels and which issues matter less. ‘Reality is not something ‘‘out
there’’, but rather something that is local and specifically constructed. Realities are not
more or less, rather they are simply more or less informed’ (Denzin and Lincoln, 2000).
The specific elements that surround the reality of how social interactions are constructed
on issues of customer service, cultural diversity, language issues, aesthetic labor and
grooming standards reveal how social actions, etiquettes and protocols take shape in a
working hotel environment. These social actions divulge the desirable policies and
behaviors with which hotel staff are obliged to comply and operate within a working hotel
environment. ‘There is a transaction between the individual and the world as they
constitute and are constituted by each other’ (Munhall, 1989). It is therefore necessary to
understand the content of the experiences of hotel staff and the reasons which constitute
those experiences. Hotel staff hold two identities; one which classifies them simply as
human beings, and another which categorizes them as employees.

‘Heidegger focused on ‘Dasein’, that is translated as the mode of being human’ or ‘the
situated meaning of a human in the world’’ (Laverty, 2003, p. 7). Interviewees were not
examined simply as human beings but were viewed as human beings under the identity of
employees working in the hotel industry. So, by understanding what is involved in being
an employee in the hotel industry and their particular responsibilities on a professional
level, how society functions can be understood. This can be linked with my argument that
society and the hotel industry are interrelated; within the hotel industry, specific social
models and practices are formulated and sustained and can potentially find expression at a
social level as well. It is apparent that phenomena generally speaking have a reason and
reasoning; organized, arranged and maintained by human beings. If we achieve an
understanding of phenomena which belong to specific social and organizational settings as
hotels, we can identify how the reality constructed in the internal environment of hotels as
working environments can be interrelated with the external environment which constitutes

social reality.
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For instance, the fact that we are living in a world which becomes increasingly globalized,
where intercultural communication and relationships have intensified and the mobility of
the labor workforce has increased these phenomena ask questions about the role of
organizations in employees’ lives, both personal and professional. As the above
phenomena have entered the work lives of hotel staff and their organizations,
harmonization should be developed between these phenomena, which have the power to
influence the reality of each organization. ‘Through language and interpretations, I created
meanings about the hotel working environment and its interrelationship with customer
service, diversity issues, language issues, aesthetic labor and grooming standards.
‘Language is the universal medium in which understanding occurs. Understanding occurs

in interpreting” (Gadamer, 1960; 1998, p. 389).

In the hermeneutic process, the researcher has to go back and forwards to undertake
analysis. Allen (1995) stressed ‘the importance of reading and writing as core to the
production of meaning in hermeneutic strategy’. Reading, writing, personal reflections,
feelings and field notes assisted initially with the understanding of data and later with
analysis. The hermeneutic process did not contribute solely to interpretation of texts and
words and unveiling of meanings but also helped to seek the right resolutions and
interpretations and thus ensure the trustworthiness of the data. ‘In hermeneutic
phenomenological research an ability to follow the decision trail relating to theoretical,
methodological and analytic process is an important indicator of trustworthiness’ (Koch,
1994). ‘The basic tenet of the hermeneutic interpretive school of thought is that researchers
cannot remove themselves from the meanings extracted from the text. The researcher
becomes a part of the phenomenon. Consequently, preconceived ideas or opinions are not
bracketed’ (Polit and Beck, 2005, in Reiners, 2012, p. 2).

It is evident that, because my responsibility as a researcher was to provide an accurate and
valid description of the issues investigated, the interpretations had to be truthful and clear
so as to avoid preconceptions. ‘Qualitative research continues to be regarded by some as
““a soft option’’ lacking scientific rigor and open to possible bias or even fraud’ (Chapple
and Rogers, 1998). ‘The unclear process by which qualitative researchers arrive at
interpretations and lack of detail about the process of analysis have been criticized’
(Pollock, 1991; Clarke, 1998; Crist and Tanner, 2003). By being as accurate and consistent
as possible in my organization, presentation and interpretation of data, | have conducted
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research of high quality based on rich data through the use of a variety of data collection

instruments and analysis approaches within a qualitative research methodology.

6.4 Why sample only branded hotel groups for organizational research?

A clear selection took place of globally branded hotel groups or, to put it differently, hotels
which belong to the elite of the social and economic scale participated in the study. The
decision to enter the arena of global hospitality enclosed the rationale that global hotel
brands entail those criteria, capacities and philosophies in terms of human and financial
capital which can ensure not only a pleasant and high quality customer service experience
but also a ‘rich’ working environment for hotel staff. I use the term ‘rich’ metaphorically
here, implying the opportunities and the prosperity that hotel staff can gain upon entering
the hotel industry so as to develop themselves further in terms of professionalism and skills.
This is what is denoted on the part of hotel organizations: according to the statements of
interviewees, hotels’ brand web profiles and job advertisements in terms of education,
training and knowledge opportunities will be supplied to employees during employment.
The term ‘brand’ has multiple connotations. ‘At one end of the spectrum, brand constitutes
a name, a logo, a symbol and identity, or a trademark. At the other end, brand embraces all
tangible and intangible attributes that the business stands for’ (Prasad and Dev, 2000). For
customers, the symbol of a hotel organization contributes to easier recognition of the brand

compared to others.

Simoes and Dibb (2001) argue that ‘branding plays a special role in service companie$
because strong brands increase customers’ trust of the invisible, enabling them to better
visualize and understand the intangible and reduce customers’ perceived financial, social
or safety risk’. Global hotel brands therefore aim to create a perception or impression for
their customers or potential customers that what is popular and global entails the best value
for them. This can be achieved with the power possessed by global hotel brands by
building the image of ideal and perfect accommodation which provides superb facilities for
customers and a stimulating working environment for employees. By investigating the
working environment of each hotel through the contribution of the experiences of hotel
staff, I gained a ‘genuine’ account of how hotels respond to issues related to customer

service and the role of intercultural communication. Denzin and Lincoln (1994, p. 2) have
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noted that ‘qualitative research is multimethod in focus involving an interpretive,
naturalistic approach to its subject matter. This means that qualitative researchers study
things in their natural settings attempting to make sense of or interpret phenomena in terms

of the meaning people bring to them’.

6.5 Hotel brands and interviews with hotel staff

The two broad categories of hotels examined were business—leisure and luxury hotels. In
total, eight global hotel brands participated across twelve different hotels, as can be seen in
Table 2.

First hotel brand: 4 star Second hotel brand: 4 star | Third hotel brand: 4 star

hotel Glasgow, 4 star hotel hotel Edinburgh, 3 star hotel J| hotel Glasgow, 5 star hotel

Manchester Aberdeen Glasgow, 5 star hotel
Edinburgh

Fourth hotel brand: 3 star Jf Fifth hotel brand: 5 star Sixth hotel brand: 4 star
hotel Edinburgh hotel Edinburgh hotel Glasgow

Seventh hotel brand: 4 star | Eighth hotel brand: 4 star

hotel Glasgow hotel Glasgow

Table 2: Eight global hotel brands across twelve different hotels

Interviewees worked in various departments of each hotel, including general management,
human resources, operations, food and beverage, guest relations, concierge, housekeeping
and front office, and one director of sales and marketing was also interviewed. Ten
employees were of British origin and the nationalities of the remainder were identified as
follows: one Irish, two Indians, one British—Pakistani, one Hungarian and one Greek.

Details of each manager interviewed can be seen in Table 3.
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HS1: Director of Sales and
Marketing, 4 star hotel
(British)

HS4: Food and Beverage
Manager, 5 star hotel
(British—Pakistani)

HS7: Human Resource
Manager, 4 star hotel
(British)

HS10: Senior Supervisor,
Food and Beverage, 3 star
hotel (Greek)

HS13: Meetings Host
Guest, 4 star hotel (British)

HS16: Guests Relations

Manager, 4 star hotel
(British)

HS2: Operations Manager,
4 star hotel (Indian)

HS5: Human Resource
Manager, 4 star hotel
(British)

HS8: Assistant Concierge
Manager, 5 star hotel
(British)

HS11: Guests Relations and
Housekeeping Manager, 4
star hotel (British)

HS14: Food and Beverage
Manager, 3 star hotel
(Indian)

Table 3: Participants in semi-structured interviews
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HS3: General Manager, 4
star hotel (British)

HS6: Front Office
Supervisor, 3 star hotel
(British)

HS9: Front Office
Supervisor , 3 star hotel

(Hungarian)

HS12: Assistant General
Manager, 4 star hotel
(British)

HS15: Senior Supervisor,
Food and Beverage, 5 star
hotel (Irish)




‘Kvale defines the qualitative research interview as; an interview, whose purpose is to
gather descriptions of the life-world of the interviewee with respect to interpretation of the
meaning of the described phenomena’ (Kvale, 1983, p. 174). The selection of interviewees
followed the protocol which applies to the context of interpretive (hermeneutic)
phenomenology. ‘The aim in participant selection in phenomenological and hermeneutic
research is to select participants who have lived experience that is the focus of the study,
who are willing to talk about their experience, and who are diverse enough from one
another to enhance possibilities of rich and unique stories of the particular experience’
(Polkinghorne, 1983; van Manen, 1997, in Laverty, 2003, p. 18). Having the opportunity to
conduct interviews within the premises of each hotel with hotel managers from different
departments was already a starting point for a qualitative organizational research study.
The decision to undertake interviews with hotel management staff was not taken at random;

indeed, it served four purposes.

First, all the interviewees were the right people to participate in the study because they
possessed expertise in and experience of the hotel industry related to the issues
investigated. They come into contact with a range of customers so their knowledge of
customer service is broad. Morse et al. (2002, p. 18) have outlined that ‘the sample must be
appropriate, consisting of participants who best represent or have knowledge of the
research topic’. Second, being a manager denotes a level of professionalism — some
managers revealed to me that they started to work in hotels from their very early years in
low positions and, over the years, stepped up. They had an average of seven to thirty years’
experience in the hotel industry, so their knowledge and insight could be considered quite

valid.

Third, the diversity which characterizes this study is because interviewees were working in
different departments; a unique element because they approached issues in different ways
according to their areas of expertise. Fourth, because it was already challenging to gain
access to hotels, | had to come into direct contact from the start with the manager of each
department to seek approval. | thus had a higher chance of being allowed to carry out
research in each hotel by communicating first the purpose of my study to managers rather
than anybody else lower in the hierarchy. Generally, by interviewing staff from several
departments, | gained a variety of different experiences and stimulation which helped me

to build further the content of the interviews. Each individual used the knowledge of his or
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her specialties and, quite often, different incidents were described which conveyed
common themes or brought to the surface new ones harmonically connected to others and

to the relevance of the study.

6.6 Communicative actions to gain access to hotels aiming at interviewing
hotel staff

For all the interviews, a specific etiquette was followed in terms of how hotels were
approached and how communication gradually evolved. There were three ways of dealing
with each potential hotel able to participate in the study. Initially, I did some research on
the internet using links for each hotel organization from each department in which I was
interested; sometimes | could find appropriate information (an email address of the HR or
guest relations department) to direct me to who to contact next. In my initial email, | stated
the nature of my work in simple and non complicated language and, in most cases,
underlined the departments in which | was interested: food and beverage, human resources
and guest relations.

A second way of approaching management was by visiting the hotel and directing myself
to the rec