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1. Executive summary 
This briefing paper aims to inform the head of marketing of TBG tours Ltd on the different cultural expectations to gain a better understanding of cultural differences that could guarantee rewarding business deals in Dubai and Beijing. This brief will discuss what is acceptable and expected for business partners of a different culture, while also reminding of what is unacceptable.


























2. Introduction
Prior to a business trip to Dubai and China, it is crucial to have an understanding of the cultural differences. Developing a cultural awareness has many benefits for future business deals. People from other cultures may have different ways to judge and overview things so it is important to understand the differences between each culture. When doing business with a lack of cultural awareness, issues will occur such as misunderstanding and misinterpreting. Culture takes over a huge place in people’s lives, culture has an influence on values, views, beliefs and perceptions. When dealing with business one must consider the elements of business code of conduct. A business code of conduct includes introductions, first impressions, business cards and gifts, communication and negotiation. 

                                               3.Cultural differences in Dubai

1.1 Masculine vs feminine culture 
Hofstede’s masculine vs feminine cultural dimension scores the United Arab Emirates 50. The neutral score means that the United Arab Emirates could be considered as either masculine or feminine culture. A feminine culture is family oriented, believe in quality of life and the importance of people. A masculine culture is ego oriented, value money and possessions. America has a slightly higher score meaning that it is classed as a masculine culture and strives upon competition and success. 
3.1.1 Individualistic vs collectivist culture
According to Asai et al (1988), Hofstede’s Individualistic vs collectivist dimension determines whether a culture manages as a group or as individuals. Collectivist cultures are supportive as a group and are known for prioritising the needs of a community over an individual (Cherry,2018). Individualistic cultures are more self-compared to collectivist cultures. United Arab Emirates is a collective society. Loyalty and trust are vital for United Arab Emirates as it a society which is based on building relationships. The United States is classed as an individualistic culture.  
3.1.2 Power distance
Power distance is one of the dimensions established by Hofstede’s cultural dimension theory (Au and Eylon.,1999). Power distance determines numerous cultural differences such as authority, power and influence. As figure one displays, The United Arab Emirates has a higher power distance compared to the United States. The United Arab Emirates is seen as hierarchical and known to place insufficient emphasis on individualism. 
3.1.3 Uncertainty avoidance 
Hofstede’s uncertainty avoidance theory determines how manage with occurrences which are far out of humans reach of control. Low uncertainty avoidance cultures are more open minded when it comes to innovation and change (Maclachlan, 2010). The United Arab Emirates has a high desire for avoiding uncertainty which means that this culture tend to stay with traditional gender roles and follow many rules, laws and regulations. The United states has a low uncertainty avoidance score. This means that this culture is willing to take risks and have a flexible attitude when it comes to deadlines. 


[image: ]







                               Figure one – Hofstede (Hofstede-insights, 2018). 
3.2 Business code of conduct – Dubai 
3.2.1 Introductions
When attending a business meeting punctuality is key, even if the host has had to delay the meeting and will be running behind time. When greeting and parting, a gentle hand shake must be confirmed. Shaking hands with a woman is prohibited unless the woman leads in to do a handshake. 
3.2.2 First impressions
Regardless of the weather in Dubai, it is imperative that the correct dress code is followed. Both men and women must dress conservatively for any business meeting. 
Refreshments are often distributed as a sign of hospitality, as a sign of common courtesy never refuse anything offered. Maintaining strong eye contact throughout a business meeting is fundamental, little eye contact could be deemed as a sign of lack of trust (Dunjani, 2010). Equivalently to Asia, forming a relationship when doing business is essential. Relationships are based on very important elements such as trust. When doing business, Arabs value trust greatly which can result in successful business deals.
3.2.3 Gifts and Business cards 
Business cards are common but not essential and if any information is provided it should be printed in both English and Arabic. Do not offer or receive anything with your left hand. The business meeting can be interrupted by phone calls in which the host will most likely answer. The meeting room may be entered by other people so remain patient and cool headed when this occurs. Exchanging small business gifts such stationary is common. 
3.2.4 Communication 
According to Zaharna (2002), intercultural scholars perceive the Arab and American cultures as the complete reverse of one another. Halls high-context and low-context concept positions America as a low-context culture meaning that this culture relies primarily on words instead of contextual elements, as for the Arab culture it is situated on the higher end of the high to low-context scale. Arabs prefer face to face interaction instead of emails and writing. Business meetings may not always end with confirmed commitments as Arabs take time to respond.  
3.2.5 Negotiations 
During the time of negotiating it is paramount that trust is built, developing an interest in the counterpart’s well-being, family and hobbies will contribute into securing a business deal. The negotiation process in the United Arab Emirates is a lot like the snail and snake strategy. Patience is needed when negotiating, the United Arab Emirates tend to take in these situations. Negotiations are mostly discussed in English so a translator is not always necessary.  
4. Cultural differences in China
4.1 Masculine vs feminine culture 
Figure 2 indicates that China and the United States are both similarly ranked as masculine cultures (Hofstedes-insights, 2018). This means that both cultures are classed as success orientated and driven. Work is prioritised highly and will over rule any leisure time if need be. 
4.1.2 Individualistic vs collectivist culture
According to Hofstede (1994), China is a collectivist culture compared to the United States which is an individualistic culture. The meaning of individualistic is people in a country functioning more as individuals compared to functioning as a group which is what the United States are prone to doing. A collectivist is known to priorities a whole group instead of an individual which involves loyalty and trust. 
4.1.3 Power distance-
Hofstede’s power distance spectrum states that China and the United States are located at opposite ends. China has a very high-power distance meaning that hierarchy is an important part of society which they must follow. The United States have a low power distance meaning that they value equality and democracy. Examples of lower power distance includes the working class having more of an input and freedom of speech. 
4.1.4 Uncertainty avoidance- 
Figure two presents that both of China and the United States are capable with dealing with uncertainties. Both these countries are comfortable with not knowing what will be expected in the future and have learnt with dealing anxiety related to the future (Hofstede-insights, 2018). 
4.1.5 Long term orientation-
Hofstede’s long-term orientation theory focuses on the bigger picture of certain elements such as relationship building and reaching targets. China scores a very high score of 87 in this dimension meaning that it is a realistic and sensible culture which is driven to build relationships and achieve goals. The United States scored a low score compared to China in regarding this dimension.  
4.1.6 Indulgence- 
The dimension indulgence determines how people manage needs such as impulse and desire. Strong control is referred to as restraint and weak control is referred to as indulgence. China is a restrained society while the United States is an indulgent society.
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                     Figure 2 – Hofstede (Hofstede-insights, 2018) 

5. Business code of conduct – china  
5.1 Introductions
Business meetings in China have similar concepts as to Western countries (Mo, 2015). Preparation and punctuality are always expected, be sure to arrive to a meeting at least ten minutes before it commences. To your benefit, be sure to be accompanied by a translator if there are plans to discuss legal details in depth. According to Vollumer (2012), Body language is observed profusely by the Chinese. Body language can determine a lot about who they are dealing with. It is always imperative to show positive body language during a business meeting. During the introduction, addressing people with their titles and surnames is vital. Addressing someone with their first name is not professional and can be taken offensively (Cao, 2018). 
5.1.2 First impressions
To create a favourable first impression, it is best to be dressed conservatively as you would do for any other type of business meeting. 
5.1.3 Gifts and business cards
It is critical distributing a gift for a business meeting, The Chinese acknowledge which gifts are genuine gift giving and which gifts are seen as bribery (Steidlmeier, 1999).  Not providing a business gift can be seen as morally wrong and could impact the business deal right away. Gift giving signifies a profound business relationship as it strengthens trust and commitment. Wrapping a gift in the colour red is preferred as it is seen as a lucky colour in China.  Business cards provided at meetings are valued highly in China, so it is important to exchange during this introduction. The business cards should be translated into the Chinese language as a sign of respect (Vollumer, 2012). 

5.1.4 Negotiations 
In accordance to Barnes et al (2011), the displayed levels of xiren (personal trust), guanqing (an affective element) and renqing (reciprocation and favour) can play a huge part in securing better cooperation in business. As reported by Graham and Lam (2003), The Chinese and Americans have a diverse approach when it comes to negotiating. When negotiating, patience is crucial as the Chinese tend to analyse various aspects of a business deal. The Chinese do not follow a particular schedule which can cause slight conflict as they set no time limit on negotiations (Chan et al, 2011), rushing the Chinese on decisions could have an impact on the whole business deal and result negatively. Understanding the way, the Chinese approach when negotiating can flourish into a positive business relationship. 
5.1.5 Communication 
A concept introduced by Hall (1976), is based on levels of high-context to low-context communication in culture (Arifin et al, 2013). The difference between a high-context and low-context culture is that high-context culture will often say something that might have a whole different meaning, understanding the culture, relationship and specific situation will help interpret what people are saying and doing. 
China is situated on the higher end of meaning china communicate through elements such as body language and tone of voice. America is a low context culture compared to China, this may mean it will be hard to interpret each other and could result in misunderstandings. When presenting oneself, posture, tone of voice and facial expressions must be shown in a placid way. Compared to Dubai, the Chinese perceive eye contact as disrespectful and in breach of privacy.

















6. Conclusion 
Gaining a cultural understanding is crucial when dealing with business and by taking the time to expand basic cultural knowledge, it could be in favour resulting in successful business deals and relationships. This briefing paper has included vital information that should benefit the Head of Marketing when on his/her business trip.
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