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EXECUTIVE SUMMARY 
The hospitality cultures of Austria and England are compared in this study, with an emphasis on leadership and cultural distinctions that should be noted by the new general manager of a five-star multicultural hotel and spa. The GLOBE Project's leadership study and Hofstede's cultural dimensions are used to show that while both countries have high levels of individualism, they also have low levels of power distance. England exhibits low uncertainty avoidance, while Austria exhibits high uncertainty avoidance. Austria exhibits Moderate to Long-Term Orientation with High Masculinity, according to the research. However, it has a moderate masculinity and a short-term orientation in the case of England. Both countries might experience difficulties with leadership styles, hierarchical structures, and miscommunication. To handle intercultural issues in the workplace, the paper suggests thorough cultural training, open communication, and flexible leadership approaches.
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1. [bookmark: _Toc170752465]Introduction 
‘Austria’ is selected for this report to make comparison with England hospitality culture. It is essential for the incoming General Manager of the five-star Multicultural Hotel & Spa in London to comprehend the operational and cultural differences between England and Austria. The primary distinctions between the two nations will be outlined in this study, along with an analysis of those differences utilizing the cultural and leadership elements of the GLOBE Project and a discussion of the difficulties associated with intercultural leadership in the hospitality sector.
2. [bookmark: _Toc170752466]England’s and Austria’s Cultural Differences 
Hofstede's cultural dimensions were applied in order to analyze the cultural differences between Austria and England. There are noticeable cultural contrasts between Austria and England in the hospitality industry. Open contact between managers and staff at hotels is encouraged in both nations. On the other hand, hierarchy, well defined responsibilities, and a more structured communication style are typically prioritised in England (Janta et al., 2011). English hotels promote self-initiative and individualised guest care in terms of accomplishments and personal attention. While personalised care is still valued in Austrian hotels, uniformity and adherence to hotel standards are given more weight (Heimerl et al., 2020). England's hospitality policies provide high standards and a work-life balance by striking a balance between employee welfare and competitiveness (Meira et al., 2023). Austrian hotels place a higher value on output, effectiveness, and first-rate service than they usually do on a laid-back workplace (Ntounis et al., 2022). Austrian hospitality strikes a balance between short-term visitor needs and long-term planning and sustainability, whereas English hospitality is usually short-term focused and prioritises instant client happiness. Austria strikes a balance between pleasure, cultural values, and professional service, England caters to leisure and enjoyment by providing a wide range of recreational activities (Atembe, 2022). 
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 Figure 1: Comparison of England’s and Austria’s culture by using Hofstede’s Cultural Dimensions
Source: (Rafetzeder, 2019)
3. [bookmark: _Toc170752467]Analysis and Comparison Using the GLOBE Project's Culture and Leadership Study
	Power Distance

	Austria
	Low power distance
	Austria has low power distance score. Employees want to be consulted and involved in organisational approaches, which indicates a desire for egalitarian structures and decentralised selection-making (Rafetzeder, 2019).

	England 
	Low power distance
	England has a low energy distance score, which is indicative of a society that minimises hierarchical distinctions and promotes equality. This interprets to more handy supervisors and improved involvement from personnel individuals at all levels in selection-making within the place of work (Rafetzeder, 2019).

	Individualism vs. Collectivism

	Austria
	High Individualism
	Austria's high individualism score, which places a strong focus on personal independence and autonomy. Like their English counterparts, Austrians place a high priority on freedom and personal accomplishments (Rafetzeder, 2019).

	England 
	High Individualism
	England emphasises man or woman rights, self-reliance, and private liberty, scoring exceptionally on individuality. This correlates to an emphasis on private accountability and accomplishments in the place of work (Rafetzeder, 2019).

	Uncertainty Avoidance (UAI)

	Austria 
	High Uncertainty Avoidance
	Austria has an excessive uncertainty avoidance rating, indicating a desire for predictable results, well-described regulations, and organised environment. Austrians are more hazard-averse and value stability and meticulous planning (Rafetzeder, 2019).

	England 
	Low Uncertainty Avoidance
	England's score at the uncertainty avoidance scale is comparatively low, indicating a better level of chance tolerance and ambiguity reputation. The English have a more lenient mind-set toward laws and rules and are more receptive to innovation, exchange, and sparkling thoughts (Rafetzeder, 2019).

	Long-Term Orientation vs. Short-Term Normative Orientation (LTO)

	Austria 
	Moderate to Long-Term Orientation
	Austria has a extra pragmatic outlook on the future, as seen by means of its more balanced long-time period attention. Austrians vicinity a excessive importance on customs as well as the realistic modifications required for sustained fulfillment (Rafetzeder, 2019).

	England 
	Short-Term Orientation
	England has a propensity for short-term normative orientation, emphasising social obligations, tradition observance, and speedy results. Preserving old customs and fostering stability are preferred (Rafetzeder, 2019).

	Assertiveness

	Austria 
	High Masculinity
	Austria has a higher masculinity score, which suggests that its society is more goal-oriented and competitive. Success, performance, and aggressiveness are highly valued by Austrians in both personal and professional contexts (Szabo & Reber, 2007).

	England 
	Moderate Masculinity
	In England, there is a moderate level of masculinity and a value placed on cooperative and competitive behaviours. While accomplishments and success are valued, work-life balance and quality of life are also prioritized (Terlutter et al., 2010).



4. [bookmark: _Toc170752468]Challenges of Intercultural Leadership in the Hospitality Industry
· Employee miscommunication and perceived rudeness may result from an English worker's indirect communication style clashing with an Austrian worker's straightforward approach (Braslauskas, 2020). 
· The more hierarchical structure favoured in Austria may additionally conflict with England's participatory choice-making fashion. While Austrian personnel may keep in mind the English method to be indecisive, English personnel may additionally sense upset through what they perceive to be the stress of Austrian control. 
· English workers may favour a consultative and inclusive fashion of leadership, while Austrian personnel would possibly count on a extra authoritative and decisive kind. Conflicts inside the effectiveness and perception of management may additionally end result from this discrepancy (Elsaid & Elsaid, 2012).
5. [bookmark: _Toc170752469]Recommendations 
To improve know-how and comprehension of numerous cultural customs and ideals, implement thorough cultural education programmes for all staff. This will inspire recognize for each other and help near cultural obstacles (Hanges et al., 2016). It is vital that both places foster transparent and honest traces of verbal exchange while exercise cultural sensitivity. Organise workshops to hone and enhance go-cultural communique talents, guaranteeing comprehension and minimising misinterpretations (Dimitriou, 2022). Achieve a balance among the participative method that English employees select and the hierarchical tendencies of Austrian employees via adapting leadership procedures as a consequence. Teach leaders to transition among inclusive and authoritarian management styles as needed to meet cultural norms (Reichel et al., 2009). 
6. [bookmark: _Toc170752470]Conclusion 
This report emphasizes the cultural differences between Austria and England inside the hospitality area, with a specific emphasis at the leadership study conducted through the GLOBE Project and Hofstede's cultural dimensions. England embraces ambiguity and encourages creativity, but Austria locations a strong precedence on organization, predictability, and high uncertainty avoidance. Both Austria and England place a strong emphasis on individualism; however, England supports self-initiative and a work-life balance, whereas Austria favours uniformity and structured communication. Differing hierarchical preferences and communication styles present obstacles for intercultural leaders. To close these cultural gaps and improve cross-cultural relationships in the hotel industry, effective leadership calls for thorough cultural training, open communication, and flexible leadership styles.
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