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ABSTRACT
This is an intercultural competence report developed for the general manager, and the selected country is Italy. The GLOBE framework will be utilized to analyse Italy’s cultural practices and its cultural values, and it will also help in understanding the most important cultural dimensional factors that might be able to affect business operations. The report will also focus on understanding the importance of cultural intelligence for business expansion, as it directly connects with managing employees.
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In order to expand business in a new country, it is important to understand the cultural dimensions and preferences of the people so that, after launching the business, customers will immediately start to purchase the products or services. Regarding the cultural dimensions of countries, the GLOBE Projects cultural and leadership study is able to provide valuable understanding about the cultural dimensions of preferred countries that is also applicable for businesses within the hotel industry. 
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Italy as a country has always been an attractive location for tourists. In the 21st century, it is also considered one of the most renowned places for destination-based weddings. The history and well-defined architecture, along with the natural beauty, make Italy a successful tourist destination (Haga and Sigmundsson, 2018). Every corner of Italy has its own history, but today people want to immerse themselves in the beauty of the landscapes of Italy. Following is a cultural study of Italy based on The GLOBE Projects culture and leadership study:
Avoidance of uncertainty: Italy as a country has a score comparatively higher than other countries in terms of uncertainty avoidance (Comunian, 2009). It means that as a country, Italy does not want to take risks, but they do not engage in geopolitical issues in an active way, and for the people, they have clear rules and regulations that everyone needs to follow.
In the case of hotel business, it is important for the hotels to adhere to the existing protocols in order to ensure legal consistency and satisfy customers.
Distance of power: In the business environment of Italy, it is often noticed that, even though there is a hierarchy of power, it is not as complex and critical as in other countries (Leman and Janssens, 2015). People who are sitting at the top often have good relationships with people who are working at the lowest level.
In the context of hotel business, this can be a great opportunity for employers to develop strong and sustainable relationships with employees while ensuring that there is autonomy in the decision-making process.
Believe in collectivism: The people of Italy believe in collectivism, which is why they have a focus on family bonding and maintain close relationships with one another (Comunian, 2008). It can affect the service quality of hotels because if the hotel employees are not able to acknowledge such bonds, then they will not be able to provide them to the hotel guests so that they can spend quality time with their family members.
Social equality: In Italy, social equality is not as strong as it is in countries like Germany, Poland, etc. (Gamba and Goldstein, 2009). Therefore, in hotel businesses, the managers need to take special care about maintaining equality among the employees while giving equal services to male and female guests.
Confidence: One of the most sophisticated cultural aspects of Italy is that the people of the country are confident in nature (Pasquale, 2023). By hiring such confident employees, it will be possible for businesses within the hotel industry to provide excellent customer service.
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Development of customer satisfaction: by understanding the cultural values and sensitivities, it will be possible for the hotel to provide training opportunities to the employees to develop their cultural intelligence so that guests of the hotel can get expected and industry-standard service while developing a positive perception about the hotel (Angeloni, 2013).
Cultural misunderstanding: by understanding cultural values and sensitivities, it will be possible for the employees to avoid any misunderstandings and cultural conflicts (Grigoreva, 2017).
Develop employee-customer relationships: if the employees are aware of cultural sensitivities and values, then they will also be able to follow the cultural norms, traditions, and practices of Italy to develop trust and loyalty among the guests (Richards, 2018).
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The following short and primary recommendations have been developed for the general manager of the hotel to expand the business in Italy based on the analysis of the cultural practices and preferences of the people of Italy.
focus on training and development: even if the business decides to hire employees from Italy, it will be necessary for the hotel to provide comprehensive training programs to all of the employees so that they can get accustomed to one another while understanding different cultural dimensions of Italy to meet guest expectations.
Customization of services: As hotels in Italy are required to serve people from different cultures, it will add value to the customer experience if the hotel can provide customized guest services based on their preferences and cultural background (Vergori and Arima, 2020). For example, the hotel can offer diversified dining options to guests based on their taste buds, culture, religion, and any other preferences. There are customers who will prefer to try the traditional Italian cuisine, but the hotel can also have guests who prefer international cuisine.
Diversified employees: If the hotel can hire employees from different cultures who also speak different languages, then it will provide a competitive advantage to the hotel because it will not only help to overcome the language barrier but also prepare the hotel for future-oriented decisions.
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The cultural dimension of Italy based on the GLOBE Project suggests that the cultural aspects are quite significant, as people are confident, believe in collectivism, and are proud of their history, architecture, and culture. If the hotel can understand the attributes of the culture of Italy, then it will be possible for the hotel to navigate through the cultural differences and utilize opportunities to gain a competitive edge.
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