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Executive Summary
The goal of this study is to evaluate culture and customs in Brazil and country analysis using the GLOBE project. Brazilians are renowned for being amiable and open to meeting new people. A crucial aspect of social and professional interactions is establishing and maintaining personal and professional ties. In Brazil, those in positions of power and the elderly are often treated with respect despite the lack of a strict social framework. While Brazilians are typically honest, they also put a great deal of value on maintaining a polite and courteous manner while interacting with others. When compared to other countries, this metric shows that Brazil is less robust to risk and uncertainty. Brazil does very well in each of these areas because it places a high value on social cohesiveness and trust. This is consistent with my beliefs on how important it is to invite and show hospitality to others.
One tactic for developing genuine connections with both visitors and local partners is to provide workers with cultural training. Owing to their thorough understanding of the subtle cultural differences and various communication styles between each group, the staff is able to converse with both customers and coworkers. If the hotel firm can show that it is responsible and knowledgeable about culture, it will come off as more responsible and culturally sensitive. 


Table of Contents
Introduction	4
Main Body	4
Cultural ad Custom in Brazil	4
Country Analysis Using the GLOBE Project	5
Cultural Intelligence and Sensitivity	5
Conclusion	6
Recommendations	6
References	8



[bookmark: _Toc148401267]Introduction 
	People are more culturally aware when they can identify and understand the many cultural customs, values, beliefs, and practices (Hampden-Turner and Trompenaars, 2020). Along with being aware of own cultural prejudices, the individual should value interactions with people or groups from other cultures and have an open mind. Understanding this is essential to supporting people from other countries in their communication and cooperation (Kim et al., 2019).
	The aim of this report is to evaluate culture and customs in Brazil and country analysis using the GLOBE project. The culture and customs in Brazil and the country analysis using the GLOBE project will be discussed in this report. The cultural intelligence sensitivity and recommendations to the general manager will be demonstrated in this report. 
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[bookmark: _Toc148401269]Cultural ad Custom in Brazil 
A kind and Conciliatory Attitude - Brazilians are well known for being gregarious and accepting of new people. A crucial component of social and professional interactions is forming and preserving relationships, both personal and professional (Deresky, 2017). A keen sense of true friendship and love are highly valued attributes.
The Perspective of Collectivism - Brazil has a cooperative society, which leads to close ties between family members and community members. People often put the good of the group ahead of their own goals. This element shows that we are aware of the many backgrounds that our employees and customers come from (del Rosario et al., 2017).
Respect and Social Standing - In Brazil, there is not a strict social hierarchy, but those in positions of power and the elderly are nonetheless highly respected. It is normal to employ honorifics and titles in formal contexts.
Time Flexibility - Being on time may not be regarded as seriously in Brazil as it is in other nations since people there tend to think of time as a moving target. In the commercial sector, however, it is crucial to follow the established timelines (Sucher and Cheung, 2015).
Communication Style - Brazilians are generally honest people, but they nevertheless hold the virtues of civility and deference in high regard when it comes to communication. Being direct, honest, and kind to other people is crucial while interacting with them.
Celebrations and Festivals - Brazil is known across the world for its flamboyant festivities, such as Carnival. The hotel employees may learn more about clients by becoming involved in and providing information about local events (Gannon et al., 2015).
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A wide range of cultural traits are highlighted by the GLOBE Project's study on the connection between culture and leadership. 
Uncertainty Avoidance - This measure shows that Brazil is not as robust to risk and uncertainty compared to other countries. The staff at the hotel has to be able to adapt to new situations and ideas in order to thrive in the dynamic commercial sector (Abramson and Moran, 2018).
Power Distance - A modest level of power inequality is normal among Brazilians. There is a certain amount of order and respect for people in positions of power (Luu, 2019). It is crucial to strike the best possible balance between giving workers their liberty and acknowledging authoritative figures.
Collectivism - Social cohesiveness and trust are highly valued in Brazil, which scores well on both of these measures. This aligns with my belief in the importance of inclusiveness and diversity.
Performance Orientation - Performance and success are highly valued in Brazil. Sustaining the high standards that set an organization's prestigious reputation depends heavily on motivated employees (Maheshkar and Sharma, 2018).
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Hotel staff members need to be sensitive to and knowledgeable of other cultures, particularly when branching out into a nation like Brazil, for the following reasons:
A Higher Degree of Client Satisfaction - This is because personnel with more cultural awareness in Brazil can create a comfortable and inviting atmosphere for guests from Brazil and other countries (Pereira de Oliveira et al., 2020). 
Building Relationship - The philosophy of offering cultural education to the workers helps to build genuine ties with both tourists and local partners. Those who have intimate ties are more likely to be trustworthy and cooperative.
Effective Communication - The team's ability to communicate with tourists and coworkers alike is a result of their thorough comprehension of the subtle cultural differences between each group and their unique communication styles (Cardoso et al., 2015). It lessens the likelihood that people will make mistakes or get into arguments.
Promoting Inclusivity - It is crucial that, in a country as varied as Brazil, it demonstrates its willingness to welcome everyone by respecting the many national traditions. Employees and customers alike are encouraged to feel included.
Market Positioning - If it shows that the hotel firm is knowledgeable about many cultures, it will come off as more responsible and culturally aware. There is a chance to draw in new clients and strengthen the bonds of loyalty with current ones (Christiansen et al., 2020).
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	In conclusion, a crucial aspect of social and professional interactions is establishing and maintaining personal and professional ties. While Brazilians work together to achieve goals, cooperation strengthens family and community ties. In Brazil, there is a common belief that time is relative; hence, being on time may not be as important as it is in other nations. Brazil does very well in each of these areas because it places a high value on social cohesiveness and trust. Employees who get cultural training are seen to be better able to build genuine relationships with both guests and locals. If the hotel firm can show that it is responsible and knowledgeable about culture, it will come off as more responsible and culturally sensitive. 

[bookmark: _Toc148401273]Recommendations 
· Communicate to the General Manager the individual’s desire for them to establish and sustain alliances with neighbourhood enterprises offering services, including excursions, events, and vendors. Building trusting ties with the community may lead to mutually beneficial partnerships that improve the hotel's standing.
· Plan and commemorate Brazilian cultural holidays and celebrations as an essential part of the hotel's operations and marketing plan. In addition to encouraging guest interaction, this will demonstrate the hotel's respect for the community's culture.
· Inspire employees to converse about their experiences, challenges, and achievements about their integration into the community. This will facilitate the ability to refine and improve strategy to better suit the needs and preferences of the community.
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