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[bookmark: _Toc531026710]Executive Summary
In this report, the individual aims to deliver guidance and advice to an American from the Head of Marketing of TBG Tours Ltd, on how to prepare themselves for intercultural meetings throughout their upcoming business development trips to both China and Dubai. Applicable theoretical models of cultural awareness have been used to produce a briefing paper highlighting important challenges of intercultural communication in China and Dubai with the potential impact of a successful business trip, or otherwise, strategic developments have been put in place on how these can be overcome.
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1. [bookmark: _Toc531026711]Introduction

In this report, it will be discussed and analysed the importance of understanding culture whilst travelling for business. Hofstede’s index scores for countries will be included to show the rank for the chosen countries for of his dimensions, Power Distance, Individualism vs Collective Culture, Masculine vs Feminine Culture and Uncertainty Avoidance. Advice and guidance will be provided for the American business man, who will be travelling to both China and the United Arab Emirates on what cultural aspects he should consider in order for a successful business trip. 
























2. [bookmark: _Toc531026712]Discussion

2.1 [bookmark: _Toc531026713] Understanding the Importance of Culture in Business

Prior to a business trip to both China and the United Arab Emirates, it is essential to consider cultural custom, and to have a familiar and a good understanding of their cultural diversity as it is important that it is respected at all times (Bergiel et al, Cooper and Hall, 2008). As people from both China and the United Arab Emirates live quite differently from an individual living from America, having a basic and clear understanding of their culture and language and the way they live can help to achieve a successful business trip. 
It can be quite common for an individual in a foreign country to become confused due to different culture beliefs and a way of living. This can be due to a change of environment that an individual is living in whether it may be temporary or compulsory. It is believed that this most of the time is only short term, and can be easily overcome, especially if the American business man prepares himself for the business trip and the different cultures he will be experiencing during his travels (World Business Culture). 
[bookmark: _Toc531026714]2.2 China
[bookmark: _Toc531026715]2.2.1 Power Distance 
This dimension is about the fact that not all individuals are equal in organisations. It shows that the culture in societies, in a particular country, have to accept that the power is spread unequally (Hofstede). As shown in figure 1, China is displayed in the higher rankings of the chart, this shows that China believes that it is acceptable to have inequalities between people. Leadership is influenced in China due to individuals’ formal authority. 
[bookmark: _Toc531026716]2.2.2 Individualism vs Collectivist Culture 
The Individualism dimension is a fundamental issue. This is about the amount of interdependence that an organisation is willing to maintain to its colleagues. People who work in an individualist organisation have a duty of ensuring they look after their direct family, as well as themselves, and individuals working in a collectivist organisation tend to belong in groups where people look after them, to exchange for faithfulness and loyalty. China has a score of 20 in the chart (figure 1), which shows that the country is a high culture collectivist group. Individuals act in the welfare of the group rather than themselves. Commitment from employees to an organisation is low, although this does not necessarily mean to the people in the organisation. Whilst relationships with members in a society are supportive for ‘in-groups’, they are not so cooperative to ‘out-groups’.  
[bookmark: _Toc531026717][bookmark: _Toc531026718]2.2.3 Masculine vs Feminist Culture
A high score on this chart (Masculinity) shows that an organisation will thrive by success, competition and accomplishment. A low score on this chart (Feminine), indicates that the quality of life is more of an achievement to a company, and that standing out is not essential to them. The difference between them is whether a company want to be the best, or simply just enjoying what they do. China have a score of 66, which shows that China are more of a Masculine society, therefore they thrive towards being successful. Chinese people must ensure that they are sacrificing their leisure time and spending time with family and friends for work commitments. Leisure time is not so important for Chinese people, as most organisations such as supermarkets and hair dressers will be open until late at night. Chinese students also follow their success depending on their exam result scores, which is why they like to ensure they study a lot (Hofstede). 
2.2.4 Uncertainty Avoidance
This dimension shows how an organisation deals with the fact that the future is unknown, and whether they should try and control what happens. Some people may feel threatened of a culture because of unknown circumstances of the future. China has a low score of 30, which means they are happy with uncertainty. Their language is full of uncertain meanings that can be complicated for people to understand. Between 70%-80% of Chinese business are family owned and are also small/medium sized (Hofstede). 
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Figure 1 (Hofstede)


3. United Arab Emirates

3.1 Power Distance
The United Arab Emirates have a high score of 90 on this dimension; this indicates that people understand that everyone has a high place, which means that there is no need for any further explanation. In a company, hierarchy is seen as looking at inequalities, being centre is quite popular and also subordinates expect and wait to be told what they have to do.
3.2 Individualism vs Collective Culture
The United Arab Emirates have a score of 25, which means that they are a collectivist civilisation. This is visible in a close long-term obligation to the associate, whether it is family, extended family, or even extended relationships. Loyalty is important in a collective culture, as it overrides social rules and regulations. Everyone has liability for members in the group which is why the society ensures strong bonds and relationships. In Collective organisations, employee and employer relationships are apparent in ethical terms, like a family bond and when hiring or promoting a colleague, the decision is taken into consideration of the employee’s in-group. 
3.3 Masculine vs Feminist Culture
Due to the United Arab Emirates having a score of 50 on this dimension, they are not considered as either Masculine or Feminine. Some organisations thrive in success and competition, whereas some organisations are thriving more towards caring for others and their quality of enjoying life. 
3.4 Uncertainty Avoidance
United Arab Emirates have a score of 80 on this dimension, which indicates that the country has a high partiality to avoid uncertainty. Countries with a high score for Uncertainty Avoidance sustain rigid codes of beliefs and behaviour and they also do not tolerate untraditional behaviour/ideas. There is an emotional need in these cultures for rules, even if sometimes they do not work. Individuals are extremely focused on working hard and keeping busy, accuracy and punctuality is the standard and also innovation can be refused to accept. An essential element in individual inspiration is security. 

4. Business Code of Conduct – China and United Arab Emirates
4.1 Introductions
Meetings in China have a tendency to be organised well in advance, this should ensure an equally respectful relationship in business. Whilst greeting a Chinese person, they should not be addressed by their first name; they should be greeted by either their family name or a title. Chinese people also do not like a firm handshake; they prefer to be greeted with a bow therefore the American business man should take this into consideration (Moran, 2014). 
4.2 First Impressions
To create a good first impression whilst in China, it is expected foe an individual to dress appropriately, such as formal business clothing. 
4.3 Gifts and Business Cards
Gifts are not anything important to consider for business in America, whereas in China, it is quite common to exchange souvenirs and business cards. Whilst exchanging gifts, it is important to ensure that the colours blue, black and white should be avoided, as they symbolise mourning.
4.4 Negotiation
Chinese people have strong trust, which can have a positive impact on pricing. Although it is not a priority to the United Arab Emirates, it is important for the Chinese to concentrate strengthening relationships in the business World prior to the meeting. In China, they like to keep a contract to a minimum, they do not like anything that is too wordy. 
4.5 Communication
It is important to know that just because someone in China speaks good English, it does not mean they will be automatically more knowledgeable than someone who does not (World Business Culture). 








5. [bookmark: _Toc531026719]Conclusion

In conclusion, it is important that culture is considered and that any business person has a brief understanding prior to when they visit a foreign country. It can have a major impact on the individuals understanding of other people culture and way of living. All cultural aspects have been included in this report in order to help the Head of Marketing achieve a successful business trip. 
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