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[bookmark: _Toc150534337]Introduction
While expanding businesses globally, this seems crucial to drive focus on cultural differences, behaviour and customs of the target country. As opined by Kanichowsky (2022), if an organisation’s cultural quirks are ignored in favour of the strictly clinical and strategic approach to foreign corporate expansion and growth, then the strategy would be missing a crucial component, which is essential for ensuring long-term success. In such a context, Diversity Hotel & Spa, which is a 5-star hotel based in London in the UK necessitate having a thorough understanding of the cultural norms, customs, and behaviour of customers in Italy. 
[bookmark: _Toc150534338]Main Body
[bookmark: _Toc150534339]Cultural Overview
Talking about their art of conversation, Italians are curious, tolerant, and open to others' manners and uniqueness. Italy has deeply rooted traditions as well as core cultural values that influence all aspects of daily life from language, coffee, clothing and food (Pasquale, 2023). Coming to business mentality, this must be noted that developing intimate relations is very crucial in Italian business culture for staff up-skilling and business development. Strong belief in hierarchy and status is prioritised in all facets of the Italian society and there seems to be intense respect for power. Building close relationships is extremely crucial in Italian business culture. This would be good for finding a well-connected person who could establish the appropriate introductions on behalf of Diversity Hotel & Spa. 
[bookmark: _Toc150534340]GLOBE Project/Country Analysis
The GLOBE project started in the 1990s to understand the different dimensions of culture. GLOBE project has been a unique large-scale research of leadership ideals, cultural practices, interpersonal and generalised trust across 150 nations in collaboration with near about 500 researchers (Globeproject, 2020). The GLOBE research seems to be very effective for dealing with organisational leadership as well as behaviour in society while expanding the concept of Hofstede’s cultural dimensions.
[bookmark: _Toc150534341]Cultural Visualisation of Italy
Performance orientation- This indicates the level to which a collective inspires and rewards group members for performance excellence and improvement. Italy has a low practice score (3.58) in performance orientation which indicates that people are least motivated in achieving goals also least responsive to feedback attempts and performance appraisal. However, Diversity Hotel & Spa would be favourable as the nation values this feature a lot in their business terms.
Assertiveness- While involved in GLOBE research, this attribute is the level to which people are confrontational, aggressive, and assertive in their relationships with others around them. The practice score and value score are relatively low, which indicate that people in Italy tend to be dependent on other for decision-making. This again seems favourable for the British brand to expand in Italy. 
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Figure 1: Italy's Cultural Values and Practices
(Source: Globe project, 2020)
Future orientation- This feature shows the extent to which people are involved in future-oriented behaviours like delaying gratification, investing, and planning with precision. Italy has a low practice score; yet they value this high. This indicates their high propensity to spending rather than saving, which seems unfavourable for business. 
Humane orientation- This is the level to which a collective inspires and rewards people for being altruistic, caring, fair, generous, and kind to others around them. Italy has a low score in this aspect, which indicates people are inspired by the need for materialistic possessions and power. 
Institutional collectivism- Bonjeer and Vonkova (2023) stated that this attribute prominently indicates the extent to which societal and organisational institutional practices reward and inspire collective distribution of collective and resourceful action. Italy scored low in this aspect, which seems good as Diversity Hotel & Spa values the individual goals of employees. 
In-group collectivism- This feature indicates the level to which people express their cohesiveness, loyalty, pride, etc., in their organisations. 
Gender egalitarianism- This aspect indicates the level to which people prioritize minimising gender inequality (Eriksson, Björnstjerna and Vartanova, 2020). Italy has a relatively high score in this category as individuals express loyalty, pride, and cohesiveness.
Power distance- In the GLOBE project, this trait indicates the level to which people endorse and accept power differences, status privileges, authority, and authority in organisations. Italy has scored high in this aspect, which shows power can be unevenly distributed and has high acceptance of hierarchy in Diversity Hotel & Spa. 
Uncertainty avoidance- As stated by Alipour (2019), this feature indicates the level to which an organisation, group or society show their reliance on social rules, norms, and processes to ease the unpredictability of futuristic events. Italy's practice score is low in this category. People tend to be open to unknowns, which seems very favourable for Diversity Hotel & Spa while doing business in Italy.
[bookmark: _Toc150534342]Leadership Visualisation of Italy
Charismatic- In GLOBE research, Egger et al. (2022) stated this factor shows the capability of inspiring motivating and expecting high-performance results from others depending on strongly held core values. In Italy, the charismatic feature contributes somewhat whereby leaders necessitate being passionate, persuasive, and inspirational. 
Team-oriented- This is the capability of effectively building teams and then implementing the common goal or purpose among teammates. Italy scored somewhat in this aspect, which indicates leaders focus on teammates rather than themselves.  
Participative- This feature indicates the level to which managers in organisations involve others to make and apply decisions individually. In this aspect, Italia contributes somewhat which indicates that the leaders of Diversity Hotel & Spa must have deep sentiments of community to low-level teammates. 
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Figure 2: Italy's Leadership Scores for Excellent Leadership
(Source: Globe project, 2020)
Humane-oriented- As discussed by Marco (2023), in the GLOBE project, this leadership aspect indicates the level to which leaders show their supportiveness and consideration; however, also comprises generosity and compassion. Italy contributes slightly to such leadership, however, in Diversity Hotel & Spa, applying this leadership would appreciably help in considering certain faults and supporting employees.
Autonomous- Cuhadar and Rudnák (2022) stated this feature shows the level to which leaders are individualistic as well as independent. This aspect has no impact on leadership styles in Italy. 
Self-protective- By this aspect, the focus of leaders is estimated to ensure the security and safety of groups and individuals through face-saving and status enhancement. This leadership trait is slightly inhibited. 
[bookmark: _Toc150534343]Conclusion
In the inferences, this must be noted that the analytical findings from the GLOBE project are valuable as they are developed from a well-developed quantitative research approach. While analysing the cultural, behavioural and customs aspects of Italy, this is found that the leaders there would tolerate sincere mistakes and lateness; however, dislike rudeness and arrogance. Diversity Hotel & Spa require being aligned. 
[bookmark: _Toc150534344]Recommendations
For thriving in the Italian market, certain strategic recommendations can be made which seem to favour Diversity Hotel & Spa.
· In Diversity Hotel & Spa, this seems essential for the leaders and managers to communicate effectively. Leaders must share valuable information solicit input and innovative ideas, ask intelligent queries, clarify misunderstandings, and stay clear. Communication must inspire and energize staff. 
· For a better organisational culture in Diversity Hotel & Spa, leaders are required to ensure flexibility, and support their well-being and mental health besides encouraging and asking for feedback. 
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