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Executive Summary

In a highly competitive world, tourist destinations look for forms of distinction, supported by different elements. Large events have a long history in Portugal, since the discoveries, creating a sustainable economic dynamic in the country, creating an attractive and competitive image, whether religious, sporting, cultural or economic reasons. Generating mainly external tourism flows, creating an impact on the country's attractiveness and trade. Portugal, being considered one of the best destinations in Europe, has a set of infrastructures with the capacity to host fairs of major international projections, Lisbon is filled with museums, theatres, cinemas, music is heard around the corner, showing your root culture.
This report made to the hotel staff intends to provide a superior understanding of various traditions and global societies, to further develop, prepare and manage a unique visitor experience. Hofstede’s Cultural Framework will be included, this research on cultural differences across time and space, which aims to provide information and practical means to manage cultural factors, using basic concepts in research offering objective and real solutions, (Overproof,2020), in this case, come to have a superior comprehension of the Sweden culture and how lodging staff should treat guests from Sweden. To contextualize the ends and the reason for this suggestion, the model utilized in this report will be the Four Seasons Hotel Ritz Lisbon. The report will explore the contrasts of Swedish culture with Portuguese culture where the hotel in question is located, to improve understanding of the customs of the chosen country, in which the hotel needs to make adjustments to increase business success.
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Introduction
The purpose of this report is to help the Food & Beverage department, more specifically in the Conferencing & Banqueting section of the Four Seasons Hotel Ritz Lisbon, to decide on an eventual adaptation to the needs of customers from other parts of the world. Trying to understand why the prestige of knowing the foreign Guest, starting with the importance of cultural understanding in a global market, analysing two countries. Sweden with customs and different behaviours from those applied in Portugal, trying to identify the key to the cultural difference, providing greater comfort and better receptivity to the customer, creating a unique experience outside their comfort zone. There will be a brief briefing table with Do’s and Don’ts, to have an outline of the subtle elements said within the report.
































Country A (Hotel Location)
The chosen country was Portugal, being the oldest nation in Europe, its culture is linked to its geography and history related to the discoveries. Its social legacy was marked by impacts from Africa, America, Asia, as well as the genuine temperament and welcoming friendliness of the Portuguese, (Antunes and Costa, 2021). Being a seaside country, the main landmarks that differentiate Portuguese culture from others are architecture. Being a mostly catholic people, enjoy typical festivals and pilgrimages. A rich and very diverse cuisine, mainly coming from the sea, and famous wine producer for more than two millennia, being the oldest demarcated region on the planet, (Centre,2021). Folklore is well marked with Fado, and its inseparable Portuguese guitar, in literature considered the home of poets. Portugal is famous for being a conservative country, loving to sit in a cafe, drink a very strong and short espresso, smoke a cigarette, and talk a lot, listen to poetry or music, (Forster,2020)
Located in the centre of Lisbon, the capital, has nearby the most notable points of interest in the city, (LLC,2021). 

Country B (Guest’s Home Country e Culture)
The customer in question is from Sweden.  In Swedish culture, punctuality is imperative, appointments are usually made weeks in advance, allowing for better coordination. The Swedes are a simple people, and good hosts, (Commisceo-global,2021).  






















Country Analysis
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(Hofstege-Insights, 2021).

The Critique of Hofstede’s Nacional Cultural Dimensions
The analysis chosen for this report was based on the study done by Hofstede Insights, analysing Portugal and Sweden.

Power distance
In Portugal, with a score of (63), there is a hierarchical discrepancy in society, with individuals in high positions obtaining the power to control and manage, thus creating a lack of opportunity for growth in the organization. By contrast in Sweden with a low score of (31) and characterized by its independence, (Hofstege-Insights, 2021).
In this context, the guest will wait for a staff receptive to last-minute changes, with their own initiative when solving problems, not waiting for superiors to make decisions, (British Council, 2019).

Individualism
In Portugal with (27), having a collectivist culture, creating an employer/employee connection seen as family, influencing hiring and promotion choices, (Hofstege-Insights, 2021).
Sweden, with (71), is considered individualist, the offense causes responsibility and lack of trust, the entrepreneur/representative relationship is an agreement dependent on the common benefit, employment choices and advancement are based on fair merit, (Hofstege-Insights, 2021).
In this case, the staff will have to be careful to avoid confrontations, creating discomfort and possible loss of the customer in the future, putting into practice the hotel’s code of conduct, with the commitment to act correctly, adopting a customer-centric approach in everything that is done, (Sage,2021).

Masculinity
Portugal with a low score of (31), exaggerated competitiveness is not recognized. Conflicts are resolved through negotiations, the focus is on well-being, with incentives such as free time and flexibility being favoured, (Hofstege-Insights, 2021).
On the other hand, Sweden obtained 5 points, being a society that considers it imperative to maintain an adaptation to life/work and make sure that everyone is included, values ​​the quality of professional life, (Hofstege-Insights, 2021).
[bookmark: _Hlk89929152]The opportunity to maintain a relaxed atmosphere, creating breaks preferably every hour, breaking the event routine and not becoming bored, (Kamann, 2021). 

Uncertainty Avoidance
Portugal scores 99 in this aspect, clearly showing that it is pertinent to avoid uncertainty, needing to keep away from vulnerability, (Hofstege-Insights, 2021).
With a low score of 29 for Sweden, far from vulnerability, the rules are strictly necessary, and those that don't work should be abandoned or changed. Work has to be enjoyable, and development is not seen as an obstacle, (Hofstege-Insights, 2021).
In today's situation, it is imperative to create solutions following customers, offering everything they need, before they realize that it is necessary, taking care of all the details, (Collection,2021).

Long Term Orientation
Portugal with a low score of (28), showing that its culture prefers normative over pragmatic thinking, with an inclination to the future in getting practical and quick results, (Moura,2021). Sweden with (53), not clarifying its preference in this dimension, (Hofstege-Insights, 2021).
Trying to anticipate something unforeseen, providing a quick solution to customer complaints, needing to be agile in solving the problem effectively, avoiding conflicts, (Pollack Peacebuilding Systems, 2021).

Indulgence
Portugal has a culture of containment, (33), which tends towards negativity, (Hofstege-Insights, 2021). Sweden's high score of (78) shows that its culture is for indulgence. They have a preference and a tendency to value the good in life, acting as they please and spending their money as they wish, (Hofstege-Insights, 2021).
There is the opportunity to make a direct invitation to the client, making it possible to complement, at the end of the meeting or corporate event, with a visit to the ruins of the Convento do Carmo from the 14th Century, where the hotel team can serve an open-air dinner, with Fado to follow the event, creating memorable moments.

Hotel Handbook (Do’s and don’ts)
In approaching the Swedish customer.

	DO’S
	DON’TS

	Give a quick greeting and wait for the customer to address your needs.
	Avoid mood swings such as a haughty voice or altered body language.

	Value the customer's space, keeping some distance.
	Do not ridicule different stereotypes in the context of sociocultural and ethnic relations.

	Organize some breaks during meetings, Swede’s value breaks.
	Avoid comparisons of other Nordic countries with Sweden.

	Engage in conversations about nature, free time, etc.
	Be simple and modest, as judgments of yourself aimed at flattering Swedes will be seen as pejorative.

	use the customer's first name
	never use last name

	Try to be organized around the environment.
	do not invade the customer's privacy, only if they are subject to it.

	
	



(TripSavvy,2021).























Conclusion 
Portugal and Sweden address two distinct models of institutional working and financial improvement inside the European context, and in the global economic market too. The Swedes with their culture relaxed contrasts with the mechanism of social distinction used in Portugal. The importance of studying specific cases of each country is emphasized, to understand the variation in cultural exchange processes, creating a strategic dimension of the uses of culture. To conclude, it proves that the hotel's position is relatively strong, although it could be adjusted, it is suggested that if this idea is to go forward, with a rapidly growing international economic focus, it is imperative to consider good cultural planning, in ​​events department, finding itself in a good way, to create more revenue. Portugal is now on the route of international investors, for have a good position at the geographic and mainly economic level.
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