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A report following the guidelines presented for course M5X02108 (Intercultural Communication) at the University of Wales Trinity Saint David. The report is written for use by an American business client and conjured using a range of academic sources and research. 
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[bookmark: _Toc531027419]Introduction
This document details advice for the Head of Marketing of TBG Tours Ltd in regard to cultural differences, sensitivities and issues that they may encounter on their upcoming business trip to China and Dubai. 
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As organisations expand into global territories, especially within the ever-growing tourism industry, intercultural understanding is becoming a necessity for businessmen and women (Sinden, 2014). It’s important for those travelling on business to foreign destinations to plan ahead; as international societies can vary greatly from one another. Becoming aware and having an understanding of cultures could be the difference between and successful and non-successful business meeting. An awareness of intercultural variances and implementing strategies to overcome differences based on these understandings can be the main factor in ensuring a business meeting is a triumph (Baur, 2009). 
Often when visiting new areas of the world, tourists (whether they be business or leisure) can experience cultural confusion. Cultural confusion occurs frequently when individuals have minimal experience with cultures in differing areas to those they are used too; becoming uncomfortable and misunderstanding. These cultural differences may be small, such as greeting one another, or large, for instance not being able to communicate in a dissimilar language (FHU, 2014). For a businessman or woman wishing to have success in foreign meetings, they must put aside their beliefs that their culture in the norm. There is no correct or incorrect culture; once an individual begins to open their eyes to other cultures and ways of life, the more clear and straightforward business meetings will be (Sadri & Flammia, 2011). 
As shown in appendix 1, America, China and Dubai have differing scores on the six-dimensional model of national culture, curated by Dr Geert Hofstede and others originally in the 1970’s (Geert Hofstede, n.d.). The study, which questioned the primarily business (and culture etiquettes) of over 50 countries by IBM, has expanded over the years and can be used as an insight into how differing cultures handle business (Hofstede & Bond, 1984).
[bookmark: _Toc531027421]Cultural differences in China
Based upon Hofstede’s six-dimensional model, the following is a description on what to expect from Chinese national culture during business meetings. 
[bookmark: _Toc531027422]Power distance
In societies, this dimension relates to how civilisations arrange social power and how this is perceived (American Speech Language Hearing Association, 2018). There is quite a large difference in this dimension between the U.S. and China. China is found high in the rankings; essentially confirming their societal needs of a hierarchy of power and dominance. Upon first meetings, the establishment of power is highly important here, as managing power struggles is vital to evading negative impacts on business relationships (YEC, 2015). Nationals of the U.S. are accustomed to free speech and equal rights, as they are placed lower in the rankings. This needs to be considered by the visitor as one of the most important concepts for Chinese businessmen and women is harmony; conflict avoidance is highly suggested if/when problems do occur (Huang, 2016). 
[bookmark: _Toc531027423]Individualistic vs Collectivist
Individualism is a term used to describe individuals that primarily think about themselves, tending to disregard how others may feel or think. Collectivism on the other hand is the opposite of this, in where those that are collectivists like to be a part of a group and think of the interest of their relations (Biddle, 2012). China are scored as a collectivist nation, essentially defining individual’s methods in acting in the interest of the group and not themselves.  The Chinese emphasise the importance of building relationships, whether professionally or personally, and depend on trust. This is on the contrary to the United States individualistic approach; one where deep relationships may be hard to form and where undertaking business with strangers is typical. During business meetings, it may be important for the visitor to attempt to form a relationship with the Chinese national, as they will be more likely to succeed in this manner. 
Although China are established as a collectivist nation by Hofstede and by public perception, this doesn’t always show in publications and research. According to Hsu and Barker (2013), collectivism scores by this study are negatively correlated, something which the authors did not expect (Hsu & Barker, 2013). Within Hofstede’s findings, there is an ignorance towards community values and beliefs and how these influence individuals cultures (Jones, 2007). This suggests that Hofstede’s analysis may not define nation’s culture accurately and that his study from all those years ago is somewhat out of date in the modern and ever-changing world. 
[bookmark: _Toc531027424]Uncertainty Avoidance
This dimension defines controlling of what may or may not happen in the future and how to avoid unknown situations via religion and beliefs. With a below average score, the United States is prone to accepting new thought processes and ideologies, showing a readiness to allow freedom of countenance. U.S. nationals do not tend to incorporate a lot of rules, with China following suit with this. With a low score also, Chinese nationals fit into similar cultures expressed in the U.S. for this dimension. Factual information and accuracy are important to the Chinese, whom in immediate social circles show ‘concern for Truth with a capital T’ (Hofstede Insights, n.d.). Due to similar rankings, it may be straight forward to avoid uncertainty when participating in business however, it would be important to always present factual and true information when in a meeting with individuals from China. 
[bookmark: _Toc531027425]Masculinity vs Femininity 
Similar to uncertainty avoidance, China ranks closely to the U.S. in terms of masculinity vs femininity. A high score, as shown by both countries, results in a masculine society. Masculine societies define those driven by success, in the workplace and leisure. However, Chinese nationals tend to disregard leisure time, as it is not important as they work towards achievement. They put in long working hours and from an early age are taught to excel in all academic purposes (Market Me China, 2014). There is contrast here, however. U.S. nationals are more likely to advertise their masculinity than most other destinations, due to the mixture of high masculinity and individualistic drive. This could work in favour during business meetings, as individuals from both destinations can show authority with ease and work hard to come to a solution (something they are accustomed to doing when in work). 
[bookmark: _Toc531027426]Long vs Short Term Orientation
Long and short term orientation describes how cultures adapt to change in a range of traditions, while also adapting to the current and future challenges. Those that are categorised under long term orientation are defined as being practical, while those with short term orientation prefer to respect traditions and approach change with hesitation (Penn State, 2013). China scores high in the dimension, resulting in a long term orientation culture. Chinese nationals are pragmatic and can adapt traditions and customs to achieve results in business context. In contrast, American nationals score low and are therefore short term orientation. Americans are typically accustomed to taking a practical approach, which contradict the short term orientation traits, however, when combined with the traits from other dimensions this is reflected. Businesses within the U.S. tend to measure their business performance four times a year, whereas China business work to an annual basis. When dealing business in China, the American national may wish to provide information in annual form, to avoid confusion. 
[bookmark: _Toc531027427]Indulgence vs Restraint
With a low score in this dimension, China is a restrained culture. Those with indulgence traits allow ‘relatively free gratification of basic and natural human desires’, while those destinations that are restrained ‘supress gratification of need and regulate it’ with strict rules and laws (Hofstede, 2015). Chinese culture can be pessimistic, and as discussed before, leisure time is not important to those that live here. Indulgence is thought to be wrong and therefore, it can be said that Chinese national live to work. Americans on the other hand rank highly and are therefore indulgent. Whereas Chinese individuals live to work, Americans ‘work hard to play hard’ (Hofstede Insights, n.d.). As a visitor wishing to do business in China, it is important that leisure is not suggested during meetings, and that work is the focus. 
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When dealing with business in China, there are several business codes of conduct to consider that can help towards a successful meeting. It is advised that the Head of Marketing of TBG Tours is well informed of the information provided below. 
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[bookmark: _Toc531027435]Cultural differences in Dubai
Based upon Hofstede’s six-dimensional model, the following is a description on what to expect from Dubai national culture during business meetings. 
[bookmark: _Toc531027436]Power distance
Dubai, otherwise known as the United Arab Emirates, is shown to have a high score of power distance (see appendix 1). Like that of Chinese culture, those that live in Dubai work within a hierarchy, with employees expecting to be given orders in the workplace rather than thinking and working freely. It is expected that superiors are respected without being questioned (Alteneiji, 2015), which could cause issues within business meetings. As America has a low score in power distance, they tend to appreciate free speech (as described previously – see p. 5) and this could therefore cause tension. As Dubai nationals are accustomed to taking authority in business settings, an American who disagrees with this and wishes to partake in free speech could upset the individual; public conflict and humiliation is deemed disrespectful in Dubai and critiquing business clients is considered discourteous (Kwintessential, n.d.). 
[bookmark: _Toc531027437]Uncertainty Avoidance
With a high ranking on Hofstede’s model of culture in the uncertainty avoidance dimension, Arab Emirates tend to avoid uncertainty at all times. Whereas China and the U.S.A scored similar in this dimension, Dubai is the only destination out of the three to score high and therefore the following information is important for the Head of Marketing of TBG Tours Ltd. In basic terms, this defines Dubai’s national’s strict beliefs and codes of conduct that they follow daily. Their desire for rules is prominent throughout business practices, as staff members favour regulations and outright goals/objectives, distinct authority figures and hierarchy, along with less independence (Abdulla et al. 2011). The need to keep busy for Dubai nationals should therefore not be an issue during business meetings. Americans are typically open to all ideas and differences between individuals and should therefore be open to Dubai’s strict set of beliefs and conducts. 
[bookmark: _Toc531027438]Masculinity vs Femininity
It is suggested within this dimension that the American business visitor attempts to soften their masculine approach when dealing with business in Dubai. Arab Emirates scored 50 within this dimension and can therefore not be categorised as either masculine or feminine cultures. Nevertheless, this does not mean that this will ensure the business meeting will run smoothly. High masculine cultures (especially those from Western destinations) are not suitable for Arab cultures, and to reiterate, the TBG Tours official should avoid asserting their masculine drive greatly within the meeting (Khanum et al., n.d.). 
[bookmark: _Toc531027439]Individualistic vs Collectivist
Hofstede’s study places Dubai low within this dimension, therefore similarities between China & America and Dubai & America are clearly visible. For advice on how to approach business meetings and what to expect from a collectivist nation, please see page 6 (Individualistic VS Collectivist).
Like that of China, there have been discussions regarding Dubai’s collectivism score by several theorists for many years. Reiser (2010) argues that although Dubai is typically known to be a collectivist nation, it is worth noting that individuals from Dubai have established individualistic features prominently. This is due to the highly competitive business market within Dubai, and therefore is may be difficult for the TBG Tours official to be met with their expectations of a collectivist business individual (Reiser, 2010). The business visitor should research into the individual they will be meeting with (and their company), to conjure an indication of whether the company is individualistic or collectivist. 
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When dealing with business in the United Arab Emirates, there are several business codes of conduct to consider that can help towards a successful meeting. It is advised that the Head of Marketing of TBG Tours is well informed of the information provided below. 
[bookmark: _Toc531027441]Introductions
Introductions of any first encounter are important to establish professionalism and the importance of a business meeting. For Dubai nationals, interactions are to be treated with the upmost respect, with the most senior person being greeted first by the visitor. The American visitor should be cautious during initial introductions, especially when greeting people with a handshake. Although it is common courtesy for U.S. nationals to greet one another with a handshake regardless of gender, in Dubai, this is not the case (InterNations, n.d.). It is frowned upon to shake hands using the left hand or for opposing genders to shake hands; this should always be avoided, except if the individual from Dubai extends their hand first (VisitDubai, 2018). 
[bookmark: _Toc531027442]First Impressions
Both Americans and Arabs dress to impress on the first meeting. In Dubai, business dress code is conservative, and men are expected to wear business suits or a tailored shirt, smart trousers and tie. Women are expected to avoid skirts that are short and any clothing that is a tight fit to the body; women do not need to wear a hijab or headscarf unless entering a religious building (VisitDubai, 2018). As previously mentioned within this document, time is money for Americans and therefore they are expected to be punctual when arriving for a business meeting. In Dubai, punctuality is highly important and can showcase respect from the visitor. The Head of Marketing of TBG Tours should consider traffic if holding a business meeting in the city centre of Dubai, with is often busy (VisitDubai, 2018). 
[bookmark: _Toc531027443]Meeting etiquette 
U.S. nationals are accustomed to maintaining strong eye contact with their business partners, whereas lengthy eye contact is considered rude and a lack of eye contact considered respectful in Dubai (French Business Council Dubai, 2018). It is suggested that the business traveller keeps eye contact to a minimum during business in Dubai. Regarding time being important to Americans, another point for them to consider is to not be hasty when discussing business upon meeting. Business meetings in Dubai tend to begin with a lengthy discussion, to help form a bond and relationship between the two individuals/organisations. Patience is key here for the American’s, whom should get as involved in general discussions as possible (without mentioning personal subjects such as relationships), to show respect (Gulliver, 2008). 
Business cards are often presented during these types of interactions in Dubai, but it would be beneficial for the American to present a business card that is both in English and Arabic. Although Arabs are well versed in the English language, the use of Arabic shows respect and a desire to form a bond; a notable importance for Emiratis (VisitDubai, 2018). 
[bookmark: _Toc531027444]Communication
[bookmark: _GoBack]Anthropologist Edward Hall studied a great deal into communication of cultures and thus coined the terms high-context and low-context cultures. A high-context culture is one that prominently depends upon non-verbal communication and prior information, whereas low-context culture heavily relies on facts and high quantities of verbal communication (Hall, 1976). Dubai is found within the high-context culture, whereas America is known to be a low-context culture. This would suggest that a more direct approach, lengthy contracts and negotiations be avoided, as Emiratis could misinterpret this manner of communication and prefer to discuss business face to face in a relaxed manner. Non-verbal communication can be just as important as verbal communication (Dadfar, 2010), and therefore it is suggested that the visitors be aware of their body language during business meetings. 
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[bookmark: _Toc531027449]Appendix 1 – Hofstede’s country comparison (Hofstede Insights, 2018)
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