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Executive Summary 

[bookmark: _Int_8HuKlztb][bookmark: _Int_qRwcj0Jc]In this report I will be examining the cultural differences of two countries, USA, and Qatar. We will also find a thorough explanation in the differences between the two countries, in a form of a handbook for the staff I will draw a do and do not for a clear understanding of the Qatari culture to provide a unique and successful hotel operation and guest hospitality experience.
[bookmark: _Int_JgFAk49B]Also, in this report we find a breakdown for both countries analysis which covers:
· Power distance
· Collectivism versus individualism
· Uncertainty avoidance
· [bookmark: _Int_fDEGjHyg]Masculinity versus femineity
· [bookmark: _Int_FQ8CexS6]Short term versus long term orientation
· Restrain versus indulgence 
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[bookmark: _Toc119930651]Introduction
 Most five-star hotels around the globe anticipate having international visitors (Akhter, 2021). As a result, the importance of successful cross-cultural management in the hospitality industry is acknowledged due to its ability to effectively promote hotel services. Cultural differences must be considered while conducting business in a people-intensive industry like hospitality. The capacity of a firm to consistently please customers and achieve a competitive edge by acknowledging and managing consumers from various cultural backgrounds is the ultimate test of a firm's success in the hospitality sector (Lam et al., 2021). Hossain et al. (2021) emphasize that service providers such as hotel industries must be capable of meeting the culturally specific demands of customers to compete in the lucrative international travel industry.
[bookmark: _Toc119930652]Introduction to Hotel A
The chosen hotel for this report is Pelican Inn Hotels, located in California, United States. For the company to prepare its staff to offer top-notch to its clients, the managers must educate customers about the culture of the area they serve before venturing into other countries (Goh and Kim, 2021). The American culture consists of various customs and transitions due to its large population and individuals from various states. 
[bookmark: _Toc119930653]Introduction to Country B
The expected victory of the hotel will be from Qatar. This is a rich traditional Arab culture community that is Muslim, with the majority of individuals Sunni Muslim. Therefore, their activities follow the Islam tradition (Kong et al., 2021). These aspects include high regard for relationships and striving to maintain them. In addition, the community power distance is highly defined, evidenced by how they address each other as leaders are addressed formally and follow an authoritarian format in decision-making. Furthermore, these individuals focus on long-term perspectives and prefer that people get what they deserve (Lee et al., 2019). Therefore, the hotel staff needs to have an in-depth understanding of the culture of this community to prepare to welcome him.
[bookmark: _Toc119930654]Country Analysis
[bookmark: _Toc119930655]Power Distance Index
Hofstede’s tool can help the company obtain in-depth overviews of the major driving factors of the United States culture relative to others in the world (Boadi et al., 2020). Based on the six models of Hofstede, one of the most crucial cultural dimensions a company should understand is power distance. According to Hofstede's paradigm, people will put up with hierarchies in which everyone is given a place without justification in societies with a significant degree of power distance. In contrast, people always fight for equal treatment in societies with low power distance. Examples of this lower power index include societies that require and foster more collaborative, democratic, or egalitarian interactions. According to Boadi et al. (2020), the United States has lower power distances. Qatar, on the other hand, has a higher power index which means individuals are hierarchical in which every individual has their place. Hence, the hotel staff must be aware of their place and that all decisions will be made by the customer (Long et al., 2021).
[bookmark: _Toc119930656]Collectivism versus Individualism
         According to Goh and Kim (2021), the American culture is highly individualist as the community is loosely knit, whereby people majorly look after themselves and their immediate families. Qatar, on the other hand, is more collectivist, and as a result, the individual from this country focus on building long-term relations and upholding high morals, as any mistake will ruin the reputation of their society (Lee et al., 2019)
[bookmark: _Toc119930657]Uncertainty Avoidance Index
This dimension refers to the extent to which a community accommodates uncertainties. According to Akhter (2021), the United States scores below average in terms of the Uncertainty index, thus indicating that it has a high degree of acceptance of new ideas and products. Americans rarely have many rules and are less emotionally expressive (Hossain et al., 2021). On the other hand, Qatar has a high uncertainty avoidance index, which indicates that individuals in this region often try to avoid unpredictability, prefer punctuality and precisions, and need rules.
[bookmark: _Toc119930658]Masculinity versus Femininity
This cultural aspect refers to the degree to which a given society regards gender roles (Lam et al., 2021). According to Akhter (2021), in the United States, American society has high masculinity, which means that achievements, competition, and success drive society. This is the same for Qatar, as individuals must be decisive, assertive, and competent and resolve issues without conflicts. 
[bookmark: _Toc119930659]Short-Term Versus Long-Term Orientation
The long-term index shows that society supports future planning. Such civilizations emphasize qualities like adaptability, long-term growth, and perseverance. In contrast, short-term orientation in a culture refers to a focus on the immediate future, entails achieving quick achievement or satisfaction, and prioritizes the now above the future. According to Nam et al. (2021), Americans have low scores in these dimensions, which means that they like maintaining their traditions and norms and focus on achieving success shortly. Qatar, on the other hand, has high scores, emphasizing perseverance, long-term growth, and capacity for adaptation. This means that the customers from Qatar have restrained spending as they focus on the future and hence will look for services that match their requirements (Afsar et al., 2019).
[bookmark: _Toc119930660]Restraint versus Indulgence
        A highly indulgent society endorses a high degree of luxury and unobstructed fulfillment. Restraint, however, indicates that a society inclines to contain the need realization and control it through social standards. According to Lam and Cheung (2018), American has high levels of indulgence hence unlimited spending, while Qatar is more restrained, which means that they are more likely to save more and focus on more practical essentials.

	Cultural Dimension
	United States
	Qatar

	Power Distance
	Low power distance
	High

	Individualism Versus Collectivism
	High Individualism
	More of Collectivism

	Masculinity Levels
	Moderate
	Moderate

	Uncertainty Avoidance Index
	Low
	High

	Long-Term Versus Short-Term Orientation
	Short Term

	Long Term

	Restraint Versus Indulgence
	Indulgence
	Restrained	



DO: 

· Acknowledge
· Address male guests by names
· Offer to carry their luggage
· Introduce yourself and your position

DONT:
· [bookmark: _Int_pYkQQXX4]Do not shake hands to women
· [bookmark: _Int_spzbuPaX]Do not address women by their names
· [bookmark: _Int_dQxFTAQX]Do not offer alcohol or pork

[bookmark: _Toc119930662]Conclusion
It is crucial for every service provider servicing diverse clients to understand the cultural dimension of the customers it serves. This will aid in ensuring that they cater to the needs of its customers as per their preferences leading to high customer satisfaction, which is a determinant of the company's success. One of the essential tools' companies can utilize to gain an in-depth understanding of the cultures of their customers is the Hofstede tool. The tool provides an understanding of the various cultural elements of every society, which thus acts as guidance on how employees should treat each customer.
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