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[bookmark: _Toc149762425]Executive Summary 
This intercultural competence and leadership report has used the GLOBE Project’s to provide a country analysis on Myanmar. The cultural intelligence and sensitivity necessity for the staff of the hotel have been discussed in this report. This task has provided three recommendations to the general manager of the hotel. For this study, Myanmar has been chosen. This study has used the GLOBE Project's cultural dimensions to look at relevant practices and values. 
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[bookmark: _Toc149762426]Introduction 
Intercultural competence and good leadership are very important for businesses that want to grow into new foreign markets in today's globalised world. The luxury hotel industry is a good example of how much the hospitality industry depends on customer happiness and relationships with other people. The Diversity Hotel & Spa needs to understand and value Myanmar’s unique cultural nuances and leadership dynamics as it grows its business there. The GLOBE Project's framework for analysing cultural dimensions is used in this study to look into Myanmar’s cultural practices and customs. By looking at how culture and leadership affect each other, this paper aims to show how important cultural intelligence is for helping the General Manager and hotel staff work together and do business with people from other cultures.


[bookmark: _Toc149762427]Cultural Overview of Myanmar 
Myanmar is a country in Southeast Asia that is famous for its rich cultural history and wide range of traditions. Its customs, traditions, and values are all very different from one another. The Burmese people, who are the country's main ethnic group, have a big impact on its society. According to Al Jazeera (2017), Myanmar's culture is strongly rooted in Theravada Buddhism, which shapes how people live, work, and interact with each other. Respect for elders and authority is a big part of Burmese society, and it shows up in the way organisations are set up. Family ties are valued, and there is a focus on collectivism, community peace, and being open to visitors. Myanmar also puts a lot of value on keeping a good face and keeping the peace, which leads to indirect communication and avoiding strife. Myanmar's national identity is emphasised by the fact that many people still wear traditional clothes like the longyi, which looks like a sarong. Festivals like the Thingyan (Water Festival) and Thadingyut (Festival of Lights) show how lively the country is. The food is varied and tastes different because it comes from different parts of the country (Rich and Frank, 2016). 
[image: Myanmar: Major ethnic groups and where they live | Infographic News | Al  Jazeera]
Figure 1: Ethnic Groups of Myanmar (Aljazeera, 2017)

[bookmark: _Toc149762428]Country Analysis 
[image: ]Using the cultural aspects of the GLOBE Project, Myanmar shows certain traits that are important for good leadership and intercultural competence in the hospitality industry. Myanmar's culture is dominated by a high power distance, with a strong focus on hierarchical structures and respect for those in charge. In this situation, hotel staff are likely to follow formal rules and respect choices made by management. The following figure shows the tourism statistics of Myanmar from 2009 to 2022 showing the tourist arrivals and hotel rooms (Bytelife Altervista, 2022). Figure 2: Myanmar Tourism Statistics (Bytelife Altervista, (2022)







Myanmar is also collectivist, putting a high value on group unity and dependence on each other. Being loyal to the family and community can make the workplace more collaborative, but it can also make it harder to make decisions. A relatively high level of uncertainty avoidance shows a preference for structured environments. This trait affects how the hotel should run and how it should interact with its staff, making sure that rules and procedures are clear and consistent (Michalon, 2017). Also, people in Myanmar often communicate indirectly and implicitly, using context and nonverbal signs a lot. This is called high-context communication. Because of this, hotel staff must be more sensitive to different cultures to communicate well and make sure guests are happy.


[bookmark: _Toc149762429]Cross-cultural Training Programs and Market Analysis 
[image: Myanmar's hotel sector enjoys boom]For the Diversity Hotel & Spa to do well in Myanmar, they need a custom cross-cultural training programme. The programme should start with sessions that teach staff about Myanmar's habits, customs, and proper social behaviour. A big focus should be on communication techniques that stress how important it is to use indirect communication and nonverbal cues. Also, it is very important to talk about what guests expect, service standards, and problem-resolution methods that work in Myanmar (Chinmaneevong, 2013). Role-playing games and interactive workshops can help people get better at using their real skills.Figure 3:Hotel Scenario in Myanmar (Chinmaneevong, 2013)








According to Aung (2019), to understand Myanmar's hospitality scene, one needs to do a full market analysis. The main focus of research should be on what customers want and how they act, including information on popular amenities, room occupancy rates, dining options, and service standards. The graph above shows the hotel scenario of the country which can be used to understand the importance of cross-cultural training programs for the Diversity Hotel and Spa. With the help of this, the General Manager can make smart choices about pricing, improving services, and marketing, making sure that the hotel's goods match what people want and what the market needs.



[bookmark: _Toc149762430]Conclusion
Understanding Myanmar's complex cultural setting is essential for the Diversity Hotel & Spa's growth. The complex cultural history, hierarchical social structures, and focus on harmony and indirect communication mean that leaders and guests need to be careful how they communicate with each other. The hotel staff has the cultural knowledge they need to deal with the complicated Myanmar market thanks to the GLOBE Project's cultural dimensions, a customised cross-cultural training programme, and an in-depth market analysis. Accepting these cultural differences makes for good leadership, leads to good experiences for guests, and sets the hotel up for long-term success in this rich and varied cultural setting.


[bookmark: _Toc149762431]Recommendations 
Constant Intercultural Training: Maintain cultural awareness and flexibility by providing continuous cultural training to employees. Employees' cultural intelligence will be boosted through ongoing training and refresher courses, leading to more consistent and courteous interactions with guests and co-workers.
Collective Efforts in Partnership: Promote partnerships with neighbourhood institutions to broaden perspective. The hotel's reputation in the local market can be bolstered by partnerships that provide useful information, improve guests' experiences, and show the hotel's respect for Myanmar's traditions.
Incorporating Guest Feedback: Make it easy for visitors to provide feedback and recommendations using a streamlined manner. The hotel can use the information gleaned from this feedback to improve its services and adjust its offerings to the tastes of its guests, meeting their needs while still conforming to the cultural norms of Myanmar.
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