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Executive summary
It is important to consider that there are cultural differences that are huge factors that need to be considered by hospitality companies to make sure that the business is provided in an evident manner. Although it is significant the cultural adaptations are made in hospitality services to provide high quality hospitality services. 

[bookmark: _Toc118236039]Introduction
In the current assessment, there will be the use of the Hofstede cultural dimension model for the purpose of gaining an understanding of the cultural differences that are there between two countries. Based upon this an effective identification of how to serve tourists and visitors from different Countries can be understood. This is a very effective way through which the methodology can be created using which the employees of the hotel will be able to serve different kinds of Visitors that have different nationalities and diverse backgrounds. There are six dimensions under the cultural model which are power distance, individualism, collectivism, masculinity, femininity, Uncertainty avoidance, long versus short-term orientation, and indulgence versus restraint. Based upon these cultural dimensions, there will be effective understanding given in relation to the differences that there are between the two countries.

[bookmark: _Toc118236040]Country A 
Hilton Hotel is an organization that is headquartered in the United States of America. Hence the American culture is followed within the operational activities of the firm (Gui et al. 2020). It is important to understand that in accordance with the Hofstede cultural dimension model, the Power Distance index between the employee and the manager is low, whereas there is individualism followed within the Employees that conduct the business operations of the firm. Considering masculinity versus femininity, it is important to consider that in recent times femininity has taken over the operational style and how the people approach the operations (Litvin, 2019). It is also important to consider that there is an uncertainty avoidance index which is high to make sure that safe operations are conducted. The orientation of the organizations for providing services is that of long term whereas there is an indulgence of the workforce within, providing high-quality services to the customers (Shapoval et al. 2021). 
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The tourist that is visiting Hilton Hotel is from China, which is a different culture when looking at the culture that is followed within the American as Operations of the Hotel that is made within the United States of America (Ruiz-Equihua et al. 2020). It is seen that the power distance is high whereas the People believe more in collectivism. The masculinity of the operations is also high, whereas uncertainty avoidance is mediocre in nature. The long-term orientation of the Chinese tourist is higher whereas the indulgence is low (Beugelsdijk and Welzel, 2018). This means that the Chinese tourist wants to ensure that there is a collective approach to providing service. There are also masculine requirements as well as long-term orientations such as sustainable services being provided at a sustainable price.
[bookmark: _Toc118236042]Country Analysis
It is important to consider that comparing the cultures followed By Hilton Hotel and the tourist or visitors that are visiting the hotel is totally different. The hotel follows a Low power distance approach whereas the visitor Has always been experiencing high power distance. There is also collectivism followed by the tourist whereas the workforce at Hilton Hotel follows an individualistic approach, The Chinese visitor and the American Hotel do not have very much in common, apart from long term orientation (Mariani et al. 2020). The organization can only provide sustainable services at a sustainable price to the customer, whereas as the indulgence of the Chinese visitor is low the following will be reelected or provide any kind of feedback to the organization for future improvements. The organization on the other aspect believes in high intelligence, which is why There can be a communication gap between the service providers and the visitor which needs to be considered as a major factor that might impact the quality of services that is being offered (Yu and Ngan, 2019).  Due to cultural differences, there can be service failures because there will be different expectations for the visitor and the American culture does not believe in such. Expectations the following will not be able to provide satisfactory services to the Customer, which is very important.
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It is important to consider that, considering the cultural differences that are there between the two countries. and the company as well as the visitor, there is a requirement of making certain adjustments so that the visitors are serviced well, and effective services are provided to them. It is important to consider that handshakes with Chinese visitors are not mandatory. There can also be a head bow which will make sure that effective respect is provided to them (Collins, 2020). There will be a requirement to ensure that collective service is provided to the firm. It is important to consider that Cultural behavior will be required for the purpose of making sure that an effective service is provided to the Chinese tourist. In modern times there is a requirement of making sure that Professional services are provided at any cost. The Chinese as well as Americans believe in providing professional services. Hence, providing services in a professional manner is a standard procedure that must be followed by the hotel staff when providing service to culturally different visitors (Dixon and Jovanovska, 2022). Following the etiquette that is followed by the Chinese is very significant to make sure that an effective service, as well as a relationship, is created with the customer. 
[bookmark: _Toc118236044]Conclusion & Professional Practice
Concluding considering the above context, it is important to understand that while operating in a hospitality organization like Hilton Hotel, there is a requirement of making sure that there is professional competence in dealing with culturally diverse customers and visitors. This will ensure that the operations of the hotel are conducted in an efficient manner and high-quality services can be offered to different customers. There are cultural differences that must be understood and identified, based upon which there should be adjustments made to the service process which will make sure that the customer is satisfied and retained within the business. 
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