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Executive Summary
The hospitality industry deals with a wide range of cultural diversity issues worldwide. It is thus extremely important that the organizations within it understand the different cultural perspectives they face, in order to ensure customer satisfaction and success. In order to do this, practices such as cultural sensitivity and intelligence need to be implemented. Such knowledge can then be used to create effective policies and procedures for the industry's various departments, including guest service, front office, and sales and marketing so that the challenges faced when working with such cultural diversity can be tackled appropriately.
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Introduction 
Hotel owners today have to be mindful of cultural nuances as they look to expand their customer base. To tap into a global clientele, they have to create an image that resonates with people of all backgrounds.  Hoteliers must be well-versed in cross-cultural management to ensure the best results. This includes things like training their staff in how to respond to different cultures’ needs, researching traditions, and understanding language barriers, to ensure a comfortable environment for guests of all backgrounds (Cró and Martins, 2020). In addition, hotel owners must ensure that their marketing and service lines reflect the unique culture and values of the local area, in order to create meaningful and memorable experiences for customers of all backgrounds. A hotel in France wishing to attract Qatar customers, for example, must show understanding and respect for the culture, to avoid any cultural misunderstandings that could deter their customers. This compassion and communication will create trust and increase interest in the hotel, ensuring long-term success for the business.

[bookmark: _Toc129126337]Significance of Cultural Intelligence to Hoteling Personnel 
A hotel company that embraces cultural sensitivity is knowledgeable about other cultures and is aware of the nuances between them will have a clear advantage over its rivals and will have a positive impact on customer satisfaction (Thams et al. 2020). The Hofstede Cultural Dimensions theory which looks at the differences between French and Middle Eastern cultures in Qatar provides a useful comparison to help avoid any potential cultural misunderstanding in business operations. Having a diverse range of cultural backgrounds represented in the company means customers will experience a harmonious environment, and appropriate services are provided to people from all nationalities and backgrounds. This gives the business a competitive edge and improves its image in the hospitality industry.
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	Hofstedes characteristic category
	Manifestation in France

	Individualism vs collectivism
	Individualism is common among foreign tourists in France. They tend to pursue their own interests and believe that individual freedom and autonomy are more important than collective goals. 

	Long-term vs. short-term orientation of ideas

	Long-term tourists tend to view France in terms of culture and history, delving deeply into the language, cuisine, and sights the country has to offer. Short-term people may still have some appreciation for these things but are more likely to focus on the attractions (Mumtaz, Ahmad, and Shah, 2020).

	Masculine against feminine notions
	People in France often reinforce traditional gender roles. Men are typically seen as adventurous and adventurous and women as restrained and dependent (Rodríguez-Antón, and Alonso-Almeida, 2020). 

	The index of avoiding uncertainties in dealings

	Despite the potential for some uncertainties when dealing with people in France, the overall risk is minimal. 

	Indulgence against restraint values
	People respect local customs and strive to be culturally sensitive when engaging in conversations. 

	Power distance
	
France's power distance is fairly low. Generally speaking, people in France have a high level of autonomy and privacy (Youssef, Zeqiri, and Dedaj, 2020). 
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	Hofstedes characteristic category
	Manifestation in Qatar

	Individualism vs collectivism
	Qatar has a unique blend of individualism and collectivism. Individual tourists may take advantage of experiences that allow them to explore the cities and environment without having to feel pressured to adhere to collective expectations (Alkhayareen, 2023). 

	Long-term vs. short-term orientation of ideas

	Long-term tourists in Qatar tend to plan ahead and make detailed itineraries, as they prefer to experience all the country has to offer.

	Masculine against feminine notions
	People in Qatar often reflect gender roles in wider society, with masculine activities such as fishing, hunting, and sports being more popular than traditionally feminine activities like shopping and sightseeing (El-Gohary, 2020). 

	The index of avoiding uncertainties in dealings

	The index of avoiding uncertainties in dealings among tourists in Qatar is high. Qatar has stringent laws on dealing with tourists and provides comprehensive legal protection and assistance to visitors. 

	Indulgence against restraint values
	Qatar has a very high level of indulgence against restraint values among tourists. 

	Power distance
	Qatar is a relatively small country but holds a high regard for social and economic position. Therefore, power distance among tourists in Qatar is generally high (Al-Gharibah and Mahfod,  2022). 
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France scores relatively high on Hofstede's cultural dimensions of Individualism and Masculinity. The hospitality sector in France is strongly focused on customer service, with customer satisfaction being a priority (Jamader, 2022). Customers are treated with respect and courtesy, and French hospitality staff commonly go out of their way to ensure a pleasant experience. French companies also tend to emphasize delegation, with employees having a strong sense of autonomy and responsibility. France also places a high value on quality of service, so hospitality staff is expected to maintain high standards of performance
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Figure: Revenue growth in France's hospitality sector
(Source: Statista.com, 2023) 
Qatar’s culture can provide a great backdrop for the hospitality sector. According to Hofstede’s Cultural Dimensions, Qatar ranks very high in Power Distance and Uncertainty Avoidance. These traits lend themselves to an environment where tradition, respect, and social status are highly valued. This could create a sense of trust and loyalty between customers and providers, leading to successful business relationships (Abusin, Ebaidalla, and Al-Thani, 2022). Additionally, Qatar’s low score in Individualism could foster synergy among its hospitality companies, as cooperation and teamwork are emphasized over individual success.
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Figure: Room capacity in Qatar Hospitality Industry
(Source: Statista.com, 2022) 
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	Do’s
	Don't's

	Respect the French culture - don’t show disrespect for any of the French customs or traditions.
	Don’t make jokes about national heroes or figures as it can be taken in bad taste. 

	Learn a few key phrases of French and use them when necessary.
	Don’t point or gesture with your index finger as it’s considered rude.

	Use the appropriate dining etiquette
	Don’t walk outside with bare feet as it’s seen as disrespectful.

	Greet people with a handshake
	Don’t be overbearing or pushy
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	Do’s
	Don't's

	 Obey the laws and dress conservatively.
	 Don’t insult and make fun of the locals. 

	Pack modest clothing which covers the arms and legs appropriately.
	Avoid wearing tight or revealing clothing

	Respect sacred places and avoid taking photos without permission. 
	Don’t take photos of strangers or military sites.

	Greet others with traditional greetings and exchange pleasantries to show respect
	Avoid public displays of affection between couples.
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It is evident that hotel businesses must stay culturally knowledgeable and aware if they truly want to succeed. Cross-cultural sensitivity and intelligence are essential to build trust, providing fairness, and giving the best possible customer experience. Enhanced cultural competencies and cross-cultural training can open up new, more profitable international markets and help inform business strategies. This can consequently lead to improved quality of service and customer loyalty, making it an important focus area for the hospitality industry.
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