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[bookmark: _Toc119683059]Executive summary
The research examines the procedures two hotels in various countries can use to cater to their visitors. The analysis of the Hofstede model is done under the following headings: Distance, indulgence, avoiding uncertainty, masculinity, long-term orientation, and individualism is powerful traits. The Almata Hotel in Qatar and the Defame Hotel in Sweden are the hotels that are the subject of this article. Hotel employees need to know these four CQ components to provide the finest service to foreign guests. They must be knowledgeable about diverse cultures' customs, values, and beliefs.
Additionally, they must be aware of their and others' cultural preconceptions and assumptions. Further, they must interact and communicate successfully with people from other cultures. According to the research conclusions, Sweden and Qatar have incredibly diverse cultures. As a result of its strong cultural roots, Qatar has a high masculinity and power distance score. Sweden, on the other hand, has a higher score for indulgence and individualism since they are more ordered.

Hotel Handbook for Intercultural Competence
[bookmark: _Toc119683060]Introduction
A person's ability to function well in cross-cultural contexts is the definition of cultural intelligence (CQ). The ability to successfully navigate diverse cultures and adjust to varied cultural standards is, in other words, what it is. To give foreign visitors the best possible experience while staying at a hotel, CQ has been identified as a crucial ability for staff members (Beugelsdijk & Welzel, 2018). This is so that cultural differences might be accentuated due to the global gatherings in hotels. In the 1970s and 1980s, Geert Hofstede, a Dutch organizational psychologist, created a model of national cultural differences. Based on a significant research endeavor at International Business Machine, Hofstede developed his model (IBM) (Litvin, 2019). Hofstede's model of national cultural differences has been extensively applied in many domains. The initial study's goal was to determine whether or not a multinational corporation's personnel acted differently when they were in other nations.
This report will concentrate on Using pertinent cross-cultural models and theories in Hofstede's cultural dimensions, first critically assess why cultural sensitivity and intelligence are crucial for hotel staff, then concentrate on the implications for hotel guest service for visitors from one overseas country of my choice. The analysis will also consider the hotel departments and services and how they may need to modify the service delivery to satisfy the visitors' unique cultural norms and needs.
[bookmark: _Toc119683061]Introduction to country A (Almata Hotel in Qatar)
I will start with Qatar, a country that has seen rapid environmental change and is attempting to implement its Strategic Plan 2030, a framework for creating policies and strategy implementation (Al-Mansoori & Koc, 2019). Since culture is thought to affect how people interpret and react to situations, it dramatically impacts how the workforce is likely to respond and how they view themselves and other people's cultures.


[bookmark: _Toc119683062]Cultural evaluation
[bookmark: _Toc119683063]Power separation
Qatar scores highly on this metric (94), demonstrating that its citizens feel at ease with a hierarchical organization in which everyone plays a part and no further explanation is required. The ideal leader is a compassionate autocrat, centralization is favored, the organizational structure reflects underlying injustices, and the staff expects to receive commands. (Al-Qahtani et al., 2019).
[bookmark: _Toc119683064]Individualism
With an overall point of 26, Qatar scores poorly in this category. With a score of 25, Qatar is categorized as a collectivistic society. A robust and ongoing commitment to the individual, who could be a household, relatives, or a group of acquaintances, is a sign of this. Commitment is of the greatest priority and supersedes the majority of other social rules in a collectivist culture.
[bookmark: _Toc119683065]Masculinity
With a total score of 56, Qatar has a somewhat masculine score on this dimension. The outcome for Qatar demonstrates a tendency toward a male society. In countries where men predominate, people anticipate leaders to be strong and assertive, prioritize equity, competition, and performance, and resolve conflicts through physical confrontation. (Farha et al., 2019).
[bookmark: _Toc119683066]Avoiding uncertainty
Qatar has a high Uncertainty Avoidance score of 80, demonstrating a strong preference for predictability. Very Uncertain Avoidance countries have rigid ethical and behavioral requirements and are intolerable of unusual behavior and viewpoints (Vitolla et al., 2019).
[bookmark: _Toc119683067]Permanent orientation
On this facet, Qatar does not presently have a score.
[bookmark: _Toc119683068]Indulgence
On this aspect, Qatar does not presently have a score.
Hofstede's model to analyze Qatar's culture.
	Culture dimension
	Qatar

	Power Distance
	94

	Individualism
	26

	Masculinity
	56

	Uncertainty Avoidance
	80

	Long term Orientation
	-

	Indulgence
	-


[bookmark: _Toc119683069]Country B (Defame hotel in Sweden)
        Sweden is the second country of preference. Whether you are a Swede or not, there are a few fundamental things to remember when working in a hotel in Sweden. There is no need for unnecessary formality or obsequiousness while addressing guests or coworkers because, first and foremost, Swedes are relatively egalitarian (Tuna, 2018). Second, remember to arrive on time for your shifts because timeliness is crucial. Finally, try your best to reduce waste and conserve resources in the hotel. Swedes are typically quite environmentally sensitive.
[bookmark: _Toc119683070]





                                                  Cultural analysis
[bookmark: _Toc119683071]Power separation
Sweden receives a low aspect score of 30, which means that the following characteristics characterize the Swedish way of doing things: autonomy, a hierarchy solely based on practical considerations, equality, accessibility of supervisors, and managerial autonomy. Leaders decentralize control and rely on the collective knowledge of their team members.
[bookmark: _Toc119683072]Individualism
Sweden scored 74 out of 100, making it a highly individualistic society. This suggests a significant preference for a loosely structured social system in which individuals must tend to their immediate family members.
[bookmark: _Toc119683073]Masculinity
Sweden earns a six on the dimension, indicating its feminine culture. Keeping a balanced work-life is vital as ensuring everyone is involved in societies where women predominate (Fors & Sevä, 2018). A good manager motivates staff, and involvement in making decisions facilitates decision-making. People value quality, equality, and solidarity in the office, and management seeks to reach an agreement.
[bookmark: _Toc119683074]Avoiding ambiguity
Sweden scored 30 on this scale, indicating a low desire to prevent ambiguity. This indicates a low to have tolerance attitude where behavior is prioritized over ideals, and deviation again from the norm is much more receptive to tolerance.
[bookmark: _Toc119683075]Continuous orientation
Sweden had a 52 overall score, which does not indicate a clear preference in this area.
[bookmark: _Toc119683076]Indulgence
The Swedish lifestyle is extravagant, as evidenced by the nation's highest total of 76 in this category. People who reside in areas with high Indulge ratings are frequently willing to act on their tendencies and inclinations to have fun and relish life (Wiberg & Masson, 2019).
Hofstede's model to analyze Sweden's culture.
	Culture dimension
	Sweden

	Power Distance
	30

	Individualism
	74

	Masculinity
	6

	Uncertainty Avoidance
	30

	Long term Orientation
	52

	Indulgence
	76



[bookmark: _Toc119683077]Hotel handbook
CQ is made up of four primary parts:
•Cultural knowledge comprehends many cultures and their practices, ideals, and beliefs.
•Cultural awareness: This quality refers to recognizing one's cultural prejudices and presumptions and those of others.
•Cultural skills include interacting and communicating with individuals from other cultures (Huang & Crotts, 2019).
•Cultural motivation refers to the willingness and openness to engage in cultural learning and interaction.


[bookmark: _Toc119683078]Sweden
	Do's 
	Don'ts

	Be professional and polite when interacting with guests
	Do not be gender bias

	Be environmentally conscious, and do your best to reduce waste and conserve resources. 
	 Do not be excessively formal or obsequious when interacting with guests or coworkers.

	Great guest warmly
	Do not waste resources or create unnecessary waste.

	Always be proactive
	Do not be slack; pull your weight and help your coworkers when needed.



[bookmark: _Toc119683079]Qatar
	Do's 
	Don'ts

	Do wear proper and decent clothing while on duty.
	Do not use offensive language while on duty. 

	Do be courteous to guests at all times. 
	 Do not smoke while on duty. 

	Do maintain a high level of personal hygiene
	Do not consume alcohol while on duty. 

	Do keep your working area clean and tidy. 
	Do not use mobile phones while on duty.



[bookmark: _Toc119683080]                                                         


                                                            Conclusion
Hotel staff members need to know these four CQ elements to give international visitors the best possible experience. They must be well-versed in various cultures' traditions, beliefs, and values. They must also be conscious of their and other people's cultural prejudices and presumptions. They also need to engage and communicate effectively with individuals from various cultures. Finally, students must be inspired to engage in cross-cultural learning and interaction.

[bookmark: _Toc119683081]References
Al-Mansoori, R. S., and Koç, M. (2019) Toward knowledge-based economy: Innovation and transformational leadership in public universities in Texas and Qatar. Sustainability, 11(23), 6721.
Al-Qahtani, N., Al-Yafi, K., and Alshare, K. A. (2019) ‘A cultural perspective influences employees' intention to apply ergonomics at workplaces’, International Journal of Human Factors and Ergonomics, 6(1), 57-87.
Beugelsdijk, S., and Welzel, C. (2018) ‘Dimensions and dynamics of national culture: Synthesizing Hofstede with Inglehart’, Journal of cross-cultural psychology, 49(10), 1469-1505.
Farha, A. K. A., Koku, P. S., Al-Kwifi, S. O., & Ahmed, Z. U. (2019) ‘Services marketing practices in diverse cultures: Canada compared to Qatar’, Journal of Services Marketing.
Fors Connolly, F., and Johansson Sevä, I. (2018) ‘Social status and life satisfaction in context: A comparison between Sweden and the USA’, International Journal of Wellbeing, 8(2), 110-134.
Huang, S. S., and Crotts, J. (2019) Relationships between Hofstede's cultural dimensions and tourist satisfaction: A cross-country cross-sample examination. Tourism management, pp. 72, 232–241.
Litvin, S. W. (2019) ‘Hofstede, cultural differences, and TripAdvisor hotel reviews’, International Journal of Tourism Research, 21(5), 712-717.
Tuna, N. (2018) Culture Matters: Analysis of Culture in Sweden and Finland and Its Influence on Innovation and Job Performance.
Vitolla, F., Raimo, N., Rubino, M., and Garzoni, A. (2019) The impact of national culture on integrated reporting quality. A stakeholder theory approach. Business strategy and the environment, 28(8), 1558-1571.
Wiberg, J., and Månsson, J. (2019) Consumers' perceptions of social media advertisements: a cross-cultural comparison among Sweden, India, and Japan.

