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Introduction 
A company’s culture may help or hinder its success in globalised economy. This is especially crucial in the hospitality industry, where managers need to consider employing a culturally diverse staff force as well as to make sure that guests from all over the world are appropriately accommodated (Wallace, Hunt and Richards, 2019). The purpose of this report is to produce a Hotel Handbook for staff to help and guide them to manage guest service experiences for international visitors. In this scenario the Hotel facility is operating in London, United Kingdom and serving international guests mainly from UAE and middle eastern Arab countries. To succeed in the business and provide visitors from UAE and Arab countries the staff of the hotel need a high level of cultural understanding to helped them provide outstanding services and succeed. As part of this work, an analysis of cross-cultural communication tactics for the international visitors coming from the UAE will be conducted. The cultural norms of the United Kingdom and the UAE are very different from one another. This work will also present a guideline for the front-desk personnel to follow in order to serve UAE visitors appropriately.

UK (The host country)
The people living in the United Kingdom represent a variety of different cultures and ethnic backgrounds. In UK, there is no established protocol on how to properly greet someone. The greeting might be anything from a hello to a handshake and a hug or even a nod. Almost all people can communicate effectively in English (Gozalova et all., 2016). The locals all speak English with their own distinctive tone, and they value this trait in their interpersonal interactions. The British value promotes individuality. Queen’s Birthday, Valentine’s Day, Christmas Day, Good Friday, Boxing Day etc., are among the most celebrated holidays in the United Kingdom.


UAE (The guests’ country)
The UAE is made up of seven small emirates. Before the establishment of the oil economy, the traditional culture of the region was moulded by two primary elements (Hopkins, 2014). These are the Bedouin lifestyle and sea trading.
The United Arab Emirates is home to a dynamic cultural scene that honours and celebrates the regions longstanding Arab and Islamic traditions. In the UAE, generosity and hospitality are two of the most cherished virtues. Islam is the dominant religion here however, as people from other countries come together to live here, there are people from other religions as well. Traditional Muslims teachings prohibit the consumption of pork and alcohols, and restaurants in the country tend to avoid serving them (Jabnoun and Khalifa, 2015). Observant Muslims also eat Halal cuisine, which requires the meat to be sourced in a specific way. Arabic is recognized as the official language. Many other languages, including English, Hindi, Farsi, Urdu and Chinese are spoken by many of the immigrants’ employees and people. Business is conducted primarily in English. As-salaamualykum and Marhaba are common greeting words amongst people.

Country Comparison Analysis 
In this part, the cultural dimensions model of Hofstede will be used to analyse the culture of both the UK and the UAE. Hofstede was one of the first researchers to analyse the influence of national culture on management practice. Imperatives that influence the intercultural competence are demographic, technological, economic, peace and inter-personal. The six main form of regulators of human life are language, religion, value, education, political and legal system.
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Power distance: The concept of power distance attempts to quantify the disparities that exist in a society regarding the distribution of power. The situation is different in both countries. With a rating of 74, the United Arab Emirates is highly centralised, with a wide distance between management and staff. In UAE-based businesses, workers must always obey their superiors (Khan 2014). The United Kingdom has a fair and more decentralised system, with a relatively lower score of 35, a society with a sense of fair play.
Individualism vs Collectivism: The degree of social independency is the key consideration of this measure. The United Arab Emirates is a collectivistic society with a total point of 36. Society promotes strong relationships and peaceful cooperation. These people place a premium on loyalty. With a rating of 89, however, the people of United Kingdom can be termed an individualist and private people.

Masculinity vs Femininity: What matters most to people can be evaluated by using this measurement (Dhaundiyal, Chakravarty and Joshi, 2020). With a score of 66 and 52, respectively, the United Kingdom and the United Arab Emirates may both scored average on this dimension.
Uncertainty Avoidance: Understanding how diverse cultures can deal with an ultimately unknown future is the focus of this index (Lowe, 2016). On this scale, UAE scored a 66, showing a considerable tendency to avoid uncertain circumstances. But, the United Kingdom score of 25 indicates that its citizens are willing to adapt as well as take risks in their daily lives.
Long-term orientation vs short term orientation: As a metric, this assesses how normally people in a certain area value short-term satisfaction over long-term gain (Hofstede, 2016). The UAE is a normative society with a score of 22. They like to keep the ways things have always been done and are fierce opponents of social change. The United Kingdom has a rating of 51, making it a relatively pragmatic society (McSweeney, 2022). An increased value is placed on a competitiveness, market concentration, and pragmatic societies.
Indulgence vs. Restraint: It is a measurement of the importance of people try to control their desires and their life enjoyment. With a rating of 22, the United Arab Emirates is classified as a restrained society. In contrast, a considerably higher rating of 69 implies that the United Kingdom is an indulgent culture in which individuals prioritise their own demands and wishes to live a good life.




Front office handbook 
	Do’s 
· Focus on properly treating the guests and use greeting words like Marhaba while greeting someone from the UAE
· Take consideration of the language barriers
· Be professional while greeting and talking to them
· Pay close attention to their wants and needs
· Make sure to provide accurate information about the services and products
· Consider the cultural issues while dealing with guests from the UAE and respect their cultural values
· Take special care dealing with women.
· Provide information about local halal food providers and restaurants as required by guests
· Provide quite pray area and information about local Mosque.
	Don’ts 
· Don’t try to be too friendly
· Don’t be over-enthusiastic 
· Don’t make the wait longer after long flights 
· Don’t argue with them as it can hamper their experience





Conclusion

Hospitality businesses need to understand international nature of its operation and need to accommodate the cultural diversity of both workforce and markets as a source of their business to succeed in the long run.
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