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The current report examines the importance of understanding cultural nuances in hospitality industry with the aim of enhancing tourists’ experience. The report formulates a handbook for the hotel staff of Qurum Beach Hotel, Oman, to guide them in providing efficacious experience to tourists from the United Kingdom. 
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1. [bookmark: _Toc106912979]Introduction of Qurum Beach Hotel, Muscat 
Contemporary tourism industry has transformed to encompass the sociocultural values of the tourists (Zhuang et al., 2019). At the heart of this transformation lies the idea of enhancement of tourists’ experience by providing them with environment of their choice. To attain this, understanding about tourist’s native culture and sensitivities is imperative so that tourist’s experience could be tailored accordingly (Fenell, 2019). The country experienced a tourist influx of 4.1 million tourists from across the world (Prabhu, 2020). Qurum Beach Hotel is one of the most attractive tourist residences, providing standard and deluxe suites to tourists belonging to different socioeconomic affordability (Searle, 2019). However, large tourist influx makes it mandatory for the hotel management to incorporate sociocultural elements of tourists from different parts of the world in their operational management.  
2. [bookmark: _Toc106912980]Tourism from United Kingdom 
United Kingdom is among the leading tourist source for Oman. Despite the substantial geographical distance between the countries, tourists find Oman to be convenient for their travels within the Gulf countries (Hamarneh, 2014). Since the UK possess a culturally rich history, influences of other parts of Europe and Asia can be found in its culture (Sriramesh et al., 2013). Hence, a tourist from the UK expects a socially inherent freedom. 
[bookmark: _Toc106912981][bookmark: _Hlk106965596]2.1 Hofstede’s cultural analysis of United Kingdom and Oman
Hofstede’s cultural model expounds that regional culture can be appropriately encapsulated in six distinct dimensions: power distance, individualism, masculinity, uncertainty avoidance, long term orientation, and indulgence (Lim et al., 2017). 
2.1.1 Power distance 
The power distance dimensions explicate the extent to which less powerful members of the society accept unequal distribution of power. According to Hofstede Insights (2022), Omanis score strongly on the power distance scale, indicating that their culture generally supports a hierarchical order, opposed to UK citizens, who prefer a homogeneous society with few authoritarian roles.
2.2.2 Individualism 
It refers to the degree of interdependence a society sustains among its people. UK has one of the highly individualistic cultures in the world. UK people expect high degree of freedom of thought and action. Meanwhile, Oman's low ranking reflects a general shift toward a collective attitude.
2.2.3 Masculinity
Masculinity refers to the dominance of the value systems of competition and achievement in a society. With a score of 66, the UK is a highly masculine society that is success-oriented at large while Oman has an average 52 score.
2.2.4 Uncertainty avoidance 
This aspect refers to the extent to which people prefer predicable future with minimal uncertainties. UK has a low uncertainty avoidance while Oman, believes and tradition score higher, meaning they like to be certain about the future. (Hofstede Insights, 2022). 
2.2.5 Long term orientation
This dimension indicates the extent a society connects its past with the present and future. The UK score 51, which indicates that British culture has an ambiguous stance towards future. 
2.2.6 Indulgence 
This dimension indicates the extent to which people prefer controlling their impulses and desires. British people like to indulge while Oman due to religion, code and believes is more restraind to inducelce. (Hofstede Insights, 2022).  
3. Countries analysis 
Culturally Oman and the UK largely differ due to the historical differences influenced by geographical and political factors. While the UK populace prefers a uniform society with minimal authoritarian roles, people in Oman score high in power distance, which indicates that its culture generally respects a hierarchical order (Hofstede Insights, 2022). Centralisation in institutions results from inherent inequalities among people, which also extends to shape a communal culture, in contrast to the individualistic culture of the UK (Shanfari et al., 2012). At work, it translates into an employer-employee relationship on moral grounds, in which employees’ group management capabilities are judged (Shanfari et al., 2012). However, unlike the UK, Oman has a feminine culture in which compromise and negotiations are preferred over competition and success. Meanwhile, culture of Oman is generally risk averse, therefore, people prefer to conserve their resources and opt for tested ways of leisure activities. 
4. Hotel handbook 
	Do’s
	Don’ts

	The staff of Qurum hotel should be cordial in dealing with a tourist from the UK, which is part of Omani culture as well.
	The staff should not over-engage with the tourist because UK people generally prefer an individualistic approach to tourism.

	The tourist should be provided with a variety of cuisines during lunch and dinner since the UK culture is open to novel experiences, therefore, the tourist would enjoy indulging in local foods as well.
	The chef should not assume the eating preferences of the tourist.  

	The management should provide optional transportation services to the Qurum beach to tourists from the UK. 
	Since the UK culture is considerably more open towards women’s standing in the society, the management should not restrict movements of female tourists unless found in illegal activities. 

	Since the UK people generally prefer a homogenous environment in which people are not expected to abide by their societal roles, the staff of Qurum hotel create a worker-friendly and homogenous environment within the hotel premise.
	The floor management should not display any kind of worker discrimination to avoid upsetting the tourists. 

	Although the UK culture is ambiguous in terms of its long term and short-term thinking, the people generally prefer to abide by schedules, and consequently expect timely delivery of all kinds of services expected from a business. Therefore, management should ensure that sufficient number of staff members are present 24/7 for functions like front desk operations, reservations and checkouts, and meals etc. 
	The management should avoid overburdening the staff as it would lead to decline in efficiency, thus negatively impacting the tourist’s experience. 



5. [bookmark: _Toc106912982]Conclusion 
This report analysed the importance of cultural intelligence in hotel industry to provide cheerful tourist experience. Through the cultural comparison between UK and Oman, it was found that people in Oman score highly in power distance, indicating that their culture typically respects a hierarchical order, in contrast to the UK population, which favours a homogenous society with few authoritarian roles. Oman's low score in the individuality category reflects a widespread trend toward a group mindset when members are expected to fulfil particular tasks and obligations to the society. 
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