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[bookmark: _heading=h.30j0zll]Executive summary
This handbook of Hotel Merlin will help the hotel staff to greet and conduct effective communication in a professional manner. There are various outside workers who are not solely from a UK background and in this case understanding UK culture is important. On the other hand, there are also cultural dissimilarities and understanding which are very crucial to be understood by the hotel staff so that the task of managing international guests becomes easier. 
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[bookmark: _heading=h.1fob9te]Introduction
Hotel Merlin UK is a well-renowned hotel that has great international exposure and is very effective at giving satisfactory services to international guests. People from different cultures like the UAE have different beliefs and that should be tackled as per the diversified belief system (Goh et al., 2017). The hotel staff play a very crucial role as they handle the different types of guests who are from various different backgrounds and that is why this report will help them adequately by providing the handbook following which they can manage the international guests in an efficient manner.

[bookmark: _heading=h.3znysh7]The United Kingdom (The Merlin Hotel)
Hotel merlin is a renowned hotel in the UK which is situated a 10-minute walk from Ilfracombe Harbour. The hotel was situated in 1998 and currently, it has two more extensions across the UK. The hotel has space for guests, a TV room and a cellar bar and a great offering of various UK dishes (Hotel Merlin, 2021). According to the UK culture, there are several ways of welcoming people like shaking hands or saying a simple word like “hello” and in various mass gatherings, people tend to communicate with each other in various UK festivals and other events, these people like to gather around.
[bookmark: _heading=h.2et92p0]UAE (Guests’ home country and culture)
Muslims, Bedouins, and pioneers of modern science and technology all call the United Arab Emirates (UAE) home. Because Islam is the state religion, it influences many aspects of daily life, including what people wear, what they eat, and how they treat one another. The people of the United Arab Emirates are well known for their warmth and hospitality (El-Omari, 2018). In Emirati culture, it is common practice to share meals and drinks with friends and family. The traditional shirt for males is the white, ankle-length kandura, while the abaya and Shayla are the traditional clothing for women. These garments are perfect for protecting one from the sun and heat. Emirati cuisine is an innovative fusion of Arab, Indian, and Persian cuisines. Other common choices are luqaimat shawarma (grilled meat wrapped in bread), and matchbooks (spiced rice with meat or fish) (Galdolage, 2021). 


[bookmark: _heading=h.tyjcwt]Country analysis
The 'Hofstede Insights cultural comparison matrix is a six-factor instrument for assessing similarities and differences across nations (Hofstede Insights, 2022). This is a visual portrayal of the cultural differences between the United Kingdom and the United Arab Emirates, based on the research of cultural anthropologist Geir Aa. Hofstede.
[image: ]
Figure 1: Country Analysis (Own)
Power distance: Here the power distribution is mainly represented and according to the insight, we can see that the UAE is far more efficient than the UK in the equal distribution of its power. It can be in terms of the centralization of power as well (Tang et al., 2020). The UAE has a more parallel hierarchy in distributing power than the UK. In the meantime, the UK is more open to distributing its power among the general people.
Individualism: This metric's primary concern is how dependent its members are on one another in a given society. In terms of the scoring, we can see that UAE has less dependence than the UK as the country is rich in per capita income and almost most of the people there have an upper-class bracket, they are less dependent on others (Zyl, Dankaert and Guse, 2018). 


Masculinity: If an organisation has a strong Masculine value system (as shown by a high score on this dimension), its members are likely to be driven by a desire to succeed and be the best in their fields from an early age. In this case, the UK is more growth and the UAE is a bit behind (Kivelä and Chu, 2016).
Uncertainty avoidance: It's disturbing, and people from different cultural backgrounds have created different coping mechanisms. To what extent its people perceive uncertainty as harmful is reflected in how well its culture has devised concepts and structures to deal with it (Sohaib, Kang and Miliszewska, 2019). UAE has a higher score means they are more risk-averse than the UK.
Long-term orientation: This feature exemplifies the different weights that diverse civilizations place on retaining their cultural heritage while still meeting the problems of the present and future (Gentry, Dibrell and Kim, 2015). The UAE is still a bit conservative and takes longer to adopt a new culture.
Indulgence: Throughout history, society has struggled with how well newborns are socialized (Acharya, 2017). To fully develop as human beings, social interaction is essential. Self-control is a reflection of one's upbringing and may be quantified along this dimension. The UK has a higher score than UAE meaning it is more friendly and socialising than UAE and it also shows how diversified the culture is. 


[bookmark: _heading=h.3dy6vkm]The Merlin Hotel’s handbook
	Do’s
	Don’ts

	· Greeting with a warm smile and handshake
· Show respect to the religion as it carries their beliefs and sentiment
· Dress conservatively especially if the guests are from than discipline
· Try to understand and create interest towards their culture
· Be punctual in serving them especially the various officials visiting the country
· Try to speak in native language for avoiding any misunderstanding communication
· Be respectful and in a polite manner 
	· Try to avoid public affection as it is against the Emirati culture and often considered misappropriate
· Do not offer alcohol as it is forbidden by Islamic law
· Do not engage in any political, religious or another sensitive topic discussion
· Do not criticise the customers and traditions as everyone has distinct culture and beliefs
· Try to avoid personal traits and behave in a professional manner
· Don’t try to mock or make any irrelevant jokes that may be misunderstood by the person because later on, it could make a more confusing judgment. 


Figure 2: Hotel Handbook (Own)


[bookmark: _heading=h.1t3h5sf]Conclusion
Multiple cultures have multiple beliefs and a hotel like Merlin in the UK is a well-diversified one whose staff should have proper knowledge in handling international guests. Different cultured people should be handled efficiently so that it also enhances the reputation of the respective country and provides a warm welcome for any guests (Pavitt et al., 2016). From race, beliefs and language, the hotels should have adequate knowledge so that the international people can be managed in a well-respected manner.

Recommendation for Employees
· Employees should gain proper knowledge before going to the guest service.
· Emotional intelligence can be improved further for proper handling.
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