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Executive Summary
This paper delves into the different cultural aspects that influence the hospitality experiences of Argentine visitors to the United Arab Emirates (UAE). It gives insight on the two countries' differing hospitality cultures, concentrating on service approaches, tipping rules, and gastronomic expectations, among other things.
The research also includes a complete list of 'Do's and Don'ts' for hotel personnel to follow in order to better serve Argentine clients. The need of learning Spanish, honouring Argentine dining hours, and adapting their food choices is emphasised, all while avoiding cultural clichés and hasty service.
Two key suggestions are made to improve service quality: 1) Implementing cultural sensitivity training for personnel to help them better understand and respect Argentine norms and traditions; and 2) Investing in multilingual skills, whether via recruiting or training, to enhance communication and make visitors feel more at ease.
This paper provides as a guidance for the UAE's hospitality sector to better cater to Argentine visitors, resulting in higher guest satisfaction and a more culturally aware and inclusive hospitality environment.
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This paper delves into the different cultural aspects that influence the hospitality experiences of Argentine visitors to the United Arab Emirates (UAE). It gives insight on the two countries' differing hospitality cultures, concentrating on service approaches, tipping rules, and gastronomic expectations, among other things. The research also includes a complete list of 'Do's and Don'ts' for hotel personnel to follow in order to better serve Argentine clients. The need of learning Spanish, honouring Argentine dining hours, and adapting their food choices is emphasised, all while avoiding cultural clichés and hasty service.
Two key suggestions are made to improve service quality: 1) Implementing cultural sensitivity training for personnel to help them better understand and respect Argentine norms and traditions; and 2) Investing in multilingual skills, whether via recruiting or training, to enhance communication and make visitors feel more at ease. This paper provides as a guidance for the UAE's hospitality sector to better cater to Argentine visitors, resulting in higher guest satisfaction and a more culturally aware and inclusive hospitality environment.

[bookmark: _Toc137813083]Variations In Hotel and Hospitality Culture Between the UAE And Argentina
The UAE's hospitality culture is defined by its dedication to luxury and tradition, while Argentina's hospitality values are based on warmth and personal relationships. This comparative research will highlight these distinguishing characteristics and explain how they influence the visitor experience in both nations. A detailed awareness of these distinctions may help hotel workers provide personalised and culturally sensitive services to customers, therefore improving their entire experience.
Service
The hotel industry in the UAE often shows a high level of luxury. This is obvious in high-end hotels, where personnel seek to provide personalised services, showcasing hospitality as a social status symbol (Sharpley, R., 2008). The United Arab Emirates, notably Dubai and Abu Dhabi, are well-known for their opulent hotels, with personnel often going above and beyond to guarantee visitor happiness (Stephenson, M.L., Russell, K.A., Edgar, D., 2010).
Argentine hospitality, on the other hand, emphasises personal connection and warmth. Service is often warm and casual, reflecting the culture's focus on human interactions (Gannon, M.J., 2004). Over ostentatious luxury, authentic encounters are appreciated.
Habits of Tipping
Tipping is prevalent and occasionally required in the UAE owing to the cultural practise of giving. It is a necessary aspect of the service sector, and big gratuities are often provided in hotels and restaurants (Bryant, K., 2006).
Tipping, on the other hand, is not as tightly enforced in Argentina. While it is welcomed, it is not always anticipated, and when it occurs, it is usually on a lesser scale than in the UAE. Some restaurants may add a service fee, which eliminates the need for tipping (Siguaw, J., Enz, C., 1999).
Preferences in Food
To appeal to its diversified tourist profile and expatriate population, the UAE's hospitality business often offers foreign cuisine. Emirati cuisine is often served as a buffet at hotels, giving a range of selections (Henderson, J.C., 2009).
Argentina, famous for its meat, often provides local food in its restaurants. Argentine cuisine is a major draw for visitors, and hotels often reflect this by emphasising locally produced meals, particularly cattle (Abarca, M.E., 2004).
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Do's

Understand the language: Spanish is Argentina's official language. While many Argentines speak English, it is critical that critical hotel services and information be available in Spanish. Signs, menus, and customer service should all be in Spanish. Staff that speak Spanish may also improve the client experience (Warden et al., 2003).
Respect mealtimes: Argentines eat supper later in the evening, frequently around 9 p.m. or later (Pearce, 2000). Meal hours should be flexible, and room service and restaurant facilities should be accessible later in the evening.
Provide alternatives for local food: Argentine cuisine, particularly beef, is fundamental to their culture (Abarca, 2004). Although most UAE hotels provide a variety of foreign food, incorporating Argentine meals may help tourists feel more at ease.

Don'ts

Avoid Stereotypes: It is critical to avoid generalising or stereotyping Argentine visitors based on cultural preconceptions. Treat each visitor as a person with distinct tastes and requirements (Reisinger, 2009).
Don't be in a hurry: Argentine culture appreciates a slow pace and personal connection. Rushing services or conversations may be seen as impolite or impersonal (Pearce, 2000).
Don't Ignore Feedback: Argentines value the opportunity to be heard. If a visitor has a complaint or a suggestion, ensure that it is taken seriously and handled as soon as possible. Customer satisfaction and loyalty may increase as a result (Davidow, 2003).
[bookmark: _Toc137813085]Summary
A comparison of Argentina's and the UAE's hospitality cultures has shown a number of variations that hotel workers must traverse in order to give better service to Argentine clients. Understanding cultural subtleties may dramatically improve the client experience, from language and eating preferences to service expectations and tipping patterns. Hotel personnel may successfully negotiate these cultural variations by sticking to the described 'Do's and Don'ts,' ensuring their services fit with the expectations and comfort zones of their Argentine clients.
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Cultural Training
Provide cultural sensitivity training to all employees. This training should not only include important information about Argentine culture, but it should also emphasise the need of avoiding prejudices and forming assumptions about visitors based on their nationality (Reisinger, Y., 2009).
Language Support
Invest in multilingual employees or give language training, with a concentration on Spanish, to increase communication with Argentine visitors. If recruiting multilingual employees is not an option, consider deploying translation technology in critical areas like as reception and customer service to improve communication (Warden et al., 2003).
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