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Executive summary
The main purpose of this report is to help hotel staff prepare for and manage the guest experience for guests from the United Arab Emirates. The report utilizes Hofstede’s Cultural Dimensions Theory to discuss the cultural differences in the UK and the United Arab Emirates. The dimensions include the Power distance index, collectivism versus individualism, femininity versus masculinity, uncertainty avoidance index, short-term versus long-term orientation, and restraint versus indulgence. Cultural awareness is the turning point in delivering the ultimate difference in guest experience and determines whether the guests would want to come back or recommend the hotel to other people.

[bookmark: _Toc88708778]
Section1: Introduction
[bookmark: _Hlk88385169][bookmark: _Hlk88704141][bookmark: _Hlk88393165][bookmark: _Hlk88394746][bookmark: _Hlk88394340][bookmark: _Hlk88390063]Intercultural competence refers to the ability of an individual to think and behave appropriately and effectively communicate and collaborate with from different cultural backgrounds. (Ambardar, 2013). This report takes is going to utilize Hofstede’s Cultural Dimensions Theory to discuss the cultural differences in the UK and the United Arab Emirates: Power distance index, collectivism versus individualism, femininity versus masculinity, uncertainty avoidance index, short term versus long term orientation, and restraint versus indulgence. (Soares Et Al., 2007).
[bookmark: _Toc88708779]Section 2: Importance of cultural competence
Culture varies across the globe and so are the expectations of various clients, who expect you, as the service provider to not violate the norms, values, and believes of the particular client. (Deardorff et al., 2009) For example, you can offer pork to a Chinese client but never to a Muslim client from Dubai. 
Cultural awareness is the ultimate key to all the differences in the experience of guests and determines the possibility of the guests wanting to ever come back or recommend the hotel to their friends or family members. (Featherstone, 1987).
[bookmark: _Toc88708780]Section 3: The UK, host country
The hotel is located in the UK. In the UK greeting a family member or a friend, you do not just shake their hands especially when one of the partners is a female, but receive or give a little kiss on the cheek. On the contrary, if you are a stranger, physical touch is considered odd or uncomfortable (Featherstone, 1987). The people of the UK are punctual, do not skip the queues, saying thank you and sorry is part of the everyday conversation. The UK people have a high amount of respect for older adults and people living with disabilities, whoever inviting you to dinner is going to pay for it, when invited to someone’s home it is normal to bring along with you a gift like chocolate or flowers as an appreciation for being invited. 
[bookmark: _Toc88708781]Section 4: The United Arab Emirates
In the UAE, guests greet individuals in a group starting from the right to the left unless there is an elder who should always be given priority. Men greet each other by touching the nose. Women can shake hands. For opposite genders, just a node with a hand placed on the heart position with a smile can do the same job. However, a firm handshake for males is also acceptable. Pubic showing of affection is prohibited and is punishable by the law. More than 76% of the country practice Islam. That means the official working days are from Sunday to Thursday. The dressing code emphasizes modesty and conservativeness. Men wear Kandura, a white loose-fitting robe paired usually paired with Ghutrah, a headscarf. Women wear Abaya usually paired with Hijab which covers the head and hands. The UAE culture emphasizes Maintaining ties with one’s relations. It is obligatory and it is punishable for anyone severing them.
[bookmark: _Toc88708782]Section 5: Analysis
Power distance index
The UK scores 35 while the UAE scores 90 in the power distance index. This means that while the UK people believe that inequality should be minimized, the UAE culture advocates for a hierarchy system. The kingdom system of governance is autocratic and it promotes autocracy in the other small forms of leadership including the family unit. 
	The UK-based hotel personnel must readjust when handling the UAE guests in terms of watching the hierarchy in case the guests are in a group. For instance, at the front office department, group information should strictly be taken from the eldest and team leader only.
Collectivism versus individualism
	The UK culture promotes individualism as opposed to collectivism. It scores at 89. The children are thought from an early age to think of themselves and find their unique purpose in life and use that to determine their contribution to society (Insights,2021). On the other hand, the UAE culture scores at 25 promoting collectivism. Society advocates for strong relationships and everyone is responsible for each other in the group.  Loyalty overshadows almost all other societal rules and regulations. The hotel personnel must treat guests from UAE as a group rather than as individual persons. For example, the kitchen or food production department can ask how the guests would like their breakfast done because they like eating together. 
Uncertainty avoidance index
The UAE culture scores 80 while the UK scores 35. That means that the UAE people exhibit a rigid and strict belief and behavior system which is intolerant of ambiguity and uncertainty. On the other hand, the UK people are comfortable in ambiguity. In Britain, it is common to hear a phrase like ‘muddling through. ("Country Comparison - Hofstede Insights", 2021)
The hotel personnel, like the security department, should strictly deliver exactly as the guests were booked in without any major adjustments to avoid ambiguity. For instance, the guests’ car should not have its alarms going off while at the parking lot. 



Indulgence versus restraint
	The UK culture scores at 69. This means that the culture there embraces impulsiveness in fulfilling their desires. ("Country Comparison - Hofstede Insights", 2021) On the other hand, in the UAE, there are no ratings.
Long term versus short term orientation	
	The UK culture scores 51. This is hard to sideline it with where it falls. There are no ratings for the UAE. ("Country Comparison - Hofstede Insights", 2021) In that case, the hotel personnel may remain neutral and avoid going to the extreme.	

Masculinity versus femininity
	While the UK culture scores 66, the UAE scores 50. ("Country Comparison - Hofstede Insights", 2021). This means that the UK people are highly success-oriented and driven while the UAE people are average. One cannot tell where they fall. 
For the hotel personnel, they will be careful not to be too aggressive nor too docile in terms of the fanciness and elegance of room utilities.

[bookmark: _Toc88708783]Section 6: The hotel handbook
	Department
	Do’s
	Don’t’s

	Front office
	Observe hierarchy
	No random opinion seeking

	Housekeeping
	Take care of guest belongings
	Never throw away any lost and found items

	Food and beverage service
	Serve them as a group
	Avoid individualized services

	Kitchen/food production
	
	

	Security department
	Observe security protocols 
	No uncertainty in guest safety




[bookmark: _Toc88708784]Section 7: Conclusion
Cultural competence is crucial for the growth of a hotel. Cultural awareness helps deliver the ultimate unique and satisfying guest experience (Satterfied, 2017). For instance, Treating UAE guests as a group rather than individuals while observing hierarchy will make the guests being treated to their expectations and will end up loving and recommending the hotel to other people.
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