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Executive summary 

Globally, the hospitality industry faces cultural diversity challenges. Understanding the various cultural dimensions of international hotel markets is critical for satisfaction of the customers and profitability. This report discusses the importance of cultural intelligence and sensitivity in the hotel industry, using England and Dubai as examples. Such insights can assist the industry in establishing procedures and guidelines, especially in the guest experience, front desk, and marketing and sales departments, to effectively address the challenges associated with cultural diversity.
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[bookmark: _heading=h.1fob9te]Introduction 
The hotel sector of the hospitality industry is situated within an increasingly global and culturally diverse context. This means that hotel and restaurant owners must be savvy with cross-cultural management in order to be successful. As hotels seek to bring in customers from all parts of the world, they must create an impressive image that appeals to a wide range of backgrounds (Ntounis et al. 2022). As an example, if a hotel in England wishes to attract Dubai customers, they must pay attention to sensitively understanding their culture and ensuring there will be no cultural clashes that could harm the reputation of their establishment. This communication, awareness, and respect will foster further interest among potential customers and will help deepen the client base. Therefore, hoteliers must be equipped to manage and understand the different needs of an international clientele.
[bookmark: _heading=h.3znysh7]
Significance of Cultural Intelligence to Hoteling Personnel 
Holding multicultural intelligence, sensitivity and awareness within a hotel company bestows upon it a major competitive edge over its competitors, enhances customer satisfaction, and generates a positive influx of image, perception, and influence over the industry (Meira et al. 2022). The Hofstede Cultural Dimensions theory, when applied from the perspective of communication between English and Middle Eastern cultures based in Dubai, allows for valid comparisons to be made, so any potential conflict or misapplication of cultural norms in business operations can be easily avoided (Valk and Yousif, 2023). This combination of aspects ensures that the best possible service is provided to people from all backgrounds and can create a culturally diverse and harmonious atmosphere for customers.
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Country A (England) 

	Hofstede’s characteristic category
	Manifestation in England

	Individualism vs Collectivism
	In England, individualism is embraced by people looking for a personal connection with local culture. People generally find that the locals and the culture of England respect individual freedom and support individual interests (Shitanda, 2020). On the other hand, collectivism is also appreciated in England, as communities come together and share their culture, food, and music with each other. 

	Long-term vs. Short-term orientation of
ideas

	In England, tourists experience a mix of long-term and short-term orientations when it comes to ideas. Long-term orientations are typically more timeless when it comes to the culture, history, and legacy of England (Spanaki, Papatheodorou, and Pappas, 2021). 

	Masculine against Feminine notions

	Masculine notions related to England tourism include strength, daring, and adventure while feminine notions encompass beauty, culture, and tradition. 

	The index of avoiding uncertainties in
dealings

	The index of avoiding uncertainties in dealings in England Tourism is relatively high. As a modernized and developed nation with a strong legal system, England has many laws and regulations in place to ensure that dealings in the tourism sector are fair and transparent (Chen, 2021). 

	Indulgence against restraint values

	Restraint values in England demonstrates the desire of citizens to save and respect traditions while indulgence values show their willingness to enjoy life and pursue pleasure. 

	Power Distance
	England is known to generally have a low power distance culture. This means that professionalism, respect and courtesy are the norms in England, and there is an emphasis on equality. 
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Country B (Dubai)

	Hofstede’s characteristic category
	Manifestation in Dubai

	Individualism vs Collectivism
	People in Dubai is both individualistic and reflective of a collective culture. People have tremendous freedom to explore the city on their own and enjoy a wide selection of shopping, dining, and nightlife options (Hossain et al. 2022). 

	Long-term vs. Short-term orientation of
ideas
	Dubai people often have a short-term orientation focused on the immediate present. This is contrasted with a more collectivist orientation, with a greater emphasis on the strength and success of the group over the individual (Arzaghi, Genc, and Naik, 2023).

	
Masculine against Feminine notions

	
In Dubai, people often experience a contrast between the masculine and feminine norms. Individuals typically embrace the masculine culture of assertiveness and strength, while the collectivism culture of communalism and interdependence is more prominent in the female population (Heyes and Nadkarni, 2020). 

	The index of avoiding uncertainties in
dealings

	Uncertainties in dealings in Dubai are typically low due to the well-established and trusted legal system the city it is known for (Bani-Melhem et al. 2020). 

	Indulgence against restraint values
	Dubai people typically prioritise indulgence rather than restraint, favouring extravagance and risk-taking.

	Power distance
	Dubai has a relatively high power distance index score, indicating a culture that has a hierarchical structure and values power and authority. 



[bookmark: _heading=h.3dy6vkm]Country Analysis 
England is considered a culture of low power distance according to Hofstede's Cultural Dimensions theory, which means it has a strong sense of equality among its people. Furthermore, England scores very high on individualism (Vettori and Nicolaides, 2019). This means that people place a strong emphasis on their personal goals and achievements and often interact with each other in a less communal manner than in cultures with lower individualism scores. Overall, England is a culture of equality and personal achievement.
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Figure: Revenue growth of the hospitality business in the UK
(Source: Péter, 2020) 

In the case of Dubai, the power distance index is very high in Dubai, which suggests that there is a strong hierarchical culture in the country, and this should be respected when providing individualised services (Haneef, Ansari, and Bhavani, 2019). Furthermore, Dubai embraces an individualistic culture with a focus on personal relationships. This should be considered when providing services to travellers as a sense of individualism will be employed. 
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Figure: Hospitality sector growth rate in Dubai 
(Source: Salma Saleh, 2022) 

[bookmark: _heading=h.1t3h5sf]Hotel Handbook (Do’s and Don’ts) 
[bookmark: _heading=h.4d34og8]England

		Do’s
	Don’ts

	Show respect while giving a firm handshake while meeting people.
	Don't shout or talk loudly in public. Avoid using colloquial language or slang.

	Be patient and polite at all times.
	Don't make offensive jokes or comments.

	Be modest and humble in your behaviour.
	Don't criticise local officials or their policies.



	
	

	
	
	

	
	
	

	
Dubai
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	Do’s
	Don’ts

	Respect the local culture, traditions, and religions.
	Refrain from public display of affection.

	Greet with a handshake even with the same gender.
	Do not try to smuggle drugs into the country as it attracts severe penalties

	Dress modestly, especially when visiting places of worship.
	Photographing people and government buildings without prior permissions is not allowed.
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Conclusion
It is evident that hotel organisations must maintain a degree of cross-cultural intelligence and sensitivity to ensure trust, fairness, and customer satisfaction. This can enable them to solve any potential problems, access larger, more profitable international markets, and interact with different cultures in order to inform business management strategies. Consequently, developing cultural competencies and cross-cultural training should be the primary focus of the hospitality industry in order to increase the quality of service (Heyes and Nadkarni, 2020). As a recommendation, acknowledging and implementing these practices from the hotel handbook of intercultural diversities can increase any hotel businesses in the industry their customer loyalty and profitability. 
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