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An executive summary

The present assessment encompasses analysis and evaluation of hospitality and tourism management in the context of the cross, cultural awareness and intercultural communication while managing cultural differences. The study had undertaken a case study where visitors (service-users) from the city of Dubai, United Arab Emirates have come to visit the UK at a hotel. The present study undertakes specific areas that need to be informed to the hotel staff in the UK. Hospitality organisations, explore specific areas that they need to consider and things that they need to avoid while evaluating the cultural differences that might take place in the process. Understanding legislation and policy implementation, while exploring specific service restructuring that UK hospitality steps are required to do to provide the dealer services to the Dubai-best customers will be provided in the form of a hotel handbook for the staff.
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Introduction
Cross-cultural awareness is essential in the hospitality industry, which in England lines to make the most services to customers who are international visitors. good intimidation of tailored strategies and implementation of different processes in the hospitality services, such as product and service standardisation, effective cross-cultural communication, understanding, and implementation of diversity and inclusion policies, and implementing operational practices that are multi-faceted can help acknowledge the international customers, avoid any offence and attract a wide range of consumer democracy (Gertner, 2019). Development of consumer, retention, improved visitor, satisfaction and elevating against experiences are likely to be the implementation of these aspects. The present report involves analysis and understanding of whole specific areas of cross-cultural awareness that need to be demonstrated by the status of the UK hospitality organisation to provide the most suitable services to international visitors from Dubai.

[bookmark: _Toc136689709]Discussion
Cross-cultural differences between Dubai (UAE) and the UK

Specific areas of cross-cultural differences and their understanding need to be implemented and involved in the present handbook that can be relevant in providing structured guidelines to the staff working at the UK hospitality organisation. To substantiate the discussion and add extended insights to this, the theoretical framework of Hofstede’s cross-cultural dimension can be an effective theoretical discourse that can be involved in the present assessment (Han et al., 2019). In this particular theoretical framework, Hofstede undertakes six different elements to describe a nation/a community/collective background and their viewpoint/approach towards life (Hua et al., 2020). 
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Figure: Cross-cultural analysis between UAE and the UK
(Source: Pasca et al., 2021)
With a comparative analysis between the United Arab Emirates and the United Kingdom in the cross-cultural calculator, developed by Hofstede showcases, how the city of Dubai is likely to be more hierarchical and structured as opposed to the United Kingdom where the power distance score is 35 (Jandt, 2016). One important understanding that needs to be considered by the staff working at the hospitality organisation of the UK is to understand how people/visitors from the UAE would prefer to avoid uncertainty (Jhaiyanuntana and Nomnian, 2020). Therefore, tailoring services, and creating comfort around the hotel vicinity will be an important part of the service consideration (Koc, 2020). United Arab Emirates on the indulgence score showcases 22 which explains how restrain their society is in contrast to an indulgent society like the United Kingdom with a score of 69. This is an indication of how realising impulses and desires are not common characteristics among the people of the UAE which needs to be considered in the designing of the services and products standardisation provided by the UK hospitality organisation and the staff (Lee et al., 20220.

Specific Do’s for the UK staff 

To understand the affirmative considerations that need to be demonstrated by the UK hospitality staff to ensure successful service deliveries, legislative practices, implementation of policies, and environmental strategies will be essential (Mathew, 2022). For instance, multicultural, awareness, and effective development will enable the UK staff to generate the most desired services. For instance, sensitivity and recognition of the cultural differences between the USA and the UK can be effective (Moran, 2018). The staff are required to understand the differences as well as recognise similarities and using data sensitivity to create inclusive communication and facilities in the hospitality unit will be efficient.
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Figure: Cross-cultural competencies to be demonstrated by the UK staff
(Source: Pung and Chiappa, 2020)

Language preferences through the help of cross-cultural communication will be essential. The staffs are responsible for the UK hospitality unit to demonstrate effective cross-cultural interactions with overseas guests, such as Dubai-based visitors (Ndou et al., 2019). Understanding the communicational nuances, having awareness, effective preparation, and understanding the language and humour in staying open will be essential for the UK staff to provide standard services without compromising quality (Pasca et al., 2021).

Service and product standardisation to meet the needs and specific preferences of overseas consumers will be effective. For instance, involvement in providing services, and at the same time, evoking, a sentiment of familiarity for the Dubai visitors will be affected. Bringing consistency in the amenities and facilities, specific food items and snacks to be provided that bring a sense of home to the visitors will be performed by the UK staff of the hospitality unit (Pung and Chiappa, 2020).

The involvement of cross-cultural training and development before employing specific groups of staff to cater services to Dubai consumers will be effective (Soldatenko and Backer, 2019). This will enable the UK hospitality status to be prepared beforehand and understand specific personal strategic developments to ensure that they are capable of meeting the service standards for international customers (Samovar, 2009).

Implementation of policies such as The Equality Act 2010 is essential company that needs to be demonstrated by the UK staff to ensure that comprehensive protection against direct and indirect discrimination and harassment is successfully prohibited around the organisational vicinity (Timm, 2011). All the service users will be treated equally, which means the domestic service users of the UK, as well as the international visitors from Dubai, will be provided equal services and will be treated equally irrespective of their cultural, ethnic, or any other differences.

Specific Don’ts for the UK Staff 

The staff of the UK hospitality organisation must not generalise the entire cultural group, based on specific behavioural demonstrations that can be exhibited by the specific visitors from Dubai.

The UK staff must not engage in behaviours which can single out a specific culturally different person. This involves asking inappropriate questions are engaging in inappropriate behaviours (Zhou et al., 2023).

Hurting cultural sentiments and lack of cultural awareness and its deteriorated demonstration in the service practices must be avoided at all costs by the UK staff while catering services.

Creating parity in treatments between domestic visitors from the UK itself, and international visitors from Dubai must not be involved by the UK staff. This is an essential practice that will be effective in ensuring successful service deliveries, doing otherwise will breach the legislative guidelines provided under The Equality Act 2010 and The Human Rights Act 1998 (Zou et al., 2021).

[bookmark: _Toc136689710]A summary
Based on the overall assessment and understanding, the status of the UK organisation is responsible for demonstrating all the guidelines and considerations mentioned above, along with individual understanding, self-assessment practices and professional awareness, which will enable them to provide the best services while catering to the international customers visiting from Dubai.
[bookmark: _Toc136689711]Recommendations for staff 
Based on the understanding and an overall assessment performed above, specific areas have a wide range of opportunities that can be incorporated by the UK hospitality staff to elevate the quality of services while handling international customers visiting from Dubai. A set of recommended actions are developed in the process that can be incorporated and they are as follows:

· The cross-cultural management department of the hospitality organisation in the UK needs to consider collaborating with the diversity heads to instil a common sense of purpose, which can be effective in delivering consistent facilities and services to international visitors.

· Involvement of cross-cultural competency with the integration of diversity, training, and involvement of organisations, like global fluency institutes can help professionals working at the hospitality organisation in the UK to comprehend the traditions, beliefs and behaviours which are commonly shared and identify the skills leverage cultural diversity which will help them with successful deliveries of the services.
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