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[bookmark: _Toc89875733]Section 1. Executive summary
Cross-cultural competence is essential in the hotel industry with the quick development in globalization and competition. A cross-culturally competent staff form a more dedicated workforce and end up giving more customized service to various clients making them loyal and spreading the message to their close ones.
   Using Hofstede's insight’s country comparison explanation, it is evident that the cultures in the United Kingdom and the United Arab Emirates are contrary perspectives. For instance, on the power distance index, the UK culture advocates for a more uniform and distributed power in its society. On the other hand, the UAE believes in hierarchical systems.
However, by understanding the various Hofstede dimensions, the hotel personnel in the UK will manage to give customized services to enhance the hotel guest experience.

[bookmark: _Toc89875734]Section 2. Introduction
This report covers four major sections, which are the importance of cross-cultural competence in the hotel industry, Hofstede's cultural dimensions theory, the cultural differences in the United Kingdom and the United Arab Emirates (UAE), a table summarizing the dos and don’ts which acts as a quick hand reference material and finally the references for material used for this report. 
[bookmark: _Hlk88385169][bookmark: _Hlk88394340][bookmark: _Hlk88394746][bookmark: _Hlk88393165]The hotel is located in the UK while the guests come from Dubai, UAE. This report focuses on Hofstede’s Cultural Dimensions Theory to illustrate the disparity in culture between the United Arab Emirates and the UK. The dimensions are Power distance index, restraint versus indulgence. uncertainty avoidance index, collectivism versus individualism, short term versus long term orientation, and femininity versus masculinity (Escandon-Barbosa, et al., 2021).
[bookmark: _Toc89875735]Section 3. Importance of cross-cultural competence
Cross-cultural competence is essential in today’s hotel industry two-fold (Ankush, 2013). 
[bookmark: _Toc89875736]Section 3.1 Among staff members
In todays’ hotel, industry setting staff can be from diverse cultures. Staff who understand and appreciate the cultural differences tend to form a more dedicated workforce since they understand how to behave accordingly with their colleagues.
[bookmark: _Toc89875737]Section 3.2 Staff-client relationship
A more dedicated workforce tends to try to give their best in service delivery. On top of that with cultural competence, the personnel is likely to offer more customized services to their guests and this will make the guest loyal and spread positive feedback to potential new clients.  
[bookmark: _Toc89875738]Section 4. The cultural difference between UK and UAE
[bookmark: _Hlk89873824]The report uses Hofstede's insight’s country comparison explanation and illustrates how the disparities affect the guest service experience.
[bookmark: _Toc89875739]Section 4.1 The power distance index dimension. 
[bookmark: _Hlk89874109]The UK scores 35 on the Hofstede insight’s power distance index, as the UAE score 90. The UK people discourage inequality in their society. The UAE culture promotes hierarchical systems. The kingdom's system of governance is encouraging autocracy.
	The hotel staff in the UK are likely to show power equality for example seeks opinion from any random individual from the guest group.
[bookmark: _Toc89875740]Section 4.2 Collectivism versus individualism
	The UK culture scores 89 in the insight release. This means that it encourages individualism than collectivism. Children are thought to focus on themselves to discover their unique abilities which later can be applied to be constructive members of their society (Country Comparison - Hofstede Insights, 2021).  The culture of the UAE scores 25 encouraging collectivism. They promote bonded relationships. Individual group members watch out for a colleague member in the group.
 	The guests would like to be treated like a single entity as opposed to as individual persons. For instance, the kitchen and food production department should ask if the guests preferred a big table to individual room service. 
[bookmark: _Toc89875741]Section 4. 3 The Uncertainty avoidance gauge
The UAE culture encourages rigid people and strict beliefs. The culture promotes a behavior system that is not tolerant to uncertainty and ambiguity. The score for the UAE culture is 80. In Britain, the people are comfortable with ambiguity. That is why the score is at 35 ("Country Comparison - Hofstede Insights", 2021).  
The hotel room service provider should adhere to agreed terms of service and never have the guests wondering in uncertainty.  
[bookmark: _Toc89875742]Section 4.4 Indulgence versus restraint
The UK culture encourages impulsiveness in fulfilling human desires. ("Country Comparison - Hofstede Insights", 2021) it scores 69.  There are no ratings for the UAE and in that case, it is up to the hotel personnel not to impose the indulgent culture on the clients.
[bookmark: _Toc89875743]Section 4.5 Long term versus short term orientation	
	It is hard to determine where UK culture is falling. It cores 51. However, for the UAE no ratings are available ("Country Comparison – Hofstede Insights", 2021). The hotel service provider may remain unpolarized and avoid taking things to either side's extreme sides.	
[bookmark: _Hlk89871670][bookmark: _Toc89875744][bookmark: _Hlk89871716]Section 4.6 Masculinity versus femininity
	The United Kingdom people are success-focused and driven. The culture scores 66. On the other side, the UAE culture scores 50 meaning they are neutral on this aspect. ("Country Comparison - Hofstede Insights", 2021). It is not possible to match them with either of the dimension sides. The hotel service provider will need to watch out to avoid being too aggressive or too passive.
[bookmark: _Toc89875745]Section 5. Hotel departments adaptations
This topic connects the differences cultural between the two countries and suggests recommendations for the UK hotel staff to improve the guest service experience. It does so for every hotel department.  
[bookmark: _Toc89875746]Section 5.1 Front office department
The front office department is the interface of interaction first interaction between the hotel and the guest. This department is taking care of guest reception, registration, room reservations, and bills settlements of a resident guest. 
The hotel service provider should stick to the initial offers and avoid mixing up various options and trying to excite the guest with the offers. The UAE culture exhibits a high uncertainty avoidance index. Therefore, they are reserved and stick with what they already like and trust. 
[bookmark: _Toc89875747]Section 5.2 Food and beverage service department 
The UAE culture is more into collectivism than individualism. They like sharing food in a common area all of them.   Since the Dubai culture is biased towards collectivism as opposed to individualism. The most obvious mistake the hotel service provider would be restricting the use
[bookmark: _Toc89875748]Section 5.3 Housekeeping department. 
The UAE culture is more into masculinity than femininity. That means they are reserved in the assignment of various roles to the corresponding gender. For example, they would prefer to get room maintenance services done by a woman as opposed to having a man for the same.

[bookmark: _Toc89875749]Section 6. The Dos and don’ts
	Department
	Dos
	Don’ts

	Front office
	Observe hierarchy
	Not to seek opinions randoms

	Food and beverage service
	Serve client as a single entity
	No personalized services  

	Housekeeping
	Secure the guest belongings
	Never disregard cultural property

	Security department
	Observe security procedures
	No ambiguity concerning guest safety

	Kitchen/food production
	 Observe culture-sensitivity
	No pork serving
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