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 An Aide Memoire is generally considered as a document that is produced for summarizing key findings and essential recommendations of an evaluation. However, the term also refers to a specific document that outlines the key points of meetings during the planning process for an evaluation. This are typically succinct but involves a large amount of information which can be easily transferred to and discussed with stakeholders (Seo, 2012).
Key cultural Differences between these international countries can be determined by using Hofstede cultural dimensions
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	Differences
	Unites States 

	Cultural Differences







	According to Hall cultural theory, the culture of US is major example of Low context culture in which very little mistakes are taken for granted from hotels staff.  Whilst, this also means that more explanation is required, it also means that are very opportunities of misunderstanding specifically when the visitors are present (Ayeh, Au and Law, 2016). 
In this culture, meanings of messages derive from specific words which are utilized in interactions and the messages are more and oriented towards business.  In these, kind of cultural visitors likely believe that they should treated equally by hotel staff which is considered having low power distance.  In comparison with the culture of Asian countries, System of cultural values in US focuses on Individualism, personal independence, friendliness and Familiarity (Li and Lu, 2010). 
 Study (), also identified some dimensions that affects customers in the process of hotel services. In this study, respondents from US were asked to identify most relevant aspects while evaluation of their services influence and they also mentioned personalization as essential aspect. 
· Personalization mainly involves identification, recognition of guest names and customization of services as per their requirements.  Therefore, hotel staff in other countries like china, Japan and UK should concentrate on personalization with international visitors from US and should provide services as per their needs.
· Authenticity of service is also valued by American and it is important factor of its cultural difference with another countries.  It means products and services offers of guest service personal and hotel should be authentic or related to American Culture as it fulfil the requirement of visitors. Guest service personnel should also concentrate on freedom of visitors and also discuss about their specific requirements. Taste and preferences of American visitors also depends upon their open culture but they need a proper hygiene and also concentrate friendliness of hotel staff (Mattila, 1999).
· Service Quality is also considered as important factor of cultural difference. In US, Quality of service is usually measured by hotels in terms of rewards or tips received by their guest service employees from international visitors.  Consumers from low culture which are characterised by low power distances usually accept self-service culture.  They usually provide values to efficiency and time saving services in western culture.  Cultures of various western countries are recognised as low power distance cultures such as US, UK, Canada and Germany) and they are also less accustomed towards status differences. 
· In term of individualism, western culture places high values on personal life and individual enjoyment. Communication in this culture is explicit and directs and consumers from such backgrounds usually prefer more definite service.  Visitors from westerns countries are more concentrated towards services quality and physical environment (Van der Auwera and Schramme, 2014).
· Western business travellers prefer physical environment as important input towards value judgements which is also determined by culture affected internal orientation.  They are highly sensitive towards the ability of service providers or staff to facilitate their expected services. They are also sensitive towards luxury hotel services.  Study also   suggested that cultural background also affects a consumer’s preferences with regards to personalized service. 

	Customs 
	·  Western traveller provides rating to hotel services on the basis of enjoyment, pleasure and capabilities of service personnel. They are also considered appropriate targets for enhanced consumer participation in service delivery. They form their perception towards luxurious hotels based on tangible cues.
· Tipping culture exists in US as it an efficient method in evaluation of services due to intangibility factor of service.  In western culture, tipping has become socially pressure culture and most essential ways of measuring consumer satisfaction and quality of services. 
· Technology and Innovations are also considered as important customs or tradition of Western culture in context of hotels industry.  US visitors in luxurious hotel usually prefer innovative food and quick services from guest service staff.  Their culture of self-orientation and personalized services also affects their level of satisfaction towards hotel services. To enhance consumer satisfaction, service should concentrate on continuous innovation in their services to influence behaviour and satisfaction level of visitors (Mok and Armstrong, 1998).

	Behaviour
	· Communication style is major characteristics of behaviour that is expected by US visitors in employees of hotel.  In Western culture, people usually expected friendliness and formal style or open communication from hotel staff as it’s characterised as low context cultures. 
· Close interaction between hotel employees and consumer, service attitude of workforce has its essential role in maximizing consumer satisfaction. Dimension of effective behaviour involves problem solving, enthusiastic service, empathetic feeling and friendliness
· American travellers highlighted factor of service behaviour such as employee ability to resolve problems   effectively and efficiently is more important. Moreover, American consumer has least rigid needs for service behaviour. 


	China

	Cultural Differences

	· Using Hall’s theory of culture classification, Chinese communication style is characterised as high context culture. Second “keqi” is involve in every lives of Chinese people which means being polite and courteous. Collectivism is another dimension of culture in which harmony between members of society is essential.
· In comparison with US, China is major example of collectivist culture. A study conducted on Chinese and international visitor’s perception of hotels in china specified that cleanliness of rooms and prominence to cultural environment is major satisfaction attribute. Cleanliness of guest (Sucher and et.al, 2013).
· Rooms are more important factor that affects Chinese traveller satisfaction. Chines culture can be defined in three categories such as traditional culture, communist ideology and recent western ideology. 

	Customs 

	· Hospitality traditions of Chinese people also influence their expectation towards hotel services  in other countries. In comparison with western culture, Chinese culture is mainly dependent on traditional concepts and people are likely providing focus on environment of hotels and their facilities rather than authenticity and knowledge of Service staff.
·  International visitors from china usually have expectation to get services which reflects their traditional needs and requirements. Food preference of Western and Chinese people are also different as they Chinese culture is more dependent on consumption of fast food products and Western culture is more focused towards consumption of healthy products and services. 
· Hotel staff should concentrate on these traditions of fast food consumption and more culture specific food products that provide satisfactions to Chinese visitors in European and westerns countries hotels (Jia, 2020). 
· Study on Chinese international visitors also stated that people also consider the characteristics of hotel before making any booking in hotels such as facilities, its structure, amenities and food preference as it highly influences their expectation of hospitality services.


	Behaviour
	· There are five difference characteristics of Chinese communication style such as implicit, listening-centred, politeness, insider and face-direction communication. Chinese guest mainly engage with staff who understand their language, culture and capable to resolve their problems. 
·   In high context culture, facial expressions and additional settings of conversation highly affected the meaning of information. Chinese people considered empathy as the essential attribute due to their consumer centred culture that they living with in china.
· Chinese culture is highly contextual, tourist tend to read and under message from employee’s gestures and non-verbal attributes (Gao, Zhang and Huang, 2018).
· Visitors from China in hotels have high expectation towards equipment, appearance of employees and facilities of hotels. In comparison with western culture, Chinese visitors have very low expectation of employee’s capability and knowledge on guest requirements.


	Japan

	Cultural Differences

	· Japan is considered as famous for its great consumer services.  Study of () identified important aspects of service that Japanese international visitors consider most essential and they are: promptness, friendliness and formality.  Service philosophy of Japan involves four essential aspects.
· First, due to high living cost, it is evident that Japanese visitors can pay or able to pay high prices for products and services in another countries.  Therefore, they think that service must be provide free, Hence, there is not tipping culture in Japan and guest service personnel don’t expect tips from their customers as symbol for satisfaction and they consider themselves as service providers (Wang, Vela and Tyler, 2008).
· Second, in various countries like US, UK and China, Hotels believe that consumer is always correct, Japanese service provider believe that consumer may not be always right.  Although they may not always correct, but they are king.  Japanese service culture usually believes in respect, patience and friendliness. 
· Empathy is also considered as their cultural characteristics that play essential role in Japanese service provide also in context of complaints from consumers. Japanese people also focus on empathy and expect better service from service providers in other countries.  Japanese culture is different from other western countries as there is no tipping culture,  things which provide them satisfaction is quick problem solving, capability of hotel staff to cater consumer needs, prompt service and capabilities to interact with consumers (Nazarian, Atkinson and Foroudi, 2017).


	Customs 
	 Based on SERVQUAL service dimensions, consumer on high uncertainty avoidance had higher expectations towards service quality in comparison with those who are low in this dimension. Moreover, Consumer who is low on power distance had higher service quality expectation such as expectation of high quality and responsive service and consumers who are high in this dimension have low expectations.  Individualistic countries like US has high expectation whereas Japan is collectivist countries, therefore people have low expectations (Wu and Ko, 2013). 

	Behaviour
	  Japanese culture also concentrate on various characteristics of behaviour like Positive response and prompt service rather than qualification of employees. Japanese Visitor puts more concentrate on prompt and efficient service whereas less on Quality.  People of Japanese emphasis on Politeness of each other and appropriate attire for every event. Therefore, it is essential to note that workforce at hotels should become polite with Japanese and appropriately dressed while greeting guest from Japan.
Ability to interact with consumer is also important characteristic of behaviour on which Japanese consumer relies and it also affects the behaviour of Japanese visitors. 

	UK

	Cultural Difference
	· Customers from diverse cultural usually have different preferences and expectations towards hotel services. Cultural difference can be identified based on dimensions stated theory of Hofstede cultural differences.  In comparison with China and Japan, UK has very low ranking in power distance dimension.  
· Study has confirmed that countries belong to countries having low score in Power distance have higher expectation towards hotel services. Second dimension of cultural is individualism, which states that countries with individualist culture are more focused towards themselves rather than others (Ahn and McKercher, 2015). 
· UK also has highest score in individualism and therefore, their visitors in other countries provide more focus on service quality perception, appearance, and knowledge of workforce and also rate the hotels based on the ability of their workforce to resolve customer issues and provide low concentration on location and other factors.  
· Visitors from low context culture as Hall theory, have high expectation from hotel regarding services. People from low context culture usually focus on independence, enjoyments and friendliness of hotel staff.  However, European culture is also different from other western countries which affect their preference towards foods and other hotels services. International visitors from UK in other countries demand innovative products and new variety which is different from expectation of guests from Asian countries like china (Lam, Cheung and Lugosi, 2020). 


	Customs 
	 Dimensions of customs can considered as masculine in terms of hospitality services. UK’s high score on this dimension indicates that society will be driven by competition, achievement and success.  Highly masculine culture of countries reflects their orientation towards personalised service in hotel. Visitors expect from hotel staff to provide high quality services and should have appropriate understanding about customer needs. As per the Hofstede cultural dimension theory, UK has low score in uncertainty avoidance factors and it is analysed that country will low score on this dimension are also comfortable in ambiguous situations (Tian and Wang, 2010).  High score of British culture in indulgence dimension exhibit that people are more comfortable towards their involvement in hotel services. There are more favourable towards self-service and willing to realise their impulses and desired in regard toward enjoying life and having fun. They place a high degree of importance on leisure time and prefer luxurious hotel.  

	Behaviour
	 Behavioural difference can be determines from specific dimensions; like communication style, problem solving, Appearance, relationship with customer and analysis of customer needs.  Communication style is expected by visitors of UK from hotel staff is explicit communication, familiarity and informality.  They consider every hotel employees from equal perspective and expect that they should understand their requirements towards food and other products or services.  Appearance of hotel staff also plays important role in their behaviour and Visitors from UK also concentrate appearance of employees of hotels and they pattern of service delivery should expected high class (Chen and Yang, 2014). 

	Do
·  Guest service staff should concentrate on introducing innovation in their service to satisfy changing preference of Western countries Visitors like UK and US. 
· Concentrate on making environment of hotel more historical and culture specific so that it reflects cultures of different countries.
· Should concentrate on expectations of customers and provide products or service to fulfil their needs (Seo,  2012). 
·  Guests from western culture are more emphasised towards Appearance whereas Chinese visitors concentrate on promptness and fast services of hotel.
· Cultural awareness in hotel is important for customer satisfaction and therefore staff should concentrate on understanding cultures of these countries.
	Don’t
·  Avoid inappropriate behaviour towards consumers in hotels and should not behaviour behave in an informal way with people from high context cultures. 
· Guest service employee should not made any mistakes in front of visitors from low context culture as they don’t expects uncertainties from employees of luxurious hotels (Wu, H.C. and Ko, Y.J., 2013).
· People should also learn different language but not speak with visitors in own languages and also concentrate on their needs rather than talking irrelevant information.
· Working environment in hotel staff may not be rigid but should familiar so that customers can also engage with staff in their services (Wang, Vela and Tyler, 2008).
· Avoid Aggressive or irresponsible behaviour towards visitors in hotels as it puts wrong impression on satisfaction of customer and also influence service quality.
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