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INTRODUCTION

  The purpose of this assignment is to produce an Aide Memoire for hotel staff to help manage guest service experiences for the international visitor. Cultural awareness is about being detected to perceiving the differences of life. It is about a desire to learn and to search new ways and finally new friends. It is to be acceptable to what life and your career bears you. 
  In this age of globalisation there are many abilities that assist you to get your desire job and then develop yourself in the selected company. Cultural awareness is a wide ability and a need. Showing our, open-mindedness and our cultural awareness is essential. Our cultural awareness will help us to deal with many situations that appear during working in a hotel. 
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DEVELOPING EMPLOYEE ATTITUDES

  Culture reflects in the workplace because it impacts what we do and how we behave. Especially at the hospitality industry employees need to consider that many international travellers are in destinations for short periods of time and spending money for the privilege for good accommodation, food, transport fees, etc. Customers often have limited periods of time to accustom to cultural ways and hospitality employees need to creative and well trained to prevent any misunderstandings. Kusluvan, S. (2003) “Staff need to be aware that not all tourists from a culture behave the same way.” Some customers want to explore the local ways to go shopping or to visit a restaurant, however others prefer to be isolated with a reason do not be involved in any trouble. The hotel staffs need to be aware of a different kind of communication issues and how to manage one situation to the best manner so that to keep the clients positive. It must be pay attention to a gamma of troubles from room layout, number and colour superstitions, pronunciation of the name and courteous forms of address, room-dining service, toilet and bath treads, money handling traditions. The information becomes the basis of skills and knowledge, which needs to be developed and delivered. 
       (Ueltschy, Laroche, Eggert, & Bindl, 2007) “Culture is one of the most effective yet complicated elements that hotel operators need to understand in order to provide great services in accordance with the customers’ need.”
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   Bear in mind that the top incoming tourists for the UK are France (12%), Germany (9%), USA (9%), Irish Republic (9%), and Spain (6%), it is required employees and managers to  maintain good understanding  of cultural diversity.  Managers need to provide a crucial method to regulating differences and not all advantages can be reached at once, i.e. some need to be developed first to prevent any further inconvenience. Compared to their hardships of mixed-culture, language is the easiest resolved issue, such as other cultural differences, as ideas and lifestyle, all are one huge problem for management. 
  For instance, ‘Slow’ means gentle treatment for French people, so they serve clients with their ‘slow’ manner. However, this method will introduce some adverse overlooking to French, such as unwillingness to work or neglect of obligations. That happens because managers or other employees have a lack of understanding the meaning behind this attitude and did not give suitable advises and opinion to that staff for making sense why they did that.  

   According to “The Benefits Of Cultural Diversity In Hospitality” (2020) -  “However, statistics show that 26% of the hospitality workforce in the UK are migrant workers and 6% of the migrant population in the country enter employment within the hospitality industry.” That means the managers and employees, engaged within the hospitality industry, need to keep a well understanding of cultural diversity, even if the UK is still in the EU. Intercultural abilities for communication are not responsible only for meeting the needs of international tourists; constructing and accurately controlling the differences between the staff should introduce many benefits to any workplace as:
· Positive Organisational Culture – When controlled succeeded, cultural diversity can allow employees’ total opportunity to be implemented. Out of turn of resulting in employees feeling evaluated, prosperous and ready for new ideas. 
· Retaining Talent – Managers, who organise well their cultural diversity can growth in their abilities to distinction groups of individuals, thanks to a certain administrative culture which in turn guarantees employee is willing to stay. That is valuable in the service sectors where the employee turnover is a rate. 
· Improved Customer Service – Through efficient managing cultural distinction companies can have a good improvement their customer service. The hotel management wins a concurrent advantage over those who do not develop employees’ skills to exchange information cross cultures and realize the specifics of a different customer basis.
· Improved Team Effectiveness – The successful diversity management will help to develop originality, imagination, making decisions and trouble solution during the work process.

CULTURAL CHARACTERISTICKS
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  It is real that some people think that when they visit another country, they should keep local customs and behaviour, while others believe that host countries should accept cultural diversity. People need to be informed for diversity of behaviour rules and models when travelling abroad. That will be helpful for both sides - host and guest. Velinagel, C. (2010) “Communication is an important and indiscernible commodity; especially in the tourism industry conversations and interpersonal contact are trivial.”
  The following categories describe the importance of cultural knowledge for the hotel business:

· Name Format - Being familiar with cultural names can assist determine some signs such as status of gender. Many cultures choose to use only the last/family name and not all cultures demand woman to get their husband’s family name.
· Gender – Most cultures separate name in male and female; for instance. English name like Jenny or Susan would suppose a female customer. Names like John or Bill would suppose a male customer. Analogous, in Japanese- Kyoko or Sakura are female names. The Chinese mark ‘ko’ at the end of the name approximately translates as ‘cute small thing’ and is common when is mention a girl. 
· Colour Examinations – Diverse cultures have used coloured for occasions. Chinese, Korea and Japanese people use red to enjoy as it is a cheerful and prospering colour used for special days and white is the colour for death and sorrow. In Western cultures, white is indication for happy days such as weddings, christenings and baptism. For many Muslims, green or blue is connected to a positive colour and used for ceremonies. 
· Courteous Forms of Address – Diverse cultures require diverse forms of address. In English, the terms Mister (male), Miss (Unmarried female), Mrs (Married female) are put in front of the family name. For Japanese, the term ‘sama’ is append after the family name and can be given for both male and female. Titles such as Sir, Professor or Doctor is required to be used because they provide status to the client. 
· Superstitions – These can relate to words, numbers or specified situations. For instance, in many countries which have been impacted by Chinese culture, 4 is not a good numeral because is connected to the death and use of the 4th floor is better if is avoided. In other countries with Christian culture, numeral 13 leads to bad luck and in many hotels the rooms and floors under number ‘13’ are missing. A picture or foot image with a pair of chopsticks put vertically in a bowl of rice is a bad omen for Asia cultures. This is made just when suggesting food for the death. 
· Food Habits – The German people prefer their main course of meal to be served in the middle of the day. If you offer to them a light snack at lunchtime that will be confused. For another cultural groups as Muslims to eat pork is not allowed or for Hindus is the same with the beef. Another warning is the nutritional source of starch. That can range from rice, to potatoes, or corn, wheat-based pasta. The abundance of starch options on the menu empowers for diverse culture choices. 
· Attitudes towards Timeline – That can reflect for luggage handling or coach departures. Not all cultures split the day connected to mealtimes and not everybody’s culture is to be timed consistent. 
· Religious days – The people, working in the hospitality need to be informed that customers who come from countries with a minimum level of crime, can be naïve and to hold the doors opened or keeping their luggage not under attention. While those from countries saturated with crime can pay more attention to their belongings. 
· Hierarchy and Status - Age and Seniority are index of hierarchy, together with business card titles. Higher floors in hotel and attended suits are perceived by many Asian cultures as superior. Status should be settled when is made the booking.
· Body Language – Harris, R.; Moran, R.; Moran, S. (2004 ) “The communication system, verbal and nonverbal, distinguishes one group from another.”
  Being capable to understand body language is an essential contribution for people, working in a hotel, as approximately 60% of interaction is non-verbal. Many cultures prefer to express their dissatisfaction not by talking. They prefer to use their eyes, face, hands or even fingers, as in their countries is not recommended speaking out or complain verbally. 
· Sense of Self and Space – Any culture describes self in an unrepeatable way. Americans need more space between persons, while for Latins and Vietnams is not a problem if they are closer each other. Some cultures, such as Germans, accurately identify a person’s place, while others are open minded and flexible. 
· Cultural Attitudes towards money/credit card handling –  Mor-Barak, M., (2005)  “Whereas Western businesspeople pay no attention to the way they hand their cards, Chinese people take great care about the process of giving or receiving a business card: they hold the card with both hands and with a bow present the card with the print facing the recipient of the card.”
 Giving money by hand or by cash is very culture based. In some countries, credit cards or checks are distrusted and for that reason they only use cash. In other countries there are established market prices for goods and bartering is not appropriate. Some culture groups give ‘tips’ to the contracted amount when pay for goods or services, while the others do not do it. 
· Mental Process and Learning – According to  National Academies of Sciences, Engineering, and Medicine, Division of Behavioural and Social Sciences and Education, Board on Science Education, Board on Behavioural, Cognitive, and Sensory Sciences, Committee on How People Learn II: The Science and Practice of Learning  (2008) “Learning does not happen in the same way for all people because cultural influences are influential from the beginning of life.” Some culture groups highlight one method of brain development over another, thereby noticing visible differences in the way people learn and think. For instance, Germen stress reasonable, while the Japanese decline the Western idea of reasoning.   















CONCLUSION

  Stone, D.; Stone-Romeo, E. (2012) “Members of different cultures have characteristic lifestyles that correspond to subjective events and shared habits for paying attention to specific aspects of their environment (e.g., cues about hierarchy or hostility), and they weigh these aspects differently (e.g. in hierarchical cultures people weigh cues about hierarchy much more than cues about kindness).”       
  Mainly, hotel industry is struggling from cultural diversity in workplace. However, what is cultural diversity? Summarizing what has been said so far, diversity points to the variance of age, individual qualities, gender, financial position, family status, education, race, lifestyle, language, religious orientation and so on. People, working in the hospitality industry exchange their ideas daily, mixing with different cultures and backgrounds during the work process and thus learn to respect the culture or others. The purpose of this report was to explore the hardships which cultural diversity introduce to workplace. As mentioned, lack of knowledge and experience from the management field leads to the disrespect and tolerance of employees of different race and culture and accordingly reflects in the service of the guests. 
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