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The companies from hospitality industry sell services to their clients, which is why the service staff and the guest are in continuous relationships. The mood of the guest depends to a large extent on the nature of these relationships and the way they communicate. The emotional-mental and even his physical condition influences, the assessment of the client for the hotel and his decision to visit him again or not is shaped. The main and ultimate goal of every hotel and restaurant is to attract more guests. In order to be able to treat their customers properly and to serve them according to their requirements and expectations, the organisation needs to get to know them, to clarify who and what exactly are their guests, what made the customers visit them. The company needs to understand why from many hotels the customer has chosen theirs, what interests he has, what his expectations are, whether he will visit them again. The better they get to know their guest, the better they will understand their desires and satisfy their needs. With a good understanding of what the guest expects, they will be able to better meet their needs by providing the necessary services and achieving a high level of satisfaction for both the client and the employee.
A significant proportion of visitors to hospitality companies are foreigners. Their behaviour is largely subordinated to their "national character". In addition to the language training that service staff must have in order to remove the barrier to communication, they need to be familiar with the peculiarities of the psychology of foreign guests. National peculiarities or national character are due to a number of differences between guests (tourists) and their hosts - different territories, languages, cultures, religions, traditions, customs and beliefs, morals, cuisines. Knowing the values, attitudes and perceptions of different customer groups contributes to increasing their satisfaction and loyalty, and from there to achieving the goals of the hotel. Several recent cross-cultural studies in the hospitality industry show that cultural norms and values ​​play a significant role in service quality expectations (Li et al., 2011; Pookulangara and Koesler, 2011), the nature and strength of customer relationships (Gopalan and Narayan, 2010; Kokkranikal et al., 2011) and change in customer behaviour, service culture and building competitive advantage (Hallowell, Bowen and Knoop, 2002), creating market share, profitability, customer satisfaction and loyalty (Gray, Matear and Matheson, 2000).
The purpose of this assignment work is to produce an Aide Memoire for the hotel employees in order to help manage their guest service experience on an international context. This work will also deliver a list of countries in order to identify various customs and behaviours. In the body of this work is included a list of do’s and don’ts that has been issued for the hotel staff. That will assist them in promoting a good ethical practice.
[bookmark: _Toc38817673]Culture and cultural differences 
Culture is a concept that has been and continues to be the subject of much research and debate. The importance and essence of national culture are difficult to put into a universal framework or concept. There are numerous definitions in the scientific literature. Some of definitions are:
• “Culture is a way of life for a group of people, a configuration of more or less typified patterns of learned behaviour that are passed down from one generation to the next through language, customs, and more.” (Adler and Gundersen, 2008)
• “Culture involves certain patterns of reasoning, feelings, and reactions that are conveyed mainly through symbols that cover the various achievements of a particular group of people ... the core of the culture consists of traditional ideas and their corresponding value.” (Hills, 2002)
• Grönroos (1990) defines culture as "a natural way of operating hotels, where one of the most important norms is to provide quality customer service and to be grateful for the good service of all." 
Many researchers claim that the culture directly or indirectly influences employees' attitudes and behaviours, which in turn influence organisational performance (Denison, 1996). For this reason, culture can be seen as a prerequisite for organisational effectiveness.
Cultural knowledge is very important for hospitality managers. By its nature, culture is immeasurably diverse, helps to solve problems in different societies, and is the essence of diversity. Sources of culture in the hospitality industry are spoken languages, basic and specialised education, group and ethnicity, social class, nationality, primary socialisation, religion, gender and business ethics. Cultural diversity represents the characteristics by which one individual becomes culturally different from another. As for cultural differences, they include patterns and lifestyles, human values, beliefs, ideals, practices and behaviour. Cultural diversity is important for the hospitality industry as it addresses the individual sensitivity of the customers - needs, wants, expectations, attitudes and reactions, complaints and reputation of the hotel company.
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To manage the guest service experiences successfully it is important to know the origin of the tourists, the specifics of their culture, the accuracy and manner of the greetings, the protocol and the traditions of the gifts, as well as the topics of conversation. It is the policy of every hotel not to discriminate on the basis of race, colour, nationality, religion, gender, marital status, age, ethnic origin or disability. Guests and staff are expected to adhere to this policy. Particular care should be taken when communicating with foreign guests, because the same gestures across cultures and peoples have different, often opposite, meanings.
Greetings are most often the first impression of communication. To show good upbringing and tolerance, people need to be able to greet their interlocutor according to cultural customs in one or another corner of the world.
In France, people are greeted with a light handshake or a light kiss on both cheeks. This is done at the beginning and end of a meeting. Depending on the situation and the closeness between people, the kiss is different.
In the UK, the most common greeting is a handshake accompanied by the question "How do you do?" - between acquaintances as well as dating. The other person's answer should be the same. Cheek kissing is only used between friends who have not seen each other for a long time and of different sex. The same applies to Irish and Americans.
In Austria, the traditional greeting is handshake. And older men usually kiss the hand of women. This gesture should be received elegantly and respectfully and should never be hand-drawn. Otherwise, the person will be offended.
Handshaking is most common in Greece, at least when dating. In the morning and in the afternoon the people congratulate with Kalimera (Good morning, Good afternoon) and in the evening with Kalispera (Good evening). The unofficial greeting "Yasu" is used for "Hello" or "Hi" to one person or to a friend, and "Yasas" to a few people or to a stranger.
In Italy, a brief handshake is used in dating as well as official word greetings: Good morning (Buongiorno), Good afternoon (Buonasera), and at separation Goodbye (Arrividercci). The popular Ciao is only accepted between close friends and in an informal situation.
In Spain, as in most Mediterranean countries, they are naturally warmer and more spontaneous. Therefore, they tend to greet each other with a kiss on both cheeks - both when dating and between friends. An exception is made only in a work environment and when meeting a very reputable person. In all other cases, it is considered an insult.
In Turkey, the usual greeting at a meeting is a firm handshake, and between relatives and close friends with a kiss on one or both cheeks. An expression of respect for the elderly is to kiss the right hand and touch the forehead to it.
In the US, the most common greeting among men is a handshake. Rarely will a man and a woman lend a hand. Americans, unlike Latinos, are more respectful of their interlocutor's personal space and prefer to offset gestures with a cheerful attitude. In most cases, a smile and a cheerful greetings are sufficient. Usually, women use handshakes when they first meet, and if they become close friends they are greeted with a hug.
In Japan, it is a sign of good education that men and women greet with a bow - in the form of a slight nod of head or full bow in the waist. Like the Arab countries, in Japan, men do not shake hands with women.
In Korea, they also greet with a bow, but then a hand is given for greetings. During a handshake, a sign of upbringing is with the free right hand to grasp the other person's forearm.
Hotel staff need to control their manners and gestures, because in different places the same gesture can mean something completely different. Formal communication requires politeness and courtesy, but excludes elements of informal and friendly communication such as shaking hands, imitating sounds, substituting words with gestures, and even the recent popularity of making quotes with fingers in the air.
Whether it is international visitors, there are some basic rules that apply to all guests:
• The guest should be alerted as soon as he appears because any delay annoys him and makes him feel disrespected, insignificant and neglected.
• The employee should always be smiling. A smile costs nothing, but it creates a lot and is the key to the success of any business, including the tourist, because it is the most accurate and kind expression of friendship and hospitality that makes a guest feel welcome.
• It is good for the staff member to contact the guests with their names, for them this means that they are important to him. Nothing is more pleasing to a person than the sound of his own name. When the name of the guest is unknown, the address to him is "sir", "madam".
• The attitude towards the visitors should be friendly, professional, respectful and caring, which will give them a good impression and they will feel satisfied with the service.
• Employee-guest relationships should be built on mutual respect. The basis of this respect is courtesy.
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German tourists are disciplined, restrained, they don't like to have an external opinion, they are correct, they keep their word, they love traveling and sports, sometimes they are noisy (especially when in a group), they are adherents to traditional German cuisine.
The British are considered by their conciseness, emotional restraint, correctness, traditionalism. Mostly middle-aged people and adults travel, they keep their word, they are interested in the sights of a country, the lifestyle of the destination. They prefer shorter trips, seaside resorts, sports facilities, smaller and cleaner hotels with good and tidy service.
The Austrian national character has a number of positive features - intellect, culture, tact, education. The Austrian tourist is polite, attentive, reasonable; loves order, cleanliness, beauty, fun. He sympathises with and respects foreigners. Austrians love to travel, they are quiet and well-mannered, they behave naturally, they are not arrogant. They have high criteria for the level of tourist service and quality of tourist services, which is explained by the highly developed tourism in their country and their rich experience as tourists. They love order and cleanliness, they are correct and they are not conflicted. Appreciate good service.
Unlike the nationalities mentioned above, tourists from Southern Europe are more emotional and noisy. Especially temperamental are the Spanish tourists, Greeks, Italians, French, South Americans and Cubans. They prefer entertainment venues, dances, attractions. They like to travel in large groups. They love the sea and seafood. They are interested in historical and cultural heritage and good food.
Arab tourists typically travel in large groups, with numerous women, children, escorts, and more. They have certain requirements for accommodation (prefer single-family houses with courtyards), and to the kitchen (no pork). They usually visit spas or resorts with outstanding cultural and historical resources. They don't like to walk. In the Arab countries, women should not shake hands with men, regardless of their position.
Russian tourists are very diverse and it is difficult to describe their national character. They are open, cheerful, contact, show an unending curiosity about the environment, life and lifestyle of the local population. Some of them have high requirements for tourist services and the level of services offered, while others prefer to merge with the local population and live like them. They are not conflicting.
Across the world, there are generally accepted restaurant behaviours, but there are also country-specific. For example, in Japan, it is considered disrespectful if the tablecloth is not tarnished while eating (the more, the better) or if the soup is not itchy sound. But such a thing in exquisite France will win contempt and even warning. The same applies to elbows on the table (up to the wrists), conversations while eating, eating with your fingers, etc.
Bulgaria is one of the few countries (if not the only one) in which nodding its head means "No" and rocking left - right - "Yes". In almost every other country in the world, the opposite is true - vertical movement of the head means consent, while horizontal - denial.
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The peculiarities of the character and the culture of the customers largely determine the behaviour of the hotel staff. The employee should therefore strive to perform a kind of "psychological analysis" of the guest. Customer behaviour should be monitored and attempts should be made to identify the main features of their character in order to predict their behaviour and reactions.
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