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Executive Summary
This study explores the hotel staff’s behavior to deal with international hotel guests.  It shows the necessary management skills required for the staffs as well as the things to avoid. Relevant cross culture theories will be used to identify different customer needs from a wide variety of customers. This study presents helpful insights into the uniqueness of hotel lifestyles. 
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[bookmark: _Toc116642041]Introduction
Hotels are becoming more than a place to stay. People are now staying in hotels to enjoy a better time with families away from the crowded workplace. Nowadays hotel experience has become a part of international visit. With the increase of international business more and more people are travelling abroad. A proper and enjoyable hotel experience can attract more customer from home and far countries. To properly deal with this diverse international hotel guests the hotel staffs need to be skilled and knowledgeable. The purpose of this study is to show the necessary behavior of the hotel staffs and their do’s and don’ts’ to serve international guests.


[bookmark: _Toc116642042]Hotel Guest Experience
The hotel experience is determined by the services hotel staffs provide to the guests and their view about the overall hotel experience. Hotel staffs try to give extravagant and happy experience by creating pleasurable experiences using different activities. Luxury resorts offering vacation is an example, they focus on giving comfort and leisure activities to their guests to sooth their senses thus creating a peaceful mood for a romantic and enjoyable experience (Baek J., 2017). Hotel staffs improves hotel guest experience by giving public spaces for social gathering among the hotel guests. New York Edition and CitizenM hotels in New York City is an example, they foster social gathering in an innovative, shared lobby, open kitchen and lifestyle bar for the type of social and intellectual stimulation that creates pleasure and memories. The architectural designs of the hotel also create a happy experience for the guests.
 Hotel experience is the sum of evaluations guests have of different service provided through various activities. Consumption of the hotel product has been capitalized as well (Boyd D., 2013). Hotel products includes intangible but necessary elements like clean, bed fresh towel such as the service delivery process and necessary operations.

[bookmark: _Toc116642043]How Guest Satisfaction Affects Hotel Review
Online reviews are currently one of the most significant demand drivers for the hotel industry. A growing number of travelers are sharing information, photos, and other details about their personal experiences on websites, which can have a significant impact on other travelers' booking decisions.
Because of search engines like Google, TripAdvisor, and others, public reviews are now commonplace. Smartphones, which enable travelers to provide feedback prior to, during, and after their stay, have accelerated this trend (Calheiros, 2017). Amadeus conducted a survey and found that 49% of travelers use social media to learn more about their next destination and that 50% of travelers rely on recommendations from friends and family. Peer-to-peer reviews are becoming increasingly popular with hotel guests.
To learn more about this topic and the significance of peer-to-peer reviews to the hotel industry, Amadeus spoke with Glenn Haussmann of No Vacancy (W., 2017). The conversation revealed that, more than a hotel's advertising, travelers trust travelers who share their own personal experiences. Consequently, people place such a high value on other people's opinions. A higher satisfaction level will result in good and strong customer review. And it will increase the guests trust in the hotel to provide better customer service (Giese, 2014). This will result in increase in hotels profit. 

[bookmark: _Toc116642044]Best Practices for International Hotel Guest Satisfaction 
Hotels that can deliver a pleasing experience through unique features, thoughtful touches, and unique customer service will gain reputation, referrals, and positive social media reviews. If you want to increase client satisfaction at your hotel, take into account these eight tried-and-true strategies.
Utilizing CRS, CRM, and SO platforms are highly recommended in order to comprehend how customers behave and experience hotel services in light of their travel context (Young, 2015). This, in turn, can make it possible to send out targeted promotions in advance or fine-tune offers for upselling.
Other than using systems, staff can give hotel guests a one-of-a-kind experience by giving them welcome refreshments in the lobby, leaving a small free gift in each room, and giving hotel staff the authority to provide better service.
Staffs can get in touch with potential hotel gusts by a follow up emails. This will allow to set the environment for the guests to stay and get useful information about them before they even enter hotel property thanks to this.
Staff can provide simple but thoughtful services like dinner reservations or additional pillows. This is a great way to create guest profiles that are more detailed, to demonstrate staff’s dedication to providing excellent service to customers, and even to bolster the promise and reputation of the hotel’s brand (Fong, 2017).
By giving away a few services for free, staff can give customers a reason to like the hotel. A good way to provide excellent customer service is to provide complimentary services, which guests will then inform their friends about the hotel even better share the experience on social media. By offering complimentary spa passes or a complimentary ride to the airport or local attractions will improve guest experience.
Instead than waiting for a client complaint, switching from a reactive to a proactive service strategy is advocated since it promotes customer happiness and retention. Using service optimization software can give a report of each visitor expected to come on a specific day (Kirilenko, 2018). To customize a guest's experience, staffs may leverage information from their prior stays or data gathered during the booking process. 
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	Do’s
	Don’ts’

	Personalized services 
	Not having front desk supervisor

	Reaching out to guests
	Ignoring guest request

	Using latest technology in rooms
	Not respecting guest privacy

	Proactive at service
	Hostile behavior

	Reward repeat guests
	Lack of valet and baggage porter

	Multiple communication channel
	Limited food choices

	Creating an enjoyable experience
	Lack of respect for international guest’s culture



Table 1: Hotel staff’s duties toward international guest
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This report discussed various duties of hotel employees toward the international guests. The report shows that increase in customer satisfaction will result in increase in hotel’s profit. Hotel staffs plays a crucial role in ensuring the guests satisfaction level. A proactive and well trained staff can increase the hotel’s reputation on the other hand an incompetent employee can damage the hotel brand. This report shows how a good staff should behave and his responsibilities toward the guests.   
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