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Introduction
The present report aims to aware hotel staff about cultural differences in order to provide superior services. It has been noticed there are lots of difference between giving services to native guests of foreign guest's as such different language, customer preferences, culture, and more (Alauddin et al. 2019). The present report is providing an Aide Memoire for hotel staff for assisting in managing guest’s service and experience for the international behavior. The assessment proffers a list of international countries and demonstrates its culture, behavior, and preferences.  A list of for the hotel staff what they should do and what they do not to give higher satisfaction to the guests also given in the current report.  
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1. It has been noticed that there is perhaps no other business that highly based on consumer satisfaction as in the hospitality sector. Many factors of the guest's expectations are timeless, as guests always expect a comfy bed, a warm shower, a hygienic and organized room, and complimentary toiletries with a high-speed internet connection. However, in the modern age, as technology and digital communication continues, the scenery of guest about technology has changed now. 
2. Hotel technology now gives a significant foot-print over guests, it helps in maximizing the guest experience, rising revenue and magnetizing, involvement, and retaining guests.  Onwards there are so many technologies that are accessible in the industry as such AI, robots, digital services, and more they all are developed for giving higher satisfaction to the guests (Bi et al. 2020).  
3. Mobile check- is the facility that everybody wants; in this digital age everyone is using mobile phones. Specifically, business people expect fast and simple access to their rooms upon arrival at the hotel. It has been noticed that most of the tourists are more expected to prefer a hotel that visitors, which has this service to check in the room and arranged the room via smartphones.
4. It can say they desire for this service because of their ease as they do want to wait, or give time for fulfilling all the details in the desk, and more. Millennials and young generations feel more comfortable communicating through messaging and digital channels (Ryu, 2019). It gives ease to especially foreign guests. Hotels must advance their matches and ensure that they take advantage of the opportunities offered by digital channels. 
5. In addition, guests want a comfortable bed, as they travel for long periods of time, for which they want a sound sleep or a rest, a good mattress provides a soothing rest to relieve their stress that comes from traveling (Priyo et al. 2019). Foreign customers come from far away who travel for a long time, so this service is most needed. In fact today time their guests prefer that hotels who provide spa and wellness service to their guests. It is a luxury service provided for the guest to relax and relieve all stresss.
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· Understanding the needs of the customers and addressing them form the main strategy of managing the expectation of the customers in the hospitality industry. At present time, customers are more aware, attentive, and smart please them it's not an easy task. In addition, making the buying process easy for guests is a favourable strategy to manage guests' expectations. No one wants a tricky or hazel booking process; no complex steps, no overfilling consumers with information. Fast access to goods and services and a clear outline of the website are both the keys to victory.
· Website design is important, so it is likely to make the hotel website look clean, simple to navigate, handy, and yet modern. In addition, listen to them and resolve their difficulties fast are another tactic of giving more satisfaction to the customers. Do not argue with them because they are hotel guests, giving them satisfaction is more important than themselves. 
· Accepting the mistake is the more important step is if an employee inadvertently made a mistake (Noor et al. 2019). Accepting mistakes makes immediately calms the guests' anger. Hotels can offer those discounts, compensation, free dines, or complimentary breakfast. It gives a sign of hotel values to their customer. Gone are the days when guests were only pleased to receive "please" and "thank you" or service with a smile. Now travellers are looking for an excellent experience and dynamic service where it matters to them.  
· Personalize menu if any guests are allergic to some foods, or want special diet dishes, arrange the food accordingly. It gives a comfortable environment and people enjoy more staying there. Implement room technology, for example, smart room keys that allow the customer to open the gate from touching or just swiping them. Tablets are proving to be an effectual communication tool for visitors and the workforce. From their rooms, guests can craft requests with fewer clicks that are transformed to the staff member's device (Marciszewska, 2019).
· The immediate response also important, do not make them to wait. It is a valuable service if a guest is from foreign and their language is different, this technology will help them in communication and hotel to understand them better (Singh, and Arora, 2019).
· Making customer loyalty is crucial to the accomplishment of any hotel, and yet in today's competitive marketplace, it is fetching harder and harder to uphold loyalty. Centering on strategies to constantly identifies and reward guests are so significant for hoteliers.  A loyalty program is an effective approach, it is vital to consider how the hotel will design the program. For example, offer a complimentary night or discounted accommodation after certain days.  
· Honesty is the best policy, fulfilling commitments is a great way of reflecting honesty in the services.  Don't leave things on marketing For instance; the hotel may be situated outside the city center but in the marketing, prime location is written. Be honest about the locations, buildings, and services. This aids in setting the right expectations and guests are not depressingly surprised when they arrive (Sürücü et al. 2019). 
· Many hotels greet their customer as a family they give advice to the sigh-seeing arrange a cab for them and any other necessities they required for. Giving fast service is also imperative in managing customer satisfaction. Treats the customer s with dignity and respect, as experiences are made up of all the staff members' appearance and service of the hotels.  Hence, these services and strategies help word of mouth affect the hotel. It is also helpful in maintaining brand value and customer satisfaction.
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	UK
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· Communication- Communication is a major factor that should be kept in mind while dealing with people from UK culture (Vaara et al. 2019). This is so because people from the UK always prefer clear communication and do not rely on demonstrative speech. They prefer short and simple sentences that have clear perspectives.
· Space- Space is another major factor while dealing a UK client. People from the UK do not like much interference interpersonal space and the feel more comfortable with themselves. Social norms like handshakes are okay with them but they do not like indulging themselves into long conversation.
· Action-The UK people are very oriented in their work and they always prefer services delivered in time. Delay in services offered disappoint the client
· Cuisine-It is very important to keep in mind that people from UK usually stick to the cuisine and they usually prefer toast and jam with coffee or tea for breakfast, sandwiches for lunch and roast for dinner. Introducing these in the menu will help the hotel make the client happy (González-Mansilla et al. 2019).

	Germany
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· Punctuality- Punctuality is a major concern for Germans. They do not consider being late as an acceptable reason. If one is running late it is very important to inform the right person.
· Formal addressing- People from Germany completely dislike to be called by their first names. It is very wise to address a German formally. Informal addressing needs to be agreed by both. 
· Mineral or sparkling water- People from Germany like mineral or sparkling water as a drink. They always seek for either of the two when they visit a hotel or a restaurant.
· Wishing happy birthday- Wishing someone happy birthday before the day has arrived is considered as bad luck by the Germans and they are very superstitious about it. The same rule lies for wishing New Year.
· Small talks: Germans always prefer small and formal talks and don not indulge themselves into long informal conversation with stranger. Long conversations with strangers are considered as a waste of time in Germany. They become irritated if one tries to indulge in to forceful conversation with informal greetings.
· Taste of beer- Germany is a country that produces 7000 varieties of beer and the Germans are well aware of the difference. It is better to avoid a conversation about beer with a German because that will lead to a heated up conversation (Romero-Martínez et al. 2019).

	China
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· Chopstick- Chopsticks are an important part of Chinese culture. The Chinese prefer put on the top stick upside down before the food is served in the plates of individuals. This is so because the Chinese like to serve food themselves and they have a culture of taking food from the main dish before it is served in individual plates.
· Addressing the last name first - The people from China never like being called by their first names and it is a custom in China that everyone calls the last name first. For example if someone's name is Josh Smith in the Western culture, then he will be called as Smith Josh in China.
· Alcohol: Every Chinese banquet will always include multiple courses of food and a lot amount of alcohol. It is very important to add alcohol in the menu which would include rice wine.
· Greet on special occasions: The Chinese find it very interesting when people of other culture which them on the Chinese occasions. It is very important in the Chinese culture to wish each other during different festivals and that also with gifts. Empty-handed wishing is considered as rude behavior.
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· It is very important to perform the respective duties that are scheduled by the hotel managers to the staff.
· Dealing with guests in polite and professional manner is mandatory (Davronov, et al., 2020)
· It is always appreciable to response to the call of the guest immediately
· Greeting the guest is very important
· Hygiene and cleanliness should be maintained and the staff should always be on proper uniform while dealing with clients
· It is always advisable to note to the manager if any difficulty is found in the task that is asked to be performed
· The housekeeping should take care of the Lost items of the customers if found and report immediately
· It is better to report work prior to 15 minutes in order to take the tasks of the next shift
· Meals are to be taken only in the staff canteen
[bookmark: _Toc39602510]Don’ts
· It is better to avoid delay in work
· Smoking in working hours is strictly prohibited and even if one urges should smoke in the smoking area
· It is very important to not lose patience of temper in front of the guests
· Magazines, books, and newspapers should not be read during performing hours
· Avoiding informal conversation with clients is very important
· Sharing personal information with the client is strictly prohibited
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This report has provided detailed description about the services that guests expect from the hotels the visit. This also include the strategies that the management of the hotel needs to plan in order to meet the expectations of the customers and also focuses on the important factors that are necessary for the management of expectation. There are different types of customers who visit in the hotel and it is very important to keep in mind that customs and cultural differences that they obtain in themselves. This report focuses on the culture, behavior and customs that the clients of UK, Germany, and China may follow. This is discussed in details about the different cultures that the clients have in themselves. The report finally concludes with the do's and don'ts of the business which are very important to know for the staff in order to avoid mistakes and increase the productivity of the hotel.
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