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Introduction
To begin with, throughout the essay there will be a clear identification of a variety of countries, which to be talked about their behaviour and traditional expectations in the hospitality industry. To touch the aim of the assignment even better, there will be an aide memoire designed to support the employees with advices on what they need to do and what they do not to ensure that the guests coming from another cultures are thankful enough with the things that are being provided especially the customer service which nowadays tends to matter the most.  An aide memoire is a prompt that is about to be shared to all hotel staff and employees to support them with the information that they need to get done specific tasks (COMBAT 2020)
This assignment, therefore, is to be based on cultural awareness, this because cultural awareness is more than essential to develop the variation of the cultures the guests are coming from (Vulture C. 2018). It is also important because if a hotel has great cultural awareness this will highly support the hotel to maintain its profitability and its increases in the number of guests with ease.
The countries that the assignment is about to be based on are Romania, Poland, Germany, Ireland, Russia, Belgium and France, all of them being very different between them especially in terms of language and in terms of how the services are being provided. However, the main thing that they all have in common is that they are very well-developed on everything that is related to the surroundings of the hospitality environments, which sometimes are influencing a lot the way the guest is feeling within the hotel. 
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The chosen cultures
1. Romania- Is developed in the hospitality culture because of the multiple things the country has to offer, but when it comes about services and behaviour, they are not at the best level of performance regarding to the fact that the employees may not always have the needed patience to deal with guests (IntegralEdu 2016). Moreover, about Romania is that all the guests are more likely to not communicate as much as expected, this as well affecting the interaction. 
2. Poland- is also known in the hospitality industry and there are some cultural trends such as the fact that they like to communicate and have fun between them, this suggesting that a Polish tourist will never chose to go to a hotel that has not got a good location that links the guest to some good other locations such as museums, art galleries, parks, and even pubs, clubs. More to include about Polish tourists is that they do not like to talk about religion (Francis J. 2017).
3. German tourists are the ones that are travelling the most so their experiences matter the most anywhere they are going. They tend to aim for finding the best possible services and most of the time it may be hard for them to be thankful with the services that they are receiving. Everywhere they are going they are looking in the first place after touristic attractions that will attract them the most (Marcus I. 2020)
4. Ireland is very well-known for the hospitality industry and tourists coming from Ireland will expect to find welcoming members of staff which are being friendly and opened to conversations on different themes, which obviously are linked with the holiday. Moreover, the tourists coming from Ireland will expect to find a great advanced technology that allow them to book everything online without having any issues with this and furthermore to have the possibility to book deals online as well. (Dixon N. 2019)
5. Russian Tourists are the ones that are not expecting extravagant services because their country is also not as developed in this industry. Moreover, they also not expect too much because they know that their behaviour will not give as much neither. Most of the statistics based on the way Russian tourists are, demonstrate that they are cold and most of the time rude towards the members of staff treating with disrespect the rules of the hotels are well.  As a result, everywhere they go they just want a place to sleep in and do not give too much attention to other aspects such as how the front office representant is handing its key or how much it is smiling. They aim for the basic (Yegorov O. 2017)
6. Belgium- is the one country in which, the tourists are aiming to find good quality at extremely low prices. If the price is bit increased, they expect to find super services that are nowhere else to be found. Therefore, as employees if there are tourists coming from Belgium it is important that their standards are met with no doubt. Moreover, they tend to communicate a lot about the surroundings, and they will never miss any issues if there are any found within the hotel or within the deal they were being offered. 
7. France is a very much visited country and in regard to this it developed it hospitality industry a lot, and the employees are very well informed about everything they must do for the guests to be thankful no matter what. When it comes about the tourists coming from France, it is important to keep in mind that they are always trying to be a bit more serious at the start and not humorous, so they like having a personal space that is not discovered with ease to the employees. They do also rather have short discussions to be based strictly on what the offer contains and different things about the rooms, terms and conditions etc…
Do and Don’ts
There are a lot of do’s and don’ts all of them being necessary to follow having such interest of influencing them to build a positive idea of the hotel and its employees. Some of the do’s are (Orlova A. 2015):
· Smile- as if it is the first sign of the freedom of interacting with guests, showing respect and happiness of having the specific person in front of you as a guest. A smile also transmitting the compassion that needs to be transferred. 
· Install and maintain eye contact- because most of the time the eye contact helps the employee to trust more in you and your services. Good eye contact could sometimes make the guest understand that the employee can be trusted and that it is not about to mess with its deals. 
· Be polite, friendly and confident- and this because these are aspects that are influencing the guests to draw impressions of the hotel. If you as an employee have a good presentation and a good posture, then it may be difficult for the tourists to understand key things in the offer. The confidence is also important because if the employee has a good confidence the guest will have confidence to trust the employee as well. 
· Maintain a neat and well-groomed appearance-as this matters a lot facing the international guests. Your attitude, as an employee represents the hotel you work in and once with that it represents the country the hotel is in. 
· Speak clearly and slowly as if the language may not always be the same and then there could come such difficulties in the discussion development and not only. 
· Treat the guests with patience- as patience given is the thing that will make them feel comfortable to take their time. 
As mentioned above there are also a lot of do not’s which must, as well, be followed having the aim growing the business. Some of the don’ts are (SetUpMyHotel 2019):
· Never insult a guest as this will radically change its opinion about the hotel staff and it will start to feel uncomfortable within the hotel, thing that will highly affect that way their journey carry on and it the end the hotel feedback may be affected as well. 
· Never make promises that exceed your authority as this will influence the guests to lose their trust in you and there is no point having an employee as a guider saying what it is good to do and what not in the hotel. 
· Do not argue with the guest and give them patience if patience is not provided the guest will also lose its patience and in this way the guest may become vulnerable. 
· Do not put the guest under stress in terms of time that it takes to find such things or to say something and this because if the guest has a different language to you they do expect you to be close to them supporting them to get what they want. 
· Do not talk to much only if the guest seem to be communicative as well because otherwise there could be situations where the guest is not in the mood for speaking much and the idea of the receptionist speaking continuously can make the guest become a bit agitated. 
· Do not ever discriminate onto any race as this may be the worst thing ever you as a hospitality employee. Each guest coming from another culture must be treated the same no matter what 
Advantages of following the do’s and don’ts
The satisfaction of the guests will be a hundred times better if all the guidance mentioned above is followed. It is important for the employees to always work in the guests interest and to control themselves as employees all the time and this because a “wrong move” made by them can influence negatively the relation with the guest, thing that again will never be wanted in none of the hotel institutions. 
Another advantage is that if the guest is being tankful and if it speaks nice about your hotel it is expected for the guest to either come back again or recommend it to other friends/ people asking about the hotel. 
Conclusion
To finish with, as mentioned throughout the assignment all the cultures are different in terms of languages and behaviours but they all have developed hospitality culture in their country so when going internationally some of them may expect to fine more and some of them will expect less. This aspect being highly influenced by how much those people travel. 
Moreover, it is vital that the employees are using designed guidance to deal with each guest no matter what, this is the only way to keep the hotel growing as a business.
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