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1.0 Introduction
This document serves to highlight the findings and considerations made by prominent researchers in regard to cultural, customary, and behavioural differences and contradictions. This memoir will serve as a guideline for the fellow employees and staff members of our esteemed organisation for individual and professional assistance. The close inspection and assimilation of this memoir will guide intuitive capabilities among employees and in the future will have a beneficial effect on an organisational scale. Primary gist in the findings will form the basis of the guidelines and protocols.
 
2.0 Background
This memoir will be useful in guiding the hotel staff in their daily operations which directly will enhance the productivity and value of the hotel. Hospitality management demands more than just a simple job. It is a calling for those who want to create positive experiences and memories for others. So, this memoir will work as an example and guidance for the hotel staff of Marriott. Leading by instance, is the most suitable way to turn average hospitality into fantastic hospitality. There are so many organisations in this industry that have utilised the usefulness of memoir (Bulan, 2018). The memoirs of the Luton Hotel or the “Elcot Park Hotel" can be taken as instances. Hotels like Marriott serve a lot of diverse guests from different countries in the world. So, it is highly necessary for this hotel to train its employees in such a way so that they can successfully maintain the cultural importance of the consumers coming from distinctive areas of the world. Respecting every culture is not enough for the hotels; they also should exercise cultural exercises. It provides them with sufficient skills to communicate appropriately with people from different cultures.
So, having a memoir that highlights every legal, ethical, and cultural guidelines will increase the over strength of the hotel, and also will assist in maintaining the right image in the market.
3.0 Findings to follow
According to Kotler, social, cultural, and demographic factors which impact the behaviour of consumers are the inner factors including income, age, education, occupation, religion, generation, race, social class, nationality, and family size. So, the hospitality market is divided on the basis of these factors, and these are the factors which assist hotel professionals to different consumer groups. However, findings in this section will fragment these customer preferences on the basis of nationality.
	Country Name
	Cultural Significance

	The United States of America
	· If a hotel staff or authority wants to provide any gift to the people of the USA, then he should include a gift card. Giving a card with the gifts is considered as a good gesture in American culture.
· Never display any type of discrimination in front of an American. They do not motivate such activities (Rubinstein, 2018).
· Americans love and care for their pets more than a human. So, if any person from this country visits the hotel with pets, then make sure to give enough attention to the pets also.

	France
	· French people like politeness and formal behaviour.
· They always prefer quality over quantity.
Before starting a conversation with French people, it is necessary to greet them properly.
· People of France are obsessed with bread. Most of them require bread in their breakfast, lunch, as well as in dinner.
· French drink wine and water with dinner.
· Fish should be “served with eyes”.
· Beets are very popular among the French. (Tarpley, 2019)

	Germany
	· Germans drink and consume a tremendous amount of beer, and they love to eat sausages. Sausages hold a crucial and significant part of German cuisine.
· Germans are considered bureaucratic people and that is why they enjoy loud music.
· German culture emphasises structure, privacy as well as being punctual. The people of Germany tend to award precision and perfectionism. Sometimes, they can be unfriendly.
· The traditional food in German is highly precious. Most of the Germans prefer pork. (HARKER, 2018)

	Italy
	· Pasta is popular among Italian. An average Italian eats 25 kilograms of pasta every year.
· Pizza should be prepared with special care and in a professional way.
· Italian people prefer Gelato than ice cream. (Everyculture, 2019)

	China
	· Chinese people love tea more than any other drink. Tea also can display the social status of Chinese people.
· For Chinese individuals, distinctive food indicates different closeness and respect. For instance, the service of rare and expensive foods basically displays enormous respect for a guest.
· Ordinary Chinese people mostly prefer two types of food: the one is the staple food, basically made of noodles, steamed buns or rice; and the other one is ts' ai which includes meat and vegetable dishes.
· The aroma is very much crucial for the Chinese people.

	India
	· The traditional way of greeting an Indian is “the Namaste". So, instead of a handshake, it will be good to greet Indians with Namaste.
· Average Indians like spicy food more than regular food. Flavour and spice hold a significant role in Indian cuisine.
· In the world, the highest number of vegetarians can be found in India.
· Indians like to eat with their hand.
· Indians love music. So, soft or loud music can attract many Indians in a restaurant or hotel. (Fatem et al. 2018)

	Japan
	· Japanese people greet each other by bowing.
· Japan is very punctual regarding the time. So, late service or lack of punctuality can affect Japanese people.
· Japanese people consider thumbs-up as an indication of insult.

	Russia
	· Russian people absolutely love tea from the starting of the day too before bed tea is essential for them.
· Borshch is a must-have item in Russian dishes. 
· Russian men greet themselves with a handshake, but it is less popular with women.
· The sign of thumbs up is considered as a positive behaviour.


Table 1: Cultural differentiations
(Source: Self-Created)
 
	Country Name
	Customs Differences

	The United States of America
	· All Americans respect the date of 4th July. So, when a citizen from this country visits the hotel, then the hotel authority could arrange a special treat for the person.
· Timely service delivery is also necessary for Americans.
· American customers have a habit of tipping over or under the shoulder. Staff members from Asian cultures might take offence in that.
·  In America, they are open about public display of affections which are not the same in Asian or Middle Eastern countries.
· All Americans respect the date of 4th July. So, when a citizen from this country visits the hotel, then the hotel authority could arrange a special treat for the person. (Rubinstein, 2018)
· Timely service delivery is also necessary for Americans.

	France
	· It is not customary to gift a bottle of wine to a French person as it would be insensitive to their culinary heritage.
· They have a different conception of time and might consider arriving late to the event or the dinner completely normal. The discretion of the staff members is advised.
· They have a different sense of dressing which might be visually inappropriate to some. (Tarpley, 2019)  

	Germany
	· Their sense of dressing in public is quite different from other European nations.
· Germans have different age restrictions for alcohol consumption as it would be entirely reasonable for a teenager to drink with others.
· They are most particular with the upholding of Law. (HARKER, 2018)  

	Italy
	· The process of sharing food in a formal table is not appreciated in the Italian customs. (Everyculture, 2019)
· They do not usually ask for bills unless it has been presented to them personally. It is a custom in Italian restaurants (Tarpley, 2019). 

	
	

	China
	· Empty cups at the table are considered rude and inappropriate.
· Spitting in public places is commonplace behaviour.
· It is entirely rational if a Chinese visitor refuses to take complimentary tokens as it is customary to do so (Keam, 2020).  

	India
	· The customs of India are inherited through its tradition, which is diverse (Negi et al., 2017).
· They always value positivity and variance in decorum in interactions and dealings.
· Custom wise they are less demanding to services and more inclined towards homeliness. 

	Japan
	· eating from familiar dishes is quite common.
· The concept of splitting bills is seen as natural preferences.
· They like to serve themselves food and drinks, and it is entirely customary. (Wahyuningsih et al. 2018)

	Russia
	· The use of gifts are more common than other nations
· The colour yellow is often ignored (Golovatin and Sokolov, 2017).
· The serving in the instance of families goes with a hierarchical order


Table 2: Customs differentiations
(Source: Self-Created)
 
	Country Name
	Behavioural Differences

	The United States of America
	· Americans require a range of “elbow room”, and they prefer personal space or area around them.

· When an average citizen of America finds a service suitable or excellent, then he or she increases the tip to 15 to 20 per cent of the overall bill.
· Polite Americans usually eat with their one hand, and they put their other hand on their laps. It also comes under their cultural belief.
· Americans do not love too loudly music in dining or restaurant areas.
· They often use their left hands for specific tasks which are different from European or Asian cultures who deem the left hand to be impure (Rubinstein, 2018). 

	France
	· They are vocal of the services they receive, and verbal modesty is not kept by them
· French people have various hobbies around cooking which are one way of saying they know their food (Tarpley, 2019)
· Adventures in food preferences are not favoured by them.

	Germany
	· A straightforward demeanour can be counted as rudeness which is not valid.
· Tiredness is the ultimate priority
· Encounters with strangers are quite formal and distant (HARKER, L, 2018)

	Italy
	· When conversing touching and hand gestures are common
· Informality is quite expected when dealing with an Italian customer
· They have food preferences which are culture-specific (Everyculture, 2019)

	China
	· Queries about foods and services are more to be family-oriented
· They always prefer healthy foods over unhealthy ones (Liu and Grunert, 2020).
· They avoid formality when conversing with other nationalities.

	India
	· They prefer informality overall.
· There are often down to earth.
· They are more open-ended to try different delicacies from other cultures (Latour et al. 2018).

	Japan
	· They always appreciate people around them irrespective of their creed
· The use of smaller Japanese phrases as “Wakari mas” or “Arigatōgozaimashita” is quite frequently breaking from English (Lionbridge, 2020).

	Russia
	· They like flowers more than any other token (Hopkins, 2020). 
· They stay away from making financial transactions after night
· They have strong family dynamics


Table 3: Behavioral Differences
(Source: Self-Created)
4.0 Recommended “Dos” and “Don'ts” for staff members
	Country
	Do’s
	Don’ts

	The United States of America
	· Do include a card with any special reward or gift
· To deliver services on time.
· Keep music within the hotel very low or shut down.
	· Do not ask an American to leave his or her pet outside the hotel.
· Do not stand very close while communicating with an American. At least maintain a distance of 2 to 4 feet.
· Showing five fingers at a time is considered a sign of ignorance.

	France
	· Be polite.
· Serve fish with its eyes.
· Inform every food-related queries
	· Gifting wine bottles
· Getting into a verbal scuffle
· Beware of the sign “OK". In French, it means zero or useless.

	Germany
	· Add beer every time with food.
· Be punctual.
· Keep the music loud.
	· Make informal gestures
· Making them wait at the table
· Keeping table and bedrooms untidy

	Italy
	· Offer Gelato instead of ice cream.
· Provide bills before asking.
· Offer culture-specific foods.
	· Avoid alcohol while communicating or offering food.
· Do not trash a pizza in front of an Italian.
· Should avoid wearing a hat indoors.

	China
	· Offer aromatic tea (HURWITZ, 2020).
· Offer healthy foods.
· Utilise the word "ni hao” for greeting new Chinese guests.
	· Reduce empty cups from the table.
· Avoid touching or hugging.
·  Should avoid public disposes of affection.

	India
	· Carry an upbeat voice pitch when interacting.
· Offer spicy food (Ferdman, 2020).
· Greetings with Namaste.
	· The formality of decorum.
· Avoid passing food with the left hand.
· Avoid pointing with the index finger.

	Japan
	· Greetings with bowing.
· Show punctuality and serve within time.
· Cleanliness is important.
	· Pointing at things and people should be avoided.
· Don't ask for a tip.
· Avoid loud conversation (Brightside, 2020).

	Russia
	· Treating them as a whole family
· Offer flowers as a reward.
· Welcome with a special tea.
	· Arguing with “Babushki”.
· Avoid handshaking with women.
· Do not offer or provide flowers in “even numbers” (MORRISSETTE, 2020).


Table 4: “Dos” and “Don'ts” for staff members
(Source: Self-Created)
5.0 Conclusion
All members of the Marriott  Hotel will be obligated to implement these rationales in their customer handling processes. On account of the recent industry-wide trend of forming sustainable customer engagement and retention models, the implications of cultural, customs, and behavioural preferences and acknowledgements are a must. It is also keeping with the implications of celebrating and encouraging diversity in a more positive manner.
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