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     Good customer services are regarded as the lifeblood of the hotel business. Better service providing become possible with the furnished environment and efficient staffs. Providing guest-friendly services also require the establishment of a good marketing system and social activity to provide an instant solution for potential guests. This paper is designed to present an understanding of overseas consumer behaviour and their cultures. This information will assist hotels in the UK to improve delivering better services to guests. Understanding of consumer behaviour and culture will assist staffs to stay ready with the necessary knowledge and experiences to serve the guests.                       The skills required by staff for enhancing customer experiences are also elaborated in this study.             For this purpose, an overview of cultural differences of the most visited tourists in the UK is demonstrated in this report.
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     The tourism industry is one of the growing industry in the world for induced travelling and globalization over the world. With immense growth, the sustainable tourism industry is now providing employment opportunity for a big number of population. Proactive and efficient managers can intensify the services of the hotel by eliminating undergoing challenges.
     Customer services improvement is detailed in this study on the context of the UK. It is expected that tourism will expand in the UK by 3.8% a year until 2025 (Statista, 2020). This industry in the UK will be accounting for 10% of jobs in the market. In 2016, £ 22.5 billion was expensed by the cross-border tourists in the UK. 53% of the total is accounted for London, 35% for the rest of England, 8% for Scotland and 2% for Wales. It is estimated that the tourism industry in the UK will worth over £257 billion by the year 2025 (Condor Ferries, 2020).
     All of these provides evidence for the potential growth of the hotel business in the UK. With the improvement in customer experiences by the environment, staff, etc. hotels can generate a significant revenue now and also in the near future. Attaining improvement in services is deemed difficult for management as visitors are overseas and adjusting with overseas culture will be necessary.
[bookmark: _Toc36843513]           Improving Guest Service Experiences for International Visitors
     Providing customers with good experiences requires quality services aligning with price requirement. Promised guest experience, maintaining quality services, welcoming and warm environment in the hotel promotes activities of a hotel with good ranking. Improving customer experiences are divided into two parts here (Reisinger, 2019). One is gathering good experiences of service before arrival and another is from services after arrival at the hotel. The appropriate responses to guests’ query, providing them with necessary information and services, mobile-friendly service providing, showcasing services in social media etc. are the services that guests will add as good experience before arrival. On the contrary, fast and flexible communication system established in the hotel, proving services with promised quality, furnished room with necessary services etc. enhance guest experiences while they are receiving services. In both cases, staffs integrity to listen to guests and responding to the most relevant and prompt answer adds value to guest experiences. 
     There is a popular saying that guest experiences in hotels begin log before they arrive. Before that, the attractive advertisements and website decide the type of experience a guest may have. A convenient and fast-paced website attracts guests. Moreover, availability of staff over online, responsiveness of the staff, knowledge of staffs regarding most relevant information etc. provides a gust good experiences before s/he arrive at the front desk. Valuing the opinion and comments of potential or previous guests also intensifies good experiences (Ayeh & Law, 2014). Customized response in this aspect adds more value than an automated response system. Utilization of social media can also make a hotel to go an extra mile to reach guests by the prompt response and circulating information regarding hotel.
     After arrival, it is expected that guests will be welcomed and greeted. Making booking easy and less time consuming is a good way to enhance guest experiences. Front desk staff should be a guests expert. Having an overview of the prior visit of guests will help in this aspect. Information stored in the server can help the front desk manager to provide guests with personalised services. Keeping track of guests preferred items is another way for staffs to add value (Goncalves, 2014). These can be requested for feather pillows, mentioning of things or foods for allergies, the personal interest of frequent guests etc. Besides, a good reception place also enhances the value of the hotel. It is also necessary that the rooms are kept neat, clean and well-furnished before the arrival of guests. Voice services can be established to control the necessary elements of the room. Fast services at room whenever guests ask for should be established. The staffs should be expert of location for swimming pool, gym place, games room, dining place etc. so that she or he can make the guests reach instantly. It is also expected that the staffs will have knowledge of the surrounding the hotel. The best places for shopping, the best local food around the hotel, things to do in the area etc. should also be known by the staffs to let guests know whenever they need. All the tasks performed by staffs should have the speed to value guest’s time (Tsang & Ap, 2017). For example, keeping the front desk vacant may cause a guest at an unpredictable time to wait and wondering for assistance. It would be better to keep an eye at the front desk so that no guests have to wait.                         
     Finally, the comments and feedback of guests should be listed and proper steps should be taken to reduce past complexities.
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     For history, nature, culture etc. of  UK millions of people come and visit the UK every year adding a substantial amount in the GDP. According to the number of visitors the table below ranked countries from which tourists are paying a visit to the UK. 
	Ranking
	Countries
	Visits ('000)

	1
	France
	1,891

	2
	Germany
	1,550

	3
	United States Of America
	1,363

	4
	Italy
	858

	5
	Spain, Balearic Islands
	851

	6
	Netherlands
	750

	7
	Irish Republic
	555

	8
	Belgium
	502

	9
	Australia
	434

	10
	Sweden
	380

	11
	Norway
	366

	12
	Denmark
	341

	13
	Switzerland
	338

	14
	Canada
	263

	15
	Poland
	233

	16
	Brazil
	203

	17
	South Korea
	173

	18
	The Czech Republic
	151

	19
	India
	144

	20
	China
	142



Table 1: Top countries visiting the UK
Source: (One.gov.us, 2020)
     It is evident from the diagram that European counties are visiting the UK the most. France is at the top of them. People from other continents e.g. Asia, Australia, America etc. are also visiting the UK. Since most visitors are from Europe, UK hotels will face less diversity in providing quality services to the guests (Mok & Armstrong, 2018). Being in the same continent results in easing rendering hotel services. However, differences will be existent in languages, behaviour, lifestyle, customs etc. In terms of overseas tourists differences in climate would be the major.

Figure 1: Top 20 overseas country visiting the UK
Source: (One.gov.us, 2020)
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     Around the world, numerous cultures are being practised by billions of people. The discrepancies become more evident when people from different cultures and customs accumulate on similar dais. Material forms of culture e.g. arts, music, crafts etc. and national cultures are different among countries all over the world (Mattila & Anna, 2017). These differences are given attention to cherish as these augments number of visitors.
     The cultures that are obstacles in the hotel business are food habit, environment, differences in behaviour, the practice of religion, lifestyle etc. (Seo & Yeji, 2014). The behavioural practice is the major issue in hotel management and staffs should be careful of this. Behavioural practices are different worldwide. Thus, hotel staff have to manage general standards so that no guests get offended. The practice of numerous languages all over the world is also an obstacle in the hotel business. Though international language, English, has reduced the impact of differences in culture that evolve from language differences (Ayeh & Law, 2014). Along with, food habit poses a big difference in hotel management because people from all around the world maintain restriction on having certain food. Food habit becomes a significant obstacle in serving food for Muslims. In other cases, religion poses less complexity in hotel management.
	Behaviour

	Language

	Lifestyle

	Food habit

	Beliefs

	Education

	Religion



Figure 2: Key factors of differentiation in customs and cultures
Source: (Mok & Armstrong, 2018)
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     After a long journey, guests reach the hotel to rest and get relief from the tiring day or for other purposes. Thus it is significant for the employees of the hotel to ensure a welcoming environment. Welcoming environment in the hotel does not come from only the clean and fresh environment but also the attitude of staff towards the guests. Forgetting whatever happened in personal or working life, employees need to focus on the demand of guests with a smiling face and keep themselves ready for any demand of guests. All of these does not differ by customs and creed but are general regulations that are mandatory to follow in hotel businesses (Yu & Ko, 2012).
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     There are certain thumb rules applicable to hotel staff’s for improving hotel services and experiences of guests. Some of these are stated as follows.
	Do’s for hotel staff
	Don’ts for hotel staff

	Set own vision aligning with the hotel’s
	Never stay unreachable

	Greet guests with a smile
	Never show tiresome face to guests

	Establish eye contact while speaking to guests
	Never argue with guests

	Listen to guests properly
	Never promise anything impossible

	Maintain work area
	Avoid hostility and defensiveness

	Collect feedback regularly from guests
	Never forget maintaining a logbook

	Provide feedback to hotel management with a certain interval
	

	Stay calm
	

	Maintain quality and consistency
	



Table 2: Do’s and Don’ts for hotel staff



[bookmark: _Toc36843519]                                                 Conclusion



     Every business requires to have accumulated information regarding customers for providing most wanted services. For businesses in national boundaries, it is easy to reach customers and piling the demands of them. In the case of cross border businesses, it is difficult to reach a big portion of customers to learn their needs and wants. All the cases become difficult in hotel businesses as it requires to integrate between different cultures and behaviours from around the world. This study found cultures all over the world gets different for diversified behaviour practice, language, climate, religion, food habit, lifestyle etc. This study also investigates the solution for cultural differences. Besides, the improvement that is necessary to bring in staff for improved customer service experiences is demonstrated. This study concludes with a brief behaviour guideline for the staff at the hotel.
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Top 20 overseas countries visiting the UK
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