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Introduction

The purpose of this document is to help hotel staff manage guest service experiences for the international visitor.
„To understand the behaviour of people , some knowlwdge of the influence of cultural norms and values is necessary” ( Chisnall, 1995).                  
In our everyday lives, we often tend to adopt the norms, values, and customs of our own culture as standards, and look at other cultures on the basis of the patterns we take for granted and learned throughout our lives.
In the hospitality industry, the personality of the worker deserves special attention, as he does not sell tangible products, but experiences. A good experience for the guest is that all services are excellent for him. The guest gets his first experience, the first impression at the reception, so the receptionist plays a particularly important role.The hotel staff, especially the receptionists, are a bit of a psychologist too, as their attentiveness, attitude, and ability to make contacts depend a lot. They get in touch with a lot of people from different cultures. 
Consumers in the hotel industry come from different countries, representing different cultures and values.
Culture is not an inherited phenomenon, it is learned through socialization processes. Knowledge of these cultures is essential for understanding the behavior of guests. In order to best meet the needs and expectations of guests, it is important to know their most characteristic features. 
Next part of the document will list a couple of international countriesand their key cultural differences, customs and behaviours.

The French

French people are strong, persistent, pleasant in appearance.Their best-known feature is lightness. Their feelings and emotions quickly catch fire, but they quickly disappear. Their emotions are characterized by joy, sadness and hope. They don't like loneliness, they have a lot of fun, they know their borders. They are among the most polite nations. Their sophisticated style is echoed in their language, social life and dress. Besides all these good qualities, they are volatile in nature. They don't like uniformity, they always need some variety. They consider the appearance to be important. Honor is at the center of their lives, but they often forget their promises. They love their homeland, they are proud of their nationality. They love being the center of attention, always looking for an opportunity where they can shine. They only live today, no matter the past or the future. Their actions are influenced by their enthusiasm and passion. They are intellectually educated and boast outstanding figures from the fields of poetry, philosophy and chemistry.
Based on research of French guests, it is a very divided group of guests. Some of them are incredibly good guests who are kind and grateful, but some are dissatisfied. It is very difficult for them to speak a language other than their mother tongue and often to be upset if others do not speak their language. This often causes them frustration as they do not understand, for example, what items are on their bills. Many times they become tense, arrogant, humble. They often seem arrogant, narcissistic.

The Germans

Germans are usually characterized by slowness, prudence, enduring patience and hardworking, and we can speak of an obedient and peace-loving nation. The German people always keep in mind the happiness of themselves and their families. They are characterized by honesty, straight, open and modest. Their diligence and work is outstanding compared to other European nations. They are outstanding in an area where their minds are needed. They like the good company, they like to have fun, and they do not despise alcohol. They are good guests, their expectations can be fulfilled and they leave good reviews. Communication is not a problem for them, they speak foreign languages other than German.

The Italians

The Italians are strong-bodied, considered by some to be the healthiest nation.They are considered fiery, radiating life and enthusiasm, with noble features. Their emotions are lively, they flare up fast, they are persistent, they are passionate. Their speech is loud, fast. Proud of their past and art, it is not worth offending them in this area. They like to be listened to and focused on by others. They are outstanding in the arts. They are characterized by pride, ambition, luxury.
Good food and good football are the most important things in the lives of the Italian people. They spend a lot of time preparing and consuming meals. Italian cuisine, especially in the South, is very healthy. Football is a national sport. It mobilizes large crowds and is constantly at the center of media interest. Matches are a great opportunity for fans to express their dedication to their narrower and wider homeland. They do not breach international norms, and impreciseness and idleness are unacceptable to them. 
Greeting is accompanied by intense expression of emotion, such as patting on the shoulder, hugging, kissing on the face.

The Spanish

The Spanish are slender, strong-bodied, gaze fiery, lively, wild, perhaps unfriendly. Their looks radiate pride. They are hot-blooded, have intense emotions, are almost national pride, and are characterized by a love of homeland. They don't trust strangers, share their secrets, rarely make friends. If they are offended, they will never be forgotten. They love the ordinary, they adhere to their habits, they do not like to renew. They enjoy being included and looking for opportunities to do so. The difficulty is that English is not really spoken, yet they always have a lot of questions, they always want to know everything.

The Russians

The Russians are mostly tall and strong people. They have advanced senses. They are calm, humble, obedient. They suddenly become angry, and they are rarely able to rule. They like to conquer. To achieve their goals, they carefully plan everything, adapt to circumstances, and tolerate almost everything in order to achieve it. They blindly cling to their religion and nation. It is difficult to decide whether they are happy or left burnt because they cannot or do not want to show their emotions. This can often make them look very sullen, unkind which gives rise to doubts among the receptionists.

The Americans

America is the land of freedom. This attitude fully resonances the expression of guests from America. A receptionist is expected to establish a personal relationship with the guest, this is the easiest thing to do with Americans. This is because they are very open, friendly and have a huge smile on their faces. Smile plays a decisive role throughout their lives, so if one does not smile back to them while talking to them, they will immediately think something is wrong. They always express their unhappiness, even in the hope of some compensation. They are humorous, they understand the joke, they are not offended. They are very understanding. The older age group is full of life, they love new things. They like to get to know the history of a country, they are interested in culture, because for them Europe is another world. They are energetic, they go out in the morning and return tiredly in the evening from hiking and walking. They climb up and down in a simple heater even in luxurious conditions. They love their homeland, and one often hear "come to America" ​​when they leave. 
Of course, there are exceptions that are the exact opposite of what has been described so far. They are self-righteous, often hysterical, when something doesn't go the way they want it to. They are often impatient, clumsy. These people are, for the most part, part of the group of rich American people.

The Arabs

 Usually they arrive at hotels with high expectations. This is also true for guests from the richest royal family and so-called ordinary tourists. They like the hotel to provide the service first and then pay according to it. It is very important that hotels are able to adapt to the way Arab people live. The difference is mostly due to religious reasons. Hotels should be prepared for guests of Arab origin, they like to stay up at night. Usually they eat at night, so  they order food at night. In any case, the number of staff should be increased, especially at room service. Particular attention should be paid to this during Ramadan. Prices don't really matter to them because they have a lot of money. Not all hotels can meet their high expectations, but if they do, they will be very grateful, which is also reflected in the tip.

The Chinese

The Chinese know that they are the depositors of the largest and most advanced culture on Earth. In the end, the Koreans, the Vietnamese and the Japanese all learned to bow their heads before Chinese civilization. They are as different from each other as the Europeans are, there are tall, big-boned North Chinese and tiny, fragile Southerners. They speak many languages, dress in many ways, and eat in many ways.
In spite of this great diversity, their national character shows a staggering unity, consisting, among other things, of nepotism, conformism, fatalism, phlegmatism and noise addiction. All Chinese are driven by a system of internal relationships, close ties between family and friends. The Chinese use the "thumb up" sign in the same way as other nations. The opposite, however, is not the downward thumb, but the curved little finger as if it were a nine. That means bad, misfortune.
If you give a Chinese message to someone, such as a waiter, you turn your palm down and gesture with four fingers. The meaning of this universal gesture is, "Please, the bill!" For the Chinese, eating is one of their greatest pleasures, and they don't like being constrained by petty rules. They talk with full mouth.
They don’t hold back, if necessary, to burp. They think, it is unnecessary to apologize, as no one hears or notices it.


Do’s & Don’st for hotel staff


	Do’s
	Don’ts

	Greet everybody you see and meet
	Insult a guest

	Listen to guests
	Argue with a guest

	Be approachabel
	Assume anything

	Be open, friendly and ALWAYS smile
	Be rude

	Connect with the guests on a personal level
	Make promises that exceeds you authority

	Report incidents
	Make things overly complicated

	Take responsibility
	Ignore guest feedback

	Put yourself in the guest’s shoes
	Be afraid of complaints

	Remain polite and emphatic
	Treat guest as a transaction

	ALWAYS apologise when things go wrong
	Ignore a guest’s request





Conclusion

One of the most important factors that hotels can compete with is the excellent costumer service. One of its basic elements is courtesy, which is about appreciating colleagues and guests.
People traveling today are looking for experiences and personalized services that are increasingly demanding. To meet these high standards, a hotel needs to know their guests.
The job of the receptionists is outstanding, for example, but most of all their personality. In addition to this, continuous improvement plays a huge role as well, as there are many new hotels opening, and more and more guests coming from different countries with very high demands and expectations, all of which must be met if one is to remain competitive.
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