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Introduction

The purpose of this written work is to show ana analyse in some way how the different types of tourist are behaving and how they interact with the staff in the hospitality industry. According to Jayapalan N. (2001) :“Tourism is ,therefore, a composite phenomenon which embraces the incidence of a mobile population of travellers who are strangers to place they visit.” Tourism is basically the leading industry worldwide. The revenue from it is huge, people are constantly finding new destinations to visit. Travel occasions can be anything - business, pleasure, religious incitement, attending an event. With different occasions, different types of tourists are shaped. Each of them can discover the hotel as their own territory of stay and on the next visit to the given country to stay again in the same place. There are different types of customers according to the purpose of their visit in the country. Each client has a different personal presences and understandings, on which his or her behaviour depends. Employee-guest relationships should be built based on trust and understanding of needs. It will be very helpful for staff to be trained and able to anticipate and predict behaviour of the guest, understand their character and be prepared to respond accurate to the case. The country we are going to talk about is Bulgaria, there the hospitality industry is very popular both summer and winter, in general the whole year. 




Staff attitude towards the different types of clients

“Perhaps the most comprehensive definition comes from Lucas(2009) who defines customer service as the ability of knowledgeable, capable, and enthusiastic employees to deliver products and services to their internal and external customers in a manner that satisfies identified and unidentified needs and ultimately results in positive word-of mouth publicity and return business” (Hudson S. 2012)
As we explained in our introduction there are different types of customers and the staff should try and understand them for example by the body language and how they talk. The body language of the customer is important for example their luggage, their style of dressing etc, also the staff should try and listen to the customer`s need and preferences for their stay and the way they talk. We are going to make a table of the different customers and the staff should react.



           Types of customers                                          Behaviour of the staff 
	
Confident guests’ ;High self-esteem; Decisive gait, free movement; First greetings; They ask questions; They give advice; They like to make notes; They make their orders confidently.

Nervous, excited guests Tense and restless movements; Harsh and quick questions and answers; Excessive gestures; Impatient; Unrestrained; They behave provocatively; They tend to create conflict situations


	 

Be careful; To be restrained; To serve quickly and quality.



Be careful; To be restrained; To serve quickly and qualitatively; Communicate calmly; Do not be provocative; Try to circumvent conflicts .

	
Kind and talkative guests (annoying) Too sociable; They like to speak without considering the commitments, desires and interests of their listeners; They start a conversation which is getting the staff form doing their job properly.
	

Be careful; Try not to start an unwanted conversation to lose time.

	
Indecisive and timid guests; Contact timidly; They are easily disturbed; It is difficult to choose if there are options to choose from.

Distrustful guests Distrust the service staff; They doubt the suggestions made, their recommended service, the bill
	
Be careful and courteous; Always be ready to help with advice in difficulties in the selection of guests.

Be careful; Be polite; To be restrained; to speak in a calm and persuasive tone; Avoid any prerequisites that would create distrust in the guest.

	
Capricious guests Show unmotivated wishes to the service staff related to the type of room, the food, the way of service, the attitude of the staff, etc .; They are always dissatisfied and sometimes express their dissatisfaction in a bad way and rude form.
	
Be careful; Be polite; To be restrained; Use more tact and skill.



“Today tourism has grown significantly in both economic and social importance.” (Theobald W. 2012)
A significant high volume of visitors to the tourism business are mostly foreigners. Their behaviour and manners are mostly connected to their "national character." The products in the tourism businesses that the country offers are sea and ski holidays, but according to market research on the main generating markets, Bulgaria is attractive destination with specialized types of tourism - cultural and educational tours, spa tourism, rural and ecotourism, bird and wildlife watching, wine and gourmet tourism, religious tourism, Dunav river cruises, business tourism etc., which implies active communication focusing on the strengths of Bulgaria with to maintain loyalty in traditional markets. There is a very simple explanation about the customers and like Blackman H. (2005) says: “Different people have different expectations of a facility, but all want to be treated fairly, honestly and by someone who can answer their questions or deal with any problem.” In addition to understand the foreign customers we should try and provide training to our staff based on what kind of tourists are coming to our hotel. It is important that our staff possesses the right qualities and manners to communicate and fulfil the customers` needs. Several differences between guests (tourists) and their hosts for example are different territories, languages, cultures, religions, traditions, customs and beliefs, morals, cuisines (dietary requirements).

Tourists from different countries, behaviour and preferences

“International travel and tourism create opportunities for social exchanges and emphasize peoples` cultural origins and identifies, sometimes to the dissatisfaction of others.”(Reisinger Y. 2010)
As the author explains the international travel is giving us benefits of knowing different cultures and behaviour from other countries. This is a very positive way of learning new information about the different manners from different people and learning foreign languages. It is good to do some research on different countries so that you know more about their culture and how to interact with them before they come and visit your hotel and also as McCabe S.(2010) points “Tourism has been defined as the sum relationship arising out of the activities of person travelling to and staying in places outside their own usual environment for not more than one consecutive year for leisure, business and other purposes.” It is very important that the hotel and the staff are well prepared to make the stay of their customers excellent and free of trouble, meeting their preferences and demands. We are going to input some different countries and try to point their behaviour when they are coming to visit and have a vacation at your hotel.  
-Vacations are an important part of German life. They plan their trips very early, sometimes even half a year before vacation and minimum one month before the actual departure date, as this trend is not related to the period for who organizes the holidays - winter, spring, summer or autumn. Also, they like to compare prices of different offers and make rational choices. Bulgaria is a popular destination for German tourists for holidays on the sea, family tourism, cultural tourism, balneology, spa and wellness tourism, etc. and products with potential for development are individual caravan holidays, ecotourism, wine and gourmet tourism.
- The United Kingdom is the second most important market for Bulgaria by countries in Western Europe. Inbound tourist flow from the UK forms about 4% of the total inbound tourist flow in the country known to the British not only as a maritime but also as a destination for business and skiing tourism. According to the professionals from Bulgarian and British market with potential for development and accordingly for more companies to offer it and make more recordings, are specialized products like: golf tourism, business and congress tourism / MICE /, eco and village tourism - there is an increasing interest in guest houses, visiting villages with authenticity, participation in local festivals. Tourists in the United Kingdom make their reservations depending on the age group, to which they belong. Older audiences and families with children have 2 peak reservations: March-May and July-October when there are not a lot of young people which are loud. For juniors and students, the peak times are May-September and they prefer to have parties and fun all day long. 
- French tourists attach great importance to vacations related to outdoor activities and in nature. Their expectations for tourism and customer services are high. It is believed that tourists from France complain most often during their vacations. The French mostly prefer to stay in mid-range or bed & breakfast accommodation apartments. They are always looking for good value for money. French tourists would be happy if there is information in their language about tourists’ opportunities of the country they visit. They also read reviews of hotels, destinations and attractions online, which other customers publish. Bulgaria is a popular destination for French tourists for holidays at sea, cultural tourism, balneo, spa and wellness, adventure tourism, and products for future development which are winter tourism, eco and rural tourism, city breaks, wine and gourmet tourism.
- The favourable climate and the presence of many sunny days are of great importance for the Russian tourists (for sea tourism), good climatic conditions for winter tourism and good spa facilities. The Russian tourist appreciates the culture and language of the destination, also he wants to understand the language but to be understood as a customer. He prefers to visit Bulgaria more during the summer months. Through the weak tourist seasons the Russian tourist chooses to practice cultural and cognitive tourism and balneotherapy. He can be attracted with a friendly attitude and benevolence. Good prices are always a plus for him, and the variety of services offered is a prerequisite for his good experience and rest. Pilgrimage tours and medical tourism are products with potential for development.
Bulgaria is a popular destination for sea holidays, winter tourism, cultural tourism and balneology and spa tourism, and products with a potential development in city breaks, visits to festivals, concerts, etc., wine and gourmet tourism. In most neighbouring countries, personal growth is observed tourism trips to Bulgaria. This opens the possibility for the development of the tourism product in those markets which is characteristic main tourist trips to be within one is on their side.
Advantages of Bulgaria among tourists from neighbouring countries are:
• Proximity to destination.
• Attractiveness for a short stay.
• A variety of holiday options combined with excellent
pricing as in the major travel packages (accommodation, transportation), and in the secondary, like eating, sports activities, shopping
Weaknesses are:
• Deficits in the image of year-round tourism and low percentage of tourism.



Conclusion
Overall, we would like to say that it is very important to understand and communicate with the different types of customers. It is important to understand the customers and to focus and try to understand their different preferences based on their country and culture. As Rice C. (2010) explains:” The central to the whole function is the concept of the customer, and the aim is his or her satisfaction.” It is important that you try and make a research based on which country your guests are coming so that you are aware of their culture and customs, so that you know how to prepare for them and also have staff which know their language in order to make the customers more comfortable. As the author Grigoroudis E. (2009) says: “…Satisfaction is the consumer`s fulfilment response.” As a general we would like to say that delivering excellent service, understanding and communication with your customers will reward you and, in some way, you will learn new things about the different cultures around the world.
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