This Memoir and aid is to accompany anybody wanting to understand the cultural variations of visitors travelling across the world. This helps aide better service better experiences, a customer experience which incorporates a company interaction and service delivered to satisfaction. Studies indicate when customers are given a feeling of being or belonging this helps them to relax, relaxed customers often spend more money and give positive feedback through word of mouth social media and other platforms would help’s increase the profitability of any hotel chain. Customer satisfaction increases brand loyalty brand loyalty is a very valuable commodity as this is a driving force which allows a company to expand.  
 
This is also supports the theory of(Berry 1983: Glynn and Liehtinen 1995: Gronroos 1990: Morgan and Hunt 1994) long-term financial growth is Optimum as both attraction and retention of repeat business, positive marketing factors that Drive business forward, as this article indicates back when it was written in 2002, marketing was prevalent and to understand and to retain their customers was optimal in today's Society as marketing has increased and we are weaving our self-closer to an A,I Society, understanding and knowing our customers is still very prevalent and marketing plays a large role within this.  
 
As companies now can empower their staff to communicate across different cultures and diverse Communities to accompany their culture and needs, this helps to further gain trust for the establishment and enriches the guests experience. 
This Memoir will aid the user to further understand the differences and gain an understanding of different international customs and cultures this can enhance the guests experience and help the establishment to gain valuable skills for when encountering guests from different cultures.  
This is integral to the hospitality and tourism industry it has become an integral part of the job when working in these sectors. Understanding our guest and their customs, values, places a business in prime position to receive the reward of loyalty. This is delivered through service, prevalent is interaction through human communication, this is determined by the guest experiences, values, culture, upbringing and education, based on these requirements appropriate interaction then can be implemented between you a service provider and the receiver your foreign guests, this is ensuring the correct and ongoing use of marketing is prevalent, ensuring retention.  
Nearly four decades have passed since the first mention of the relationship marketing concept by Berry (1983), but the concept Is still in vogue, maybe more than ever. 
The relevance of adopting, embracing and executing cultural understanding ultimately is profitability, this has shown massive growth in many areas of hospitality for example the Marriott Hotel chain, McDonald's, Emirates Airlines have all had huge growth through ongoing investment in marketing, learning from and understanding their customers better, making sure there offering is ample . Understanding the diversity and variations of cross culture and the many dimensions it has. Culture is according to Hofstede 2013 "is the collective programming of the mind that distinguishes the members of one group or category of people from others’’. 
· Within the hospitality and tourism sector. Hofstede model is widely used across many cultures and countries worldwide. His theory demonstrates dimensions and how they represent and highlight cultures and their values and how they can differ. Along side Geert Hofstede’s 6 cultural dimensions ,Fons Trompenaar’s 7 cultural dimensions and Erin Meyer’s 8 cultural dimensions are all examples of theories in practice. 
 Culture can stem from many different places national culture is derived from a nation and it's continuous act which determinate it to be of value and has become come and inherent tradition with no religious affiliations, alternately religious practices become part of some cultures are passed down through many generations.  
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As demonstrated in this table above the six factors which can help determine which countries values and to whom these values apply can be seen below in the table where it clearly shows expectation levels as well as how they sit in compression with other countries. 
 
[image: C:\Users\shahz\AppData\Local\Packages\Microsoft.Office.Desktop_8wekyb3d8bbwe\AC\INetCache\Content.MSO\C94C84CF.tmp] 
 
(from lectures notes Moodle accessed 11/12/19) 
 
Using Hofstedes and Minkov theories I will illuminate several countries traditions and cultures and explore the cultural differences and displaying their core values, embedded culture and the do’s and don'ts of when meeting them for the first time. 
 
CHINA CULTURE & SOCIET 
The main religion in China is Taoism primarily then Buddhism, followed by Christianity and Islam. Taoism is of an archaic spiritual background which focuses on the need to live in coherence with the Tao which is, the basis of all existence.  Unlike Confucianism, it does not emphasis on societal demand or sacred activities. 
Family relationships in China have the most value and high importance is placed upon hierarchy. Many of the ideals in Chinese culture are based upon Confucianism which highlights sense of duty, honesty, faithfulness, loving devotion and honour. 
In 1949, Peoples Republic of China, communism became the new government. foundation of communism was envisioned to bring about a equal society and eliminate the so called ‘governing classes. 
Face; is considered a person’s honour in Chinese culture.  It translates as 'honour', 'good reputation' or 'respect' 
The Chinese are a unified society with a necessity for group association to maintain a sense of coordination, they will act with dignity at all times and will not do anything to cause someone else public humiliation.  
Chinese unspoken communication speaks volumes. Since the Chinese strive for harmony and are group dependent, they rely on facial expression, tone of voice and posture to convey meaning or intention. 
The Chinese can be particular and territorial of their personal space, they touch each other only through familiarity and avoid prolonged eye contact, this could be seen as confrontational.  
 
INDIAN CULTURE & SOCIETY 
Indians have centuries of imbedded cultures, cross cultures and have high regard for there rituals, customs and etiquette’s the religious affiliation is strong. The percentage of people belonging to the following religions are Hindu 76.8%, Muslim 15.2%, Christian 2.5%, Sikh 1.6%, other and unspecified 2%. 
Family is considered highly in India and family values are highly respected throughout Indian families, the hierarchy is maintained and well respected. Emphasis is placed on education and climbing the economic ladder is very prevalent in the Indian culture. The Indian’s economy is one of the most progressive economies in the world, labour forces are estimated at 508.3 million 60% are working in agronomy or connected trades. Indian’s have captivated and combined many different customs and ideas throughout its long history which has led to a rich tradition and folk culture. 



CULTURE OF ARGENTINA 
The culture of Argentina is varied, it spread widely across the diverse cultural groups of immigrants that settled there. Largely influenced by the Spanish, Italian and other European backgrounds, this exceptional mixture gives Argentina its distinguishing cultural flair. For example, Buenos Aires is often referred to as “little Europe” because it is home to fantastic European architecture in a South American setting. 
European pilgrims flocked to Argentina making its majority Roman Catholic.  
Argentinians are direct and blunt. They are warm people who often communicate in close contact with one another. It is not uncommon to have little physical distance between speakers. When meeting people from Argentina a handshake with eye contact will do.  



EGYPTIAN CULTURES AND VALUES
For almost 13 centuries Arabic has been the written and spoken language of Egypt. Egyptians are warm friendly and have a relaxed attitude to life Islam is practised by the majority of Egyptians and governs their personal, political, economic and legal lives. Social class is very apparent in Egypt since it determines your access to power and position. The social class an Egyptian is born into determines their everyday life and the prospects they will have. There are three social classes: upper, middle, and lower.
Family and kinship are most substantial in Egyptians culture, several generation may all living under one roof, the respect factor is paramount and establishes important roles in social relations 
Honour is an important aspect in all Egyptian families, it cements facet of interpersonal relationships.  
Greetings are originated on social standing, religion. When first meeting It is best to follow the lead of the Egyptian you are meeting with.  


AMERICAN CULTURE & SOCIETY 
Large number of settlers that make up the populace of America is very much a multilingual country. Per the American Community Survey 2011, endorsed by the United States Census Bureau, the top 5 spoken languages in America are: 
English – 230 million, Spanish – 37.58 million, Chinese – 2.88 million, French – 2.05 million, Tagalog – 1.59 million 
American Sign Language (ASL) is the most common sign language in the United States.  
The vast majority of people in the USA are Christian – around 70-78%.Catholicism is the largest single denomination however Protestants of all denominations (i.e. Baptist, Methodist, Lutheran, Presbyterian, etc) outnumber Catholics. Judaism is the largest non-Christian faith (around 1.6%) , followed by Islam (0.5%) as well as all other major faiths such as Buddhism, Sikhism, etc. 
The family unit is typically small (with exceptions among certain ethnic groups). Individuality is valued, and this is replicated in the family unit. People are proud of their individual achievements. Food is varied and be stereo typical to fast food culture as the inventors of fast and focused lifestyle.


GERMAN CULTURE & SOCIETY


Geographically Germany is at the centre of Europe it's population is 18 million and 91.5% of his population is German the Turks coming second at 2.4% and the remainder 6.1% is made up of Greek Russian Italian Serbian Polish and Spanish migrants. They are highly private people and are known for their punctuality and thriftiness they are hard-working and industrious and place emphasis on making sure everything runs on time they are highly organised and have been called compartmentalized making everything in controllable sections they are stoic people they strive for perfection precision in all aspects of their lives.
Christianity is the main religion is 65 to 70% of the population being Christians 29% of those are Catholics and Muslims make up 4.4% and 36% unaffiliated to any religion. A long tradition in Germany are pork sausages and beer this is not only a tradition dish as well as embedded in their culture. Germany has a long culture within the Arts being the birthplace of many famous composers such as notes Ark Bath Ludwig van Beethoven Johannes Brahms Richard Wagner architecture has also a great prevalence in their tradition and is obvious from buildings designed by romanesque you gothic baroque Rocco and Renaissance represented in cathedrals Hobbit buildings castles and the Berlin Wall
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	COUNTRY
	DO’S
	DONTS

	Thailand

	Thais greet by bowing, this called wai, a prayer like movement with hands together, starting below the chin and raising up to the nose according to seniority
	Extend your hand as this can often offend, bowing your head is more appropriate when serving a Thai guest.


	Japan

	Shake hands and slightly bow the head when meeting a Japanese guest, accept business cards as gesture of good faith.
,
	Don’t Hold the Japanese guest hands to firmly, they have a gentle nature and extreme gesture could cause them to loos face.

	Africa

	There is a large variation of cultures throughout Africa, some Muslim Africans may prefer a hand placed on the chest as a gesture of greeting one another, whereas others prefer a good hand shake. In east and southern Africa, holding your right elbow with your left hand during the handshake is a sign of respect.

	Don’t try and shake a womens hand unless she offers it, a polite acknowledgement is enough.
Don’t withdraw or offer a light handed shake as this may be taken in an offensive mannor.

	Middle East

	say ‘As-salaam alaykum’ (‘peace be upon you’); the response is ‘Wa alaykum as-salaam’ (peace be upon you, too). This is the standard greeting for all, no hand shakes just a hand placed on the heart

	Don’t Shake the females guests hands a hand on the heart is a gesture of acknowledgement. Men often hug and kiss.

	Latin America

	A firm hand shake and eye contact, some people may air kiss,  
	No contact is made during air kissing, but if approached for a hug do not shy away.

	USA
	Greet them by say hello or Hi, smile and show them you engaged, this is a good sign for them they know are focused.
	Don’t ignore or show a lack of interest this will disengage them, avoid giving them room 13 as they are highly superstitious about this number.


	CHINA

	Be formal in your greeting, addressing the guest through there title or surname, try and greet the oldest person first. Ne Hao is hello
	Don’t stare directly at the guest or frown as this is disrespectful, be attentive but in subtle and respectful manor.

	ARGENTINA
	Do offer a warm and enthusiastic welcome, they are colourful and full of life.

	Don’t be offended if they stare as this is one of their customs especially at women.

	GERMANY
	
	

	UK
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