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Introduction 

Every one like to travel and see new places, the most important thing is to know about the place which we will visit something about the cultural of the place and to know how the guest is allow to be dressed and how not, but is also really hard for the people which are working in hotel industry, because is not easy to recognize the people from which places they are coming and in what they are believe. For this reason, that report is to present some different country and the type of say hello at example they use.  

If the staff is more prepared that will incise the incomes and the feedbacks will be more positives, this will helps also for the guests experience to fell more in home and to don’t fell missing the originally country.
This report 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. 
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.
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. 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. 




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 sit in compression with other countries.





Using Hofstedes theory I will illuminate several countries traditions and cultures and explore the do’s and dont’s when meeting them for the first time.

CHINA CULTURE & SOCIETY
Religion & Beliefs:
The most followed religion in China is the Taoism, but there are people who follow different religions. They accredit to Buddhism for example. After in the next two religions following are Christianity and Islam. Taoism is the archaic spiritual religion of the country and it focuses on the need of a person to live in harmony with God Tao. People deem that this system is the basis of all existence. Az opposed to Taoism, Confucianism doesn't follow believings such like societal demand or sacred activities.

The Family:
Chinamen keep on the value of the family. For them it is huge importance. It’s even placed upon the Confucianism which highlights sense of debt, honesty and faithfulness, loving devotion and frequent. Confucius is a Chinese scientist in the sphere of philosophy and a politician burned in 550 BC. The thoughts he preach are arranged in a way to save the balance in civilization. Even until today they support the family deals. The main conviction of his viewings is to build a qualitative, strong family and to her to society.

The Importance of "Face": 
Face is a determinant belief for the chinamen. For them it is like honour and respect; they use the face not like a part of the body but like a part from the soul of a person, a sacred force. It's very important to not "lose" your face. You should appreciate this their belief.
 Collectivism vs. Individualism:
The Chinese are a united society with a need for group association, for family, school, work group, or country. In order to maintain a sense of coordination, they will act with decorum at all times and will not do anything to cause someone else public embarrassment. Individuals are typically willing to subjugate their own feelings for the good of the group which can often be observed by the use of silence in very structured meetings. If someone disagrees with what another person says, rather than disagree publicly, the person will remain quiet. This gives face to the other person, while speaking up would be deemed to cause both parties lose face.
Communication style:
Chinese non-verbal 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.
Frowning while someone is speaking is interpreted as a sign of disagreement. Therefore, most Chinese maintain an impassive expression when speaking. It is considered disrespectful to stare into another person's eyes. In crowded situations, the Chinese avoid eye contact to give themselves privacy.
Personal Space:
Chinese people are precious of their personal space and do not like over-familiarity. Touching is only acceptable between family and close friends
 INDIAN CULTURE & SOCIETY
The Family
Family values are highly respected throughout India and are fundamental in daily life. The structure of the family is patriarchal; a woman must obey her father, her husband, her son. Arranged marriages are common.

Social Stratification
India has one of the world’s oldest caste systems. The caste structure divides people into four main groups: Brahmins, Kshatriyas, all placed in order of importance.
Arts, Humanities & Popular Culture
The Indian culture has absorbed and amalgamated many different customs and ideas has led to a rich tradition and folk culture.

CULTURE OF ARGENTINA
The culture of Argentina varies widely across the different ethnic groups and the immigrants that settled there. Largely influenced by Spanish, Italian and other European backgrounds, modern Argentina is a hodge podge of European meets American Indian. This unique blend gives Argentina its distinctive 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.
Etiquettes
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. If there is a third party, wait to be introduced.
Food and drink
Argentina knows good food and drink. The culinary ingredients of South America met the flavors of Europe in Argentina. The result was magic. Empanadas are a popular snack in the region and throughout South America. Essentially a stuffed meat pastry, these tasty snacks are sure to satisfy your hunger.
Language in Egypt
For almost 13 centuries Arabic has been the written and spoken language of Egypt. 
Islam in Egypt
Islam is practised by the majority of Egyptians and governs their personal lives.
Family Values
The family is the most significant unit of Egyptian society. Kinship plays an important role in all social relations.The individual is always subordinate to the family.
Egyptian Honour
Honour is an important facet of interpersonal relationships, Respect and esteem for people is both a right and an obligation. An individual's honour is intricately entwined with the reputation and honour of everyone in their family.
Etiquette & Customs in Egypt
Meeting Etiquette
Greetings are based on both class and the religion of the person. It is best to follow the lead of the Egyptian you are meeting. Handshakes are the customary greeting among individuals of the same sex. Handshakes are somewhat limp and prolonged, although they are always given with a hearty smile and direct eye contact.

USA LANGUAGE IN AMERICA
There is no official language in the USA although English (specifically American English) is the primary language used for legislation.
 AMERICAN CULTURE & SOCIETY
Religion & Beliefs
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 USA has also produced its own Christian movements such as the Mormons and Shakers. Around 15% of Americans consider themselves atheists. Although a secular country, religion plays a large role in politics especially at Presidential level.
The Family
[bookmark: _GoBack]The family unit is generally considered the nuclear family, and is typically small (with exceptions among certain ethnic groups). Extended family relatives live in their own homes, often at great distances from their children. Individualism is prized, and this is reflected in the family unit. People are proud of their individual accomplishments, initiative and success, and May, or may not, share those sources of pride with their elders.
Conclusion:
Every person who want to work in the hotel industry have to know more languages and to be rich of knowledge and to have a rich cultural of knowing something like if the guest like to shake eking the hands or not, if to watch a women in the eyes is not make the ladies to feel bad. 
If the guest is happy of the services which had receive will give the advice to other people to use that hotel, and that will incised the incomes and the good feedbacks of the hotel. 
That will help the guest to have a better trip using the services of the hotel and also the staff to don’t feel uncomfortable. Every manager should make some training where is presenting the different culture in the word and how to approaching the guest.  
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