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Tourism has become an integral part of social life. People are increasingly traveling for business, recreation and relaxation, and want to get high quality services. The provision of hospitality services, combined with state-of-the-art technology and knowledge of guest requirements guarantees improved profitability of tourism capital. In order to operate effectively in today's globalised, competitive market, the hotel staff must be well - trained, fluent in foreign languages, familiar with the industry and current trends, and also able to provide traditional hospitality. The 21st century hotel is not only a building but, above all, a competent, knowledgeable and attentive staff that is ready to serve and satisfy the needs of its guests. With a good understanding of what the guest expects, they are able to better meet their needs by providing the necessary services thus achieving a high level of client satisfaction.
A significant quantity of visitors to hospitality companies are foreigners. Knowing the values, attitudes and perceptions of different customer groups contributes to increasing their satisfaction and loyalty, therefore achieving the goals of the hotel. To enhance guest service experience, staff should be responsive to intercultural sensitivity and communicate in a way that respects diversity, taking into account verbal and non-verbal exchanges, body language and communication gestures. It must show loyalty, responsibility, initiative, honesty, pragmatic thinking, combinability, flexibility and be able to assess the risks and potential consequences of communicating with international visitors.
Several multicultural studies in the hospitality industry show that “cultural norms and values ​​play a significant role in service quality expectations” (Li et al., 2011; Pookulangara and Koesler, 2011), “the nature and strength of customer relationships” (Gopalan and Narayan, 2010; Kokkranikal et al., 2011) “and change in customer behaviour, service culture and building competitive advantage” (Hallowell, Bowen and Knoop, 2002), “creating market share, profitability, customer satisfaction and loyalty” (Gray, Matear and Matheson, 2000).
The aim of this assignment work is to provide a handbook for the employees in the hospitality industry, in order to help manage their guest service experience in a global context. This work will also include a list of countries as a way to identify various customs and behaviours. In the body of this work is included a list of do’s and don’ts that has been issued for the hotel staff; that will assist them in promoting a good ethical practice.

[bookmark: _Toc39236697]Culture and cultural differences 
Culture is a concept that has been and continues to be the subject of much research and debate. The importance and essence of national culture are difficult to put into a universal framework or concept. There are numerous definitions in scientific literature. Some definitions are:
• “Culture is a way of life for a group of people, a configuration of more or less typified patterns of learned behaviour that are passed down from one generation to the next through language, customs, and more” (Adler and Gundersen, 2008). In other words, culture is a system of rules and habits that determine people's behavior and lives.
• “Culture involves certain patterns of reasoning, feelings, and reactions that are conveyed mainly through symbols that cover the various achievements of a particular group of people ... the core of the culture consists of traditional ideas and their corresponding value” (Hills, 2002).
• Culture represents the common values, customs, perceptions and rules of conduct of a people, the way a group of people resolves problems and settles disputes. It is the filter through which we perceive and evaluate information, and the basis on which we make judgments.
• Grönroos (1990) defines culture as "a natural way of operating hotels, where one of the most important norms is to provide quality customer service and to be grateful for the good service of all". 
Many researchers claim that culture directly or indirectly influences employees' attitudes and behaviours, which in turn influence organisational performance (Denison, 1996). For this reason, culture can be seen as a prerequisite for organisational effectiveness.
Cultural knowledge is very important for hospitality employees. Sources of culture in the hospitality industry are spoken languages, basic and specialised education, group and ethnicity, social class, nationality, primary socialisation, religion, gender and business ethics. Cultural diversity represents the characteristics by which one individual becomes culturally different from another. Cultural differences include lifestyles, human principles, beliefs, morals, practices and behaviour. Cultural diversity is important for the hospitality industry as it addresses the individual sensitivity of the customers - needs, wants, expectations, attitudes and reactions, complaints and reputation of the hotel company.
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To accomplish the guest service experiences successfully it is important to know the tourists’ nationalities, the essentials of their culture, the way of greeting, as well as the themes of conversation. It is the policy of every hotel not to discriminate on the basis of race, nationality, religion, gender, marital status, age, ethnic origin or disability. Guests and staff are expected to adhere to this policy. Particular care should be taken when communicating with foreign guests, because the same gestures across cultures have different, often opposite, meanings. For example: Bulgaria is one of the few countries (if not the only one) in which nodding its head means "No" and rocking left to  right - "Yes". In almost every other country in the world, the opposite is true - vertical movement of the head means consent, while horizontal - denial.

Communication is the heart of the customer service. Greetings are most often the first impression of communication. To show good upbringing, people need to be able to greet their conversationalist according to cultural customs.
In France, people are greeted with a light handshake or a light kiss on both cheeks. This is done at the beginning and end of a meeting. Depending on the situation and the closeness between people, the kiss is different.
In the UK, the most common greeting between acquaintances is a handshake accompanied by the question "How do you do?". The other person's answer should be the same. Cheek kissing is only used between friends who have not seen each other for a long time. The same applies for Irish and American citizens.
In Spain, as in most Mediterranean countries, they are naturally warmer and more spontaneous. Therefore, they tend to greet each other with a kiss on both cheeks - both when dating and between friends. An exception is made only in a work environment and when meeting a very reputable person. In all other cases, it is considered an insult.
In the US, the most common greeting among men is a handshake. Americans, unlike Latinos, are more respectful of the person’s personal space and prefer to offset gestures with a cheerful attitude. In most cases, a smile and a cheerful greeting are sufficient. 
In Japan, it is a sign of good education that men and women greet with a bow - in the form of a slight nod of the head or full bow in the waist. Likewise in the Middle East, in Japan, men do not shake hands with women.
In Korea, they also greet with a bow, but then a hand is given for greetings. During a handshake, a sign of good upbringing is with the free right hand to grasp the other person's forearm.
Formal communication requires politeness and courtesy, but excludes elements of informal and friendly communication such as shaking hands, imitating sounds, substituting words with gestures, and even the recent popularity of making quotation marks with fingers in the air.
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In a study of how Germans see themselves, they state the following: they love serious things, they are hardworking, competitive and ambitious, they have a sense of order and they are disciplined, efficient, organised, accurate and correct, they love the truth and are honest. Germans also point out some negative qualities, such as: they think they know better than others, have no sense of humour, are not polite, love to dominate, have a strong need for security and are afraid of risks; their fears, doubts and concerns are the reasons for their desire to control, review and document things. German tourists are among the most well-travelled people in the world. They plan their long-term vacations the seaside, mountains, historical sightseeing, adventure and spa recreation, exploring remote and unfamiliar places around the world, etc. They are adherents to traditional German cuisine.
The British are known by their conciseness, emotional restraint, correctness, traditionalism. They sympathise with and respect foreigners. The British sense of humor is characterised by some sarcasm and self-criticism. Mostly middle-aged people travel, they keep their word, are interested in the country’s history and the lifestyle. They favour shorter journeys, seaside resorts, sports facilities, smaller and cleaner hotels with good and tidy service.
Muslim tourists seek vacations in new regions where they can follow their faith and use services appropriate to their lifestyles, beliefs and worldview. They look for the halal label of hotel’s food, restaurants and even the airlines they use. They should not be treated in the same way as tourists with non-Muslim culture. From the tourism point of view, Muslims can be: with liberal attitudes towards their religious requirements - people with more secular views; conservative traditionalists - they are not deeply religious but respect most of the religious rules, restrictions and obligations; deeply religious - they obey all the canons and would not undertake tourist trips if they were not sure they could count on their observance. Muslims do not consume pork and alcohol. It can sometimes be seen as disrespectful to the guest if the hotel staff shows too much courtesy to the Muslim wife and shortens the distance.
Russians are highly emotional, both positive and negative. Characteristic features of the Russian tourist's mentality are the vigilance and the eternal fear of being deceived or outsmarted. They always leave with the thought that something is wrong. There are certain requirements for high quality service to the tour operators, discount requirements, buffet requirements, specific cuisine required by Russian-speaking Muslims. Russian tourists are definitely looking for their cuisine. Often the purpose of the trip is to get to know the historical and cultural monuments. They are not conflicting.
Across the world, there are generally accepted restaurant behaviours, but there are also country-specific. For example, in Japan, it is considered disrespectful if the tablecloth is not tarnished while eating (the more, the better) or if the soup is not slurped. But such a thing in France will be perceived as impolite. The same applies to elbows on the table (up to the wrists), conversations while eating, eating with your fingers, etc.
The peculiarities of the character and the culture of the customers largely determine the behaviour of the hotel staff. The employee should therefore strive to perform a kind of "psychological analysis" of the guest. Customer behaviour should be monitored and attempts should be made to identify the main features of their character in order to predict their behaviour and reactions.
[bookmark: _Toc39236700]Table of Do’s and Don’ts
	
Do’s

	
Don’ts

	
Establish eye contact while speaking to guest 

	
Tell a guest that you are tired, working long hours or want to go home


	
Greet everybody you meet with a smile

	
Contradict or interrupt guests

	
Address the guests by name at all possible opportunity

	
Discriminate because of nationality, race, religion, sex or appearance

	
Guide the guest to the right destination when they ask for directions

	
Insult the guest

	
Keep clean your work area

	
Make promises that exceed your authority

	
Listen to guest complaints 

	
Argue with the guest

	
Keep your self-control and stay calm

	
Respond with hostility and defensiveness

	
Report incidents to the manager 

	
Promise the impossible or something that goes against the company's policies and rules


	
Get to know your guest, what interests they have and their expectations

	
Be rude or scruffy

	
Ask questions in a sensitive way

	
Get involved in a dispute between two clients

	
Be courteous and friendly, professional, respectful at all time

	
Ask too many personal questions than necessary

	
Ask a colleague for help if you do not understand the client's language

	
Impose your personal habits and customs

	
Be ready to say “sorry”

	
Show personal likes or dislikes

	
Treat all guest with kindness

	
Be on your phone
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This guide is intended to improve the understanding of employees in the hospitality industry about the value of knowledge, about cultural differences and intercultural communication skills and staff should strive to acquire them.
Knowledge of the cultural differences of guests and the willingness to overcome them is of great importance in tourism. It is crucial for all companies working with foreign clients to train their staff so that they acquire the knowledge and skills to work with people of different cultures.
Finally, not two people of a given culture and nationality are the same. People are different and not always what applies to an English man, for example, applies to all of other British men. Therefore, we should not be guided by stereotypes. In tourism, where customer care is the main criteria for the quality of services, we must interpret each guest individually.
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