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Differences in culture exist since the dawn of time based on people’s background, and ethnicity, which has an impact on people’s values, attitudes and behaviour (Angelova & Zhao, 2016). Cultural awareness is an integral part of the business within the hotel industry mainly due to the fact that guests come from different ethnicity and background, and guest satisfaction is directly linked with cultural awareness (Baker, 2015). Cultural awareness of the staff in the hotel industry is identifying how the background of the guest impacts their expectations and providing them with the required services. 
The present aide-memoire discusses the Hotel Hilton in the UK, which is the global flagship brand of resorts and American hotel chain, which presently operates in several global countries including the UK (Hotel Hilton Annual Report, 2020). It discusses the ways for the hotel staff to manage guest services for international visitors, and it also discusses the list of international countries from where the guests come to visit the Hotel Hilton and their cultural differences. In the end, it also evaluates the dos and don’ts for the hotel staff. 
[bookmark: _Toc39051109]Main Body:
[bookmark: _Toc39051110]Ways the guest service experiences are altered by international visitors:
Guest satisfaction is the main priority for the hotels to manage the international chain of hotel service (Lokkesmoe & Kuchinke, 2016). Hotels focus on providing the best quality services to international visitors as it promises (Curdt-Christiansen & Weninger, 2015). The initiatives to improve guest service facilities in hotel create innovative ways to boost the ratings of great customer satisfaction (Köseoglu, Chan, Okumus, & Altin, 2019). The experience of guests starts before their arriving at hotels to stay and see the actual services it offers. It starts with the booking facility organised by the hotel, which evaluates its performance level from the beginning (Pham & Tran, 2015). Hotel Hilton has created an official website which is mobile-friendly, and customers get evidence of its services by its visual appealing in the website. But, the staffs of the hotel needs to provide the services to the visitors according to the experience mentioned in website. The international guests get a prior view and knowledge about its services which is enjoyable. At the time of visiting the hotel, a visitor connect with the website where presence of services list gives experience about the brand. However, the entire responsibility of providing quality services needs to be maintained by the workers as their service quality can create a positive experience among the visitors.
The active support of hotel services is assessed by the response of guests and their positive feedback. The best guest management has an effective platform to take feedback from customers and give response actively (Tarí, Pereira-Moliner, Pertusa-Ortega, López-Gamero, & Molina-Azorín, 2017). In case of international visitors, the hotel needs to provide feedback form in different languages like Spanish, Chinese, Japanese, French. This would be attractive among the guests from different locations and they can also be able to provide their valuable input against the service in the hotel. Options to welcome international visitors in different ways according to the cultural ritual of different countries also requires to be incorporated in Hotel Hilton. This would help the hotel to attract and receive positive feedback from the guests across the world. 
Proper communication and etiquette with the visitors enhances the satisfaction level of customers which encourages them to take the services (İlter, 2015). The staffs of Hotel Hilton are trained to manage clear communication with international visitors as they come from different regions and cultures (Baker, 2015). However, the hotel employees also needs to maintain etiquette and for that the hotel should organize different training programs. Maintaining the etiquette according to the culture like Chinese people's tendency to maintain distance during conversation could be attractive among the guests from China.
Keeping personal of the guests secure is one of the essential part of delivering quality services in the hotel industry (Curdt-Christiansen & Weninger, 2015). But, personal interest of guests are needed to be noted by the staffs. This is because the delivery of personalized service to guests is one of the essential requirements of the visitorshe personalise experience satisfy visitors and their sharing information with others about the services increases the business of the hotel. For this reason, the hotel staffs should asks about the personal interest of the guests during their check in and provide service to them according to the personalized or requested items.
[bookmark: _Toc39051111]Cultural differences in international countries:
The countries from which the guests visit Hotel Hilton in the UK on a regular basis, and their differences in culture with the UK is given below:-
United Arab Emirates:
Cultural difference in behaviour:
· Children deserves a special attention in the UAE unlike the UK, where children are treated formally just like adults (Baker, 2015). 
· Alcoholic orders are not required to be asked to the UAE customers unless they ask it themselves. 
Cultural difference in customs:
· Women wearing shorts are discouraged in the UAE, and so, the women staffs are required to have long dresses. 
· The people of the UAE are more closely attached to their families whereas in the UK, the people are attached more closely with their peers. 
United States:
Cultural difference in behaviour:
· British people are more prone to discuss the weather and climate, whereas the Americans like discussing more on politics (Angelova & Zhao, 2016). 
· Americans are more likely to sit inside the restaurant whereas the British prefer a seat close to the window. 
Cultural difference in customs:
· Americans are comfortable to speak with strangers whereas the British are more reserved. 
· Americans prefer a lot of choices for serving coffee whereas British coffee is only of one type. 
India:
Cultural difference in behaviour:
· Indians prefer flexible time both for themselves and others unlike the UK customers, who prefer punctuality (Köseoglu, Chan, Okumus, & Altin, 2019). 
· Indians do not directly prefer criticism, and it is considered as an insult unlike the British who uses sarcasm. 
Cultural difference in customs:
· Indians have a hierarchical society, and so, they prefer to be respected when they visit restaurant by the staffs rather than treating them as friends or becoming too close to their privacy. 
· Indians are more close to their family norms rather than the British, who thinks individualistically. 
China:
Cultural difference in behaviour:
· Chinese people often push a queue, which means that they are in a hurry, and the other people cooperate, and it is not considered offensive unlike the UK (Pham & Tran, 2015). 
· The Chinese people are habituated to have the whole animal served on a plate when asked for a chicken unlike the UK. 
Cultural difference in customs:
· Chinese customers are often in a hurry, and they press for being served faster unlike the UK customers. 
· Chinese people have a habit of spitting quite often unlike the UK customers. 
Australia:
Cultural difference in behaviour:
· Australians are open whereas the British are reserved. 
· Australians criticise the wrong services directly whereas the British speaks with sarcasm. 
Cultural difference in customs:
· British people keep friendship with people connected with their profession whereas Australians keep old pals of schools and colleges (Pham & Tran, 2015). 
· Australians have drinking culture within the formal atmosphere whereas the British only drinks informally. 
Japan:
Cultural difference in behaviour:
· Japanese are more concerned about smaller details within a guest room rather than the bigger ones unlike the UK (Angelova & Zhao, 2016). 
· Japanese have already decided their orders in a restaurant before the visit, and they do not actually decide after seeing the menu unlike the British. 
Cultural difference in customs:
· Japanese are close to family whereas the British are close to peers. 
· Japanese love to talk whereas British are reserved. 
Germany:
Cultural difference in behaviour:
· German customers do not smile during the first meeting whereas smiling is a courtesy in Britain (Pham & Tran, 2015). 
· German customers are often aggressive when not satisfied but British are more polite and sarcastic. 
Cultural difference in customs:
· Germans are more honest in their opinions, but British are often devious for procuring profit (Tarí, Pereira-Moliner, Pertusa-Ortega, López-Gamero, & Molina-Azorín, 2017). 
· Germans do not engage in casual conversation but British often do. 
France:
Cultural difference in behaviour:
· French people want to know more about personal life of people other than professional life, which is interesting for the British (Angelova & Zhao, 2016). 
· French people prefer light handshake during initial meeting whereas the British prefer a firm handshake with a strong eye contact. 
Cultural difference in customs:
· French people seek informal conversation with the staffs rather than only service and business-related conversation. 
· French people are often interested about the history of a hotel or a restaurant before visiting. 
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The hotel staff are required to follow some do’s and don’ts in Hotel Hilton UK for satisfying the customers at regular intervals as given below:-
Do’s:
The hotel staffs needs to have a planning about customers’ expectations even moments before they actually arrive by making them communicate their expectations at the time of booking (Hotel Hilton Annual Report, 2020). The staffs are required to ask the expectations directly to the customers, and the kind of services and food they require for breakfast, lunch and dinner. Also, a customised form is required to be filled up by the customers where the expectations of every individual are needed to be written down in a proper manner. It is also needed that the customers’ feedback is required to be taken at regular intervals, and online communication is needed for the maintenance of good bonding and relationship. 
The social networking is a growing platform nowadays, and the hotel staffs needs to form a group on the social media for an informal discussion with customers. The informal discussion on the social media helps the staffs in forming an idea about the culture of customers, and the things that they need while visiting the hotel premises (Hotel Hilton Annual Report, 2020). The customers who are from the non-English speaking countries are required to communicate in neutral English rather than the English native for better understanding. 
Don’ts:
The staffs are not required to assume about the culture of customers at the moment of their arrival from their background or ethnicity. It seems racist to many customers because the culture does is not influenced by the origin all the time but their place of birth and the peers as well (Hotel Hilton Annual Report, 2020). Therefore a proper communication with the customers, and observing their cultural attitude and values are required to be done at regular intervals. It has also been found that the IT department of Hotel Hilton UK needs to control the negative feedback provided by the people on social media and channelize them into personal messages. 
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The aide-memoire has concluded that the cultural awareness is essential for business development because by etiquettes, good bonding and customer satisfaction is possible to be enhanced in the hotel industry. It has also been seen that cultural awareness is important for Hilton Hotel UK as it deals with international guests from various parts of the world. The positive feedback and customer loyalty is enhanced by cultural awareness, which plays a role in increasing the revenue of the hotel. 
The cultural understanding is increased by knowing the cultural differences between the UK and other parts like the UAE, the US, Australia, Japan, France, India and Germany. As well as the do’s and don’ts of the hotel staff are discussed where it has been found that the assumption of customer’s culture is wrong process, and they are required to be understood by the help of feedback. 
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