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Introduction
The purpose of this paper is to produce an Aide Memoire for hotel employees to critically understand international consumer behaviour and to assist hotel staff to enhance the guest service delivery. It will explore how to manage guest service experiences for the international visitors, through gaining a knowledge of global customs and cultures.

Cultural awareness
Cultural awareness is the ability to understand, discriminate the differences, manage the experiences correctly, and build a dynamic connection with people from different cultures in the global community (Friedman and Antal, 2005). People with higher cultural awareness demonstrate better ability to learn different aspects of other cultures, such as foreign languages and cultural standards. They show more appreciation and openness for people from other nationalities, react to unfamiliar behaviours in a non-judgmental way without expressing noticeable or obvious discomfort. Additionally, they willingly use their knowledge and experience about other cultures. Furthermore, they can easily blend with other cultures (Lustig and Koester, 2009). As highlighted in the interdependence theory (Kelly, H.H. et al.,2003), each part of the communication has been influenced from another part, due to the behaviour of the first part is having an impact on the second part. 

Cultural awareness in guest services
The common norms of one culture are not the identical in another culture. Ueltschy et al. (2007) explained that it is critical for service providing businesses such as hotels to comprehend that customer desires are not the same all around the world. Thus, it is essential for service providers to recognise the significant aspects of guests’ needs and integrate these findings into the quality of services they offer to satisfy their culturally diverse customers. A lot of countries have become more and more ethnically diverse due to the immigration, continual globalisation and full-speed development. Workers in the hospitality industry are required to recognise and address the cultural and linguistic needs of different nationalities. Due to this diversity, the hotel employees are expected to understand their clients’ cultural needs and to be able to deliver high quality guest service. It is crucial for hospitality businesses to know the basic differences between cultures. Better awareness of global customs and cultures would benefit staff of incorporating successfully customers’ needs in their brand and satisfying a diverse customer base.




Bulgaria

[image: ]
Bulgaria is a country in south eastern Europe with a very rich history, which is why Bulgarians are extremely proud of their region. Coffee shops, pubs, bar and restaurants are common meeting places for a drink, coffee, meal or snack. A popular snack is Banitsa, a pastry filled with cheese and eggs or spinach and onion. A traditional breakfast is a grain-based drink, boza, or airan, made with yoghurt. Popular alcoholic beverages are rakiya, made with fermented and distilled fruits like plum or apricot, and a typical for the region wine. Bulgarians are usually great when it comes to hospitality and welcoming guests. At lunches and dinners, the host always offers food and drink and it is considered impolite not to accept it. When going to a Bulgarian’s home, it is expected to bring a bottle of wine, flowers or candy. In Bulgaria, gestures for demonstrating "yes" and "no" are opposite from those in the rest of the world. A sideways shaking of the head means "Yes," and a nod of the head means "No". Greetings could be a strong handshake, direct eye contact or the relevant greeting for the time of the day. Bulgarians address people with their titles or with Mr / Mrs, followed by the surname, unless they are friends and family, who address each other with first names and perhaps a hug or kiss.






United Kingdom
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The United Kingdom or Great Britain includes England, Scotland, Wales and Northern Ireland. The principal language is English, which is spoken by almost 98% of the people in the UK with various dialects and accents. The United Kingdom is a crowded country. Brits manage this problem by being distant and composed in public, kindly avoiding strangers, quietly minding their own business, and setting up and guarding their private territories, places, homes, and yards. Humour is the key to the British culture. It is used in many ways: to create a nice ambience, to bring people closer, to criticise, to demonstrate affection or gratitude. Brits usually call their colleagues, friends and family, and even their bosses by their first name. British people do not like to complain. They would eat bad meals and they wouldn’t say a word if they had poor quality service, due to the discomfort, anxiety and nervousness they would need to go through if they make a scene in public. Typical British foods are fish and chips, sausage and mash, shepherd’s pie, Yorkshire pudding, black pudding and scotch egg.




Thailand
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Thailand, formerly known as Siam, is a country in south eastern Asia and the main spoken language is Thai. It is well known as "the land of the smiles," because Thai people are extremely polite, friendly, warm and welcoming. They hardly ever demonstrate emotions in public such as anger, crying, arguing, kidding or holding hands. A massive taboo is touching someone’s head as it is considered as the most clean and sacred part of the human body. Thailand’s traditional wai greeting, joining hands together into a prayer position and touching them somewhere between the head and the body, is a gesture of saying hello, being welcoming or showing respect. Thai food is highly appreciated all over the world. Thai cuisine is a strong combination of sweet, sour, salty, spicy and bitter flavours which are balanced in a way that demonstrate balance of textures and colours, and attention to detail. Traditional Thai dishes are pad thai (stir fry noodles), guay teow (noodle soup), tom yum (shrimp soup) and yam pla dook foo (mango salad).






Cuba
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Cuba is an island located between the Caribbean Sea and the North Atlantic Ocean. When Christopher Columbus first reached the country in 1492, he declared: “The most beautiful and human eyes I have ever seen”. Latin America, Europe, Africa, and native America have undoubtfully a huge impact on the Cuban culture. It has been defined by its rich history as well, colonized by Spain and the Cuban revolution in the 1950s, led by Fidel Castro. The official language is Spanish however it is common to hear Caribbean or Castilian dialects in some areas. Cuba is famous for its music and dance scene, which is influenced by both Africa and Spain, therefore it is an important part of the Cuban life. Traditional genres of music are cha-cha-cha, charanga, rumba and mambo, all of them still popular in Cuban culture today. Cuban cuisine is influenced by African, Spanish and Caribbean food. Traditional dishes include arroz con pollo (rice with chicken), cocido de garbanzos (chickpea stew), rabo encendido (oxtail stew) and maduros (fried sweet plantain). Cubans love loud conversations and they tend to be more emotional, passionate and intense than other nationalities. Looking someone directly in the eyes is preferred because it is a sign of respect. Being hospitable and friendly is a high valued quality on the island. A typical greeting consists of shaking men’s hands and kissing women on the cheeks. Physical contact and touching are seen more as a demonstration of kindness rather than a sexual connotation.



Nigeria
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Nigeria is the most populous country in Africa, situated in the western part of the continent. The official language is English although the number of spoken languages is estimated to be over 520. There are over 250 currently existing tribes in Nigeria, the main ones being the Yoruba, the Ibo and the Hausa. Traditional cuisine consists a lot of spices and herbs, vegetables, stews and meat. Typical Nigerian dishes are jollof rice (rice with tomato base), efo riro (vegetable stew), dodo (fried plantain), puff puff (deep fried dough) and suya (grilled beef skewers). Nigerian people are warm and approachable. They prefer speaking more directly and their tone is slightly louder than other African countries. Nigerians expect the facial expression to be kind and welcoming, indicating empathy. An indifferent facial expression can be seen as uninterested, annoying or oblivious. Close physical contact or touching is accepted in Nigeria. It is seen as a normal gesture and it doesn’t have any sexual undertone. Nigerian people prefer to be addressed as Mr./Mrs./Ms., followed by their last name. in business situations, Nigerians expect to be addressed by their titles, because they consider themselves privileged and respected. 






The Netherlands
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The Netherlands, sometimes known as Holland is a small country in western Europe. The official language is Dutch however Frisian, Turkish and Arabic are also spoken in some areas. Dutch people are moderate, quiet, tolerant, disciplined and practical. A firm handshake with everyone individually and a smile is the typical greeting. Close friends and family members may kiss each other three times on the cheeks starting from the left one. Schedules and agendas are high valued by Dutch people. It is expected and preferred to arrange social gatherings, appointments and business meetings up to six weeks in advance. Punctuality is high praised quality. Being late is not acceptable and it is considered rude in the Netherlands. Dutch people tend to be straightforward and direct, which may be seen as rude by foreigners, however in Holland they call it ‘openness’. They appreciate honesty and expect others to be open and outspoken in return. They use a warm and friendly tone when having a conversation, without excessive politeness or compliments. Dutch people value their personal and physical privacy and expect others to do so too. They do not ask personal questions and will decline responding either. By keeping their life private they maintain a sense of modesty. Dutch don’t like demonstrations of accomplishments or wealth. Traditional Dutch cuisine is simple and consists of a lot of vegetables, cheese and meat. The Netherlands is well known for its cheese, the most famous being Gouda and Edam. Typical Dutch dishes are stroopwafel (caramel waffle biscuits), pffertjes (mini pancakes), krekopok (fish croquettes), erwtensoep (pea and pork soup) and rookworst (smoked sausage).


Dos and Don’ts
	County 
	Demonstrate wealth  
	Dress casual   
	Use left hand 
	Handshake 
	Discuss politics

	Bulgaria 
	Do
	Do 
	Do 
	Do 
	Don’t 

	UK
	Don’t 
	Do 
	Do 
	Do 
	Don’t  

	Thailand 
	Don’t 
	Don’t 
	Don’t 
	Don’t 
	Do

	Cuba 
	Don’t 
	Do 
	Do 
	Do 
	Don’t 

	Nigeria 
	Do 
	Do 
	Don’t 
	Do 
	Do 

	Netherlands 
	Don’t 
	Do 
	Do 
	Do 
	Don’t 




Conclusion
Nowadays, we live in a society where global tourism is a fast-developing industry. It is clear that cultural customs and traditions have a compelling influence on what one expects from the quality of service and what satisfaction means for each country. In the hospitality field, it is necessary to be aware of different cultures’ needs. Therefore, it is essential to identify different cultures and how to approach each one of them. This will result in greater understanding of guests’ needs and providing higher quality service. Hotel employees should know what each of the countries analysed in this aide memo values the most, how they expect be treated and how to be respectful to every customer who comes to the property so that the service satisfaction is maximised. 
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