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The Hospitality Industry as such, is the sector that relates Understanding customer’s behaviour, crucial to tailor services and avoid misunderstandings.
Culture diversity highlights and evaluates important ethnic differences such as language, beliefs, values and behaviour in order to outline the importance of the background of an individual and enhance interactions with people from different environments. (Belfield, 2020)
Individuals working within the Hospitality must be able to understand customers behaviour, and evaluate their preferences analysing their background in order to tailor services, enhance their experience within the premises and avoid miscomprehensions. For instance, a simple gesture, tone of the voice or word in a specific situation, could be very offensive and result in a complaint. 
The challenge for many organisations, is to develop a “Culture” or “Values” based on the diversity is to embrace the globalisation and establish an “equity” based cosmopolis accepting different heritages. (Arizpe, 2014)
Organisations shaping their Values around customers culture awareness, are able to customise and tailor services according to customers preferences, leading to relevant growth and global expansions (e.g. Marriott, McDonald’s, Hilton).
The “Values” or company “Culture” must be planned and carefully thought through, to ensure that the message sent to all employee is what the company really wants to be recognised for, ensuring to meet the expectation and establish customer loyalty. (Ford, Sturman and Heaton, 2012)
Thus, it is important for a company to employee people with different backgrounds, particularly in terms of customer service, as they may be able to deliver a more detailed service or speak in their native language to promote a sense of belonging and a “home feeling”.
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In 2018, the United Kingdom registered a total foreigner visits of 37.9 million people outlining a slight decrease from 2017, with 39.2 million visitors from overseas. (Statista, 2020)
The top 10 countries to visit the United Kingdom have not changed since 2005, reaching the 62% of the inbound tourism, divided in 40% for holiday purposes and 22% for business. (VisitBritain, 2020) 
According to the source, the most important markets listed by volume updated as 2018, are: USA (3.87 Million), France (3.69 Million), Germany (3.62 Million), Irish Republic (2.78 Million), Spain (2.53Million), Netherlands (1.9 Million), Poland (1.81 Million), Italy (1.8 Million), Belgium (1.1 Million) and Australia (1 Million). 
Thus, important minorities are related to Middle-Eastern Countries, Korea, China, Japan, India Philippines, Canada and South Africa.  
In 2018, the total visits made from United Arab Emirates excluding British Expat were 392k, increased 4.71% in comparison to 2017. (VisitBritain, 2020)
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Culture diversity can be managed and analysed in many ways, and many differences can be found. The most important discrepancies are related to greetings, attitudes, religions, food, hierarchy and conversation. For instance, Japanese or Koreans bow holding their legs together when meeting someone, while Europeans or Americans will shake their hands. Thus, for Italians a simply handshake is used as greeting after closing an important deal. 
Bowing, for Asian cultures is a sign of respect, nobility and authority and it is used to say goodbye, express gratitude, asking a favour, beginning a training session or a formal ceremony and many more. Usually is the younger person or the “less titled” to bow first. However, a deeper or longer bow indicates respect while a short and small bow is casual and informal.
The importance of religion varies from continent to continent. Europeans and Canadians states that religion is not very important for them (below 40% of the population goes regularly to church and related events), while for Americans is slightly more relevant, with a participation to events between 40 and 60%. For countries like Africa, Brasil, Middle East, India, Indonesia is very important (70 to 93%). 
Evidently, the religious commitment varies around the world. However, in the Asia-Pacific region and South America the importance of religion in the people’s daily lives and activities is stronger and it is related particularly to Muslim oriented countries. (Pew Center, 2020)
Communication is difficult when interacting with people from different cultures. English is considered the most spoken language of the globe, however, if not learned as a native language, it might result difficult for people to understand or speak it. Consequently, body language or translations may sound inappropriate for some people, becoming barriers and resulting in serious offences. For instance, in America, people speak freely while in Germany people are very indirect, which may sound rude to a person with a different background. (Businesstopia, 2020)
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Africans are very positive and outgoing people; they greet others simply with a handshake and ‘‘hello’’. Very respectful for elders, silent and peaceful. During meals Africans do not talk much and they do not publicly show frustration, impatience or anger. The majority of Africans are either Christians or Muslims, with minor influences of several smaller religions related to particular beliefs and practices.
[bookmark: _Toc30196890]America
Americans are strong and independent people, individualistic and patriotic. They are very private and they may wish to have some alone time every now and then. Americans are very direct and they believe in equity even if, in some occasions they may lack of fair treatment, especially when it comes to women. They are not hierarchic and they like great and pompous greetings and to be called with their first name after proper introductions. Their major religion is Christianism and Protestantism, however, only a small part of the population participates to religious events (30/45 %). 
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Asians are very fond in terms of traditions and formal. Shaking hands is the easiest greeting when meeting for the first time. The younger or junior individual will be introduced to the senior or elderly. At the dining table, no one will start their meal without the host to start. Usually the host seats at the centre of the table instead of the head as in western countries. Non-verbal communication and body language is as important as the verbal communication. Business must never be mentioned at dinner, and is not “casual”, dark suit for men and women must not wear anything below the neckline. Thus, they do not like to show emotions and public frustration or anger is considered outrageous.
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Australians are not very formal and most of the time they use their first name to introduce themselves. They expect guests to be punctual and if invited at a friend party is good behaviour to offer help to clean after. Table manners are very important for them: no elbows on the table and they’ll indicate to have finished by laying knife and fork parallel on the plate facing to the right. (Commisceo Global Consulting Ltd, 2020)
Business wise, punctuality is very important, negotiations are quick, presentations must be filled with facts and figures, avoid small talks. Most of the people are atheists. 
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Europeans are quite formal and they tend to follow events and customs from small realities. Very patriotic and respectful of traditions. They love food and wine and tend to export as much traditions as possible if moving or going in holiday. They are very friendly and outgoing; partying is not a problem. Europeans are not very punctual when it comes to business meeting and a handshake followed by the first name of a person is enough to introduce someone. Most of the people are introduced by a common friend or family. It is rude for them to be in the same room with someone and not being introduced. 
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	COUNTRY
	BRIEF DESCRIPTION 
	DO’s
	DONT’S

	Australia 
	Modest, Humble, Good sense of humour 
	Use the guest name, be relaxed, make appropriate funny jokes 
	Never be late with any request, don’t be too serious

	Belgium 
	Hard workers, strong family feelings, formal, punctuality 
	Use the guest Last name, be informal, professional, serious
	Never ask personal questions, don’t be noisy, don’t be extravagant

	Canada
	Politeness, Sport Fanatics, Formals, Private
	Use formalities, Handshakes, address last name, Talk about sport (Hockey)
	Do not be too direct, Personal questions, 
Do not confuse it with USA

	China
	Courtesy, Loyalty, Honesty, Precision, Hierarchy 
	Use Chinese Greetings, Use Small Talks, 
Be Formal and professional
	Public Criticisms, 
Lateness, Avoid Politics, do not use red ink 

	France
	Elegant, Romantic, Food and Wine Lovers
	Be warm but not too friendly, show knowledge and respect, be formal
	Avoid personal questions, don’t be intrusive, don’t serve dinner without drinks

	Germany 
	Celebrative, Punctual, Precision 
	Be professional, use formalities, shake hands, be spontaneous 
	Vague answers, mention politics or history, don’t be too loud

	India 
	Hierarchic, religious, respectful of traditions  
	Informal, be friendly, talk about their country, food, traditions 
	Avoid repetitive formalities,
Never say “no” directly

	Irish Republic 
	Easy-going, Folklore, Horse Racings, Literature
	Be enthusiastic, friendly, Mention sport, Gin, Beer 
	Avoid politics, formalities,  
Wine

	Italy 
	History, food, Music, Cinema 
	Use Italian words, be formal, suggest wine, suggest appetizers, travel options/ places to visit
	Politics, Food Comparisons, avoid Italian food suggestion/coffee

	Japan
	Precision, Folklore, Punctuality
	Be formal, use greetings, Be quite, show respect and politeness
	Don’t ask personal question, small talks

	Netherlands 
	Formal, Reserved, Liberative 
	Be professional, handshake, precise, show equality 
	small talks, personal questions

	Philippines
	Hospitality, Family and traditions, Misogyny 
	Friendly, formal, Funny, Respect elders, appreciate their ethnicity 
	Confrontation, use first name

	Poland 
	History, Architecture, Religion 
	Friendly attitude, informal, suggest places to visit and food items 
	Talk about religion, personal questions

	Spain 
	Traditions, Food, Hierarchic, 
	Friendly, Cheerful, Speak Spanish words, Use their names
	Politics, formalities

	United Arab Emirates
	Architecture, cuisine, music, wealth, religion 
	Formal, use their last name, customise alcohol free drinks 
	Show affection, be loud, avoid religious discussions 

	USA
	Economy, Music, Movie, television, 
	Be friendly, shake hands, maintain eye contact, greet their children
	Politics, mention race or religion 
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Customer service is verbal and attitudinal communication that relates customers and organisations. The successful and consistent interaction between the two part creates a relationship that ensures and encourages customer satisfaction and loyalty. Employees knowledge is fundamental to create good customer relationship, provide outstanding experience and allow customers to recommend the company or organisation. Important factors and key skills to consider for good guest interaction are related to the effectiveness of the team to overcome issues, making the customer happy. 
The Human Resources department of the organisation must evaluate attitudinal courses and basic knowledge of some important words in other languages to enhance customer experience. 
Clear communication, positive attitude, empathy and confidence are important skills to consider for candidates within the recruitment process and the development of employees. (Dinnen and Alder, 2017)
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