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Introduction: 
	Hotel industry is an integral aspect of tourism in every country across the globe. The increase in international travel both for business and leisure has increased the need for hotel staff to be aware of the cultural differences of the guests they are interacting with and ensuring that they are well positioned to engage international guests in a respectful manner. Enhancing customer experience will go a long way in ensuring that the particular hotel will prove to be the preferred place of stay by international guests. One good customer experience will travel miles and draw more guests to the hotel. Hotel staff should be trained to handle all situations and should possess the necessary skills to interact with international guests with ease. This document has been prepared with the intention of helping hotel staff to manage guest service experiences for international visitors.
Need for Understanding Cultural Impact:
	Diversity in customers brings along “different perceptions and expectations of what constitutes good service” and so it’s necessary that hotel staff understand cultural differences (Seo, 2012). 
International countries with identified key cultural differences, customs and behavior:
Asians: 
Chinese: 
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Many of them are first time travelers as travel for leisure was restricted till the last decade in the twentieth century. Most of them initially travelled in big tourists’ groups and still do. They tend to shop a lot as access to products are either “unavailable or heavily taxed” according to Andrew Little (2019). Chinese are said to be loud as most other Asians. Western customs and etiquette are new to these Chinese travelers. But the millennials who are travelling have started to travel by themselves rather than in groups and are learning western culture.

Indian:
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Indian travelers are known for excessive drinking when liquor is free and for holding loud conversations in public. The Indian traveler is “considered a menace when they visit international destinations” according to Manek S Kohli (2019). The need to take selfies, pictures and videos of everything around them is top-most in the minds of most Indian travelers. As a race they are curious and may ask inquisitive questions and are unaware of western customs and etiquette.
Japanese:
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They are “among the world’s most well-dressed, tidy, punctual and polite of travelers” who love to take photographs of monuments and tourist locations and generally do things in an orderly fashion (Demetriou, 2017). They do not litter any place and have the habit of bowing instinctively. Initially package tours were most common but now independent travelers are also seen. Japanese travelers are said to have a romantic tinge and are known to visit destinations that they have read about or seen in movies. They have a wish list of famous places they need to visit and tick it off on their list. They research the holiday location in advance and are known to shop extensively as they wish to carry souvenirs home to their friends and family. They are appreciated round the world as they” queue politely, tip with precision, dress smartly and never turn up late, raise their voices or try to sneakily take a photograph in a gallery when they know they’re not allowed” (Demetriou, 2017).

Middle East Asian Arabs: 
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They tend to travel with their families during their holidays as “women are seldom allowed to travel alone” (Farahani & Mohamed, 2013). They prefer continental food and prefer fast check in at hotels. They prefer hotel staff to be able to communicate with them in a little Arabic, to be friendly, courteous, efficient and provide personalized service. They prefer non-smoking zones, spacious rooms, clean and hygienic hotels and Arabic TV channels in their rooms. They at times request for room information, menu and newspaper to be available in Arabic. But with the increase in academic levels amongst the Arabs they have started to use English more frequently and have started to converse and communicate in English these days. Shopping and sightseeing are top priority when they travel abroad.


Africans: 
South Africans:
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 They are friendly, polite and caring people. They do not appreciate conversation relating to race and skin color as they have undergone a lot in the past. Do not refer to them by their skin color. They are familiar with tipping and are receptive to most other western customs. They are “LGBT friendly” as “same-sex partners is legal in South Africa” says Dave Owen (2019). 

Australians: They are usually relaxed, friendly and laid back and speak a variety of English that differs from other varieties in “vocabulary, accent, pronunciation, grammar and spelling” (kwintessential.co.uk). They are usually not formal and when on business they do not appreciate talk on personal matters. Addressing someone by their first name is accepted. They prefer their personal space as they come from a less densely populated nation. Tipping is optional and “won’t be frowned upon if you don’t” (insiderguides.com.au).  
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European Countries:
French:
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French travelers love traveling to the United States of America during their “five weeks of paid vacation” and like to travel on their own so they prefer to “fly and drive” (France - Travel and Tourism).They like to visit cities that have museums and art related details and are also drawn to the cowboy image that is popularized through movies and programs related to the wild, wild west. They tend to “behave discreetly” in public but “public displays of affection are not uncommon” (internationalliving.com). The French are well groomed, and they expect the people they interact with to be the same. They are very direct in their interactions and tend to be polite and courteous.

German:
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 The Germans are referred to as the “world’s travel champions” (The truth about German holidaymakers, 2017). These people love to travel, and their perennial favorite spots are Spain, Italy, Turkey and Croatia as they can reach these places by car and they are “fond of cultural breaks” to Venice, London and Vienna. They love outdoor adventure and visit places that have forests, lakes and mountains. “Germans like to get their money’s worth” and so they would go to all extent to enjoy their vacation the way they planned it. The Germans are known to speak good English, walk a lot and have a clear holiday plan. They are “model guests”, rarely complain though they are said to lack a sense of humor. They stick to details and so whatever has been mentioned in their itinerary needs to be present as mentioned. 
North Americans: 
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Majority of the Americans prefer to travel within their country and California, Texas, Florida and New York are favorite holiday spots says Sally Peck (2017). The international travelers prefer to visit Mexico as it has beaches, Canada and London. Western Europe, the Caribbean countries and East Asia are also places they tend to visit. They like to visit all famous sites when on a vacation and are very loud in their manners. “safety, space and hygiene” are top priority for them. They dress according to the occasion and the country they are in and will surely complain if necessary. Water is usually drunk out of a bottle when they travel. They usually do not mix business and pleasure and so they enjoy to the fullest when they are on a holiday.
 Do’s and Don’ts:
	[bookmark: _Hlk29432788]DO’S
	DON’T’S

	· Do ensure that the person with the right set of skills is assigned to carry out a guest request. Maintain a database of special skills of the hotel staff along with their location and work shift details.
	· Don’t leave any request or complaint raised by a hotel guest unresolved or unattended. Any issue left unresolved for any reason needs to be automatically escalated to the next level to guarantee resolution.

	· Do ensure that specific preferences and information regarding international guests need to be listed in the guest profile and should be easily accessible to avoid any goof ups.
	· Don’t keep guest profiles as top-secret information as hotel staffs attending the guests need to know about their preferences, likes and dislikes so that there is no confusion while carrying out requests.

	· Do remain well stocked with necessary amenities and be prompted when you are running low on any major amenity so that guests are properly catered to.
	· Don’t run out of amenities that hotel guests might ask for. Guests look forward to a great experience and any delays or lack of amenities will surely leave the guest dissatisfied.

	· Do blend latest technology into the existing system so that the new generation of travelers and guests feel they are in control. Certain technological advances that are getting rave reviews and increasing revenues are:
· Self-service technology for example: self-check-in, self-check-out and e-bills.
· Digital room keys
· Free Wi-Fi
· Instant chat over mobile option
	· Don’t remain stuck to old traditional hotel management styles that are against automation and technology innovation. Using technology appropriately will save time and win customers too as today’s generation of customers do not prefer standing in long queues. They prefer to control their choices through mobile apps.

	· Do provide personalized services to guests based on their preferences as mentioned by them initially or as noticed by their consumption of products during their stay.
	· Don’t cater to stereotypes and generalizations when catering to international guests. Each guest is different and unique and prefers to be treated well.

	· [bookmark: _Hlk29432826]Do provide rewards and offers to repeat guests as this will make them come back for more and they will surely recommend your hotel to their business mates, friends and family.
	· Don’t provide repeat guests with a chance to wonder why they chose to come back to your hotel. Ensure that each following trip is better than the previous one.






Tips on How to Treat International Guests:
· Start engaging with guests even before they arrive through positive email campaigns that carry interesting details so that guests can look forward to their stay at your hotel
· Greet guests with their name and a smile during your interactions as all guests relax when they see a smile.
· Be knowledgeable about your locality as most guests will need information regarding local delicacies and other insider information that will be helpful.
· Leave fresh flowers in a vase and a chocolate on the pillow as this will surely draw the attention of the guest.
· Luxurious modern facilities being made available for guests in their rooms will be much appreciated.
· Being available 24/7 is mandatory as emergencies may arise at any time and foreign guests will feel frustrated if they have no one they can reach out to.
· Listen to guest complaints and needs and ensure that you resolve them at the earliest in an efficient manner.
· Take valuable feedback from guests as it will help in bettering your services and standards.
· Upgrading your hotel and making it technology savvy will gain appreciation from modern travelers.
· Ensures that your guests are comfortable and go the extra mile to cater to their needs as they are far away from their homes and need to feel secure and happy.



Conclusion:
	The five service quality dimensions that are used to measure the service in a hotel are: reliability, the presence of tangibles like physical facilities, equipment, and appearance of personnel, responsiveness, assurance and empathy say Mok and Armstrong (1998). Baniya and Thapa (2017) have mentioned how tourist satisfaction is directly linked with their loyalty to the hotel they stayed in. Satisfied travelers tend to revisit the hotel or recommend it to family and friends who intend to visit that location. Culture plays a major role in service marketing. Mattila (1999) concludes in her study that though personalized service is available in most hotels customer’s preference is usually based on individual cultural orientation and thus catering to these cultural needs is essential. Hotels that are geared to meet, greet and cater to international tourists need to carry out cross-cultural research and be ready to meet the needs of their guests.
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