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This assignment purpose is to help the hotel staff to manage guest service experience for the international visitors, through producing an Aide Memoire. In order to succeed in today's world, one must be able to work and interact with different people, such as cultural, social and religious backgrounds, and even from other countries and continents, with different standards of behaviour, and accordingly, respecting different standards of conduct - or in short: etiquette. This is where the rules of international etiquette come into play that help us deal with different cultures and be adequate in different situations. Why is etiquette so important? The etiquette or rules of correspondence and communication give us guidance on how to communicate and maintain relationships with people not only from different social circles, but also from different cultures, while respecting the unwritten code of mutual respect and high professionalism. A thorough knowledge of it helps to make the best possible first impression, not only that, but also the positive impression we make, could permanently transform into a positive reputation. Our behaviour and non-verbal communication show how much we respect others and value their professional qualities. This knowledge becomes even more important when contacting people from other countries and continents. Each country has its own, and in some cases unique, patterns of behaviour.
In recent years, multicultural governances in many parts of the world have increasingly recognized the fact that their diverse populations require specific services that responsive to their culture. (Kirmayer, Guzder and Rousseau, 2013)
Culture is related to the predominant part of the factors that influence an individual's thought process and behaviour. In content, it is a collection of knowledge, faith, traditions of morality and other values that a person possesses as a member of a society. The parameters that influence consumer behaviour can be distinguished as follows:
Cultural values - are divided into three groups:
· Individual-oriented values. Reflect the individual's goals and approach to life that society considers acceptable - active / passive attitude to life; industriousness / laziness; material / intangible attitude towards life, etc.
· Values oriented towards others. They reflect society's view of the relationships between individuals within it.
· Environmental-oriented values - at their centre are public perceptions of the individual's relationship with the environment.
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· German tourists
They are disciplined, detained, they do not turn to them, but they are correct, they keep their word. They love to travel and play sports. Offer smaller hotels. As a rule, we prefer the longer ones that are most valuable at home and editors on a tourist base. Countries and attentive service, while ensuring that they are a great nation and must be respected by all. The Germans enjoy winter resorts and love to hunt.
· Norwegian tourists
Born in the harsh and beautiful northern countryside and brought up in the spirit of their tumultuous and glorious past, the Norwegians are brave, determined and individualistic. In their homes and hearts, they are explorers, conquerors, seekers of feelings. As northerners, they love winter sports in the mountains, but they spend most of their sun and sea holidays. They want to stay in luxury hotels, where they have the opportunity to enjoy peace and quiet. They are demanding to the service staff, and the signals they give to them are short and clear.
· English tourists
The English have travelled early and long, which is why the word tourist has associated the notion of an Englishman. It is believed that the Britons are cold, conservative, calculating today reveal in them qualities such as conciseness, emotional restraint unlike the southern European peoples. They keep their word, and still respect the traditions considerably. Middle-aged people, as well as seniors travel often. They are interested in the sights of a country or region, as well as the local culture. Known well as preferring seaside resorts, sports facilities, quieter and cleaner hotels with good and tidy service. They are oriented towards shorter trips and city breaks.
· French tourists
The French national character is rich in content. It reveals elements such as patriotism, freedom of mind and thought, and a strong attachment to national traditions. The French love to joke and have fun. In France, inland and coastal tourism is highly developed, in private villas more closely known. As tourists outside, the French are extremely pretentious about food, wine and service. They are interested in seaside resorts in Spain, Italy and Greece.
· Spanish tourists
The development of tourism in recent decades has been significant. It has a strong presence in the international tourism market. Its hotel base is one of the largest in Europe. Spaniards are proud, temperamental, noisy and emotional. They prefer establishments with entertainment, dance and attractions. As residents of one of the most famous tourist destinations, they are very welcoming and sociable, but when traveling abroad, and they definitely love to do so, they are quite explosive, affectionate and quarrelsome, so avoid conflicting with them because if you do, you will need to arm yourself with a great deal of patience and nerve to maintain good tone. Spaniards mostly visit France, Portugal, Switzerland and Italy.
· Italian tourists
The Italians are very cheerful, musical, rich in gestures, contact and captivating. They can definitely be said to be mass tourists. They travel by any means of transport and at any time rarely plan their route in advance. They are always at the centre of the fun. They love tourist places where there is entertainment, music dancing, strong drinks and good food. They are interested in historical and cultural activities. They can be said to be camping enthusiasts.

· Arab tourists
This group of tourists brings together Egyptians, Iraqis, Lebanese, Syrians, Jordanians, Algerians, Moroccans, Tunisians and many more. Their typical qualities are laziness, sluggishness, carelessness. At the same time, however, they are extremely wise, they love to think and use parables, legends and quotations from the Qur'an. As tourists, they should be approached with caution. They are generous, travel with their large families and prefer large lively resorts. The tourist destination should be lush and exotic with attractive places, there is plenty of delicious food and beautiful women. They often travel with their own cars.
· Japanese tourists
Japanese tourists are cosmopolitan. Characteristic of them are diligence and discipline, self-criticism, perfectionism and respect for institutions. They travel extensively around the world but are mostly business and business travellers. They travel mainly individually and are required to stay at 4- and 5-star hotels. and as tourists, the Japanese strictly follow their traditions. They prefer their national cuisine as well as teas. They are moderate in entertainment and spending money. They are especially demanding in luxury, order, hygiene and service in the tourist place.
· Russian tourists

Russian tourists are very diverse, and it is difficult to describe their national character. They are open, cheerful, contact, show an unending curiosity about the environment, life and lifestyle of the local population. Some of them have high requirements for tourist services and the level of services provided, while others prefer to merge with the local population. They are generous and friendly to their hosts, however, when the Russian is disappointed with the service offered, he never returns to that place.
· American tourists  
 In the states it is mandatory to leave a staff tip. Traveling in Europe, Americans do not fail to encourage employees when they are satisfied with their service. Typically, they eat a lot of breakfast, sometimes they miss lunch. If no buffet is provided for dinner, they eat modestly. It is typical for them to pay separately. For example, ten people may ask you for 10 separate bills.
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                 Do
	
              don’t

	

India
	To introduce yourself in a more formal way e.g. joining your palms to your forehead and bending gently your head forward.
	 Do not to greet with a kiss on the cheek


	
Austria
	shake hands with women before men. Women should offer their hand first. Shake hands again when leaving.
	Do your best and never cancel their booking at the last minute.

	
Germany
	the most important thing you should keep in mind is punctuality.

	Never shake hands with one hand in your pocket.

	
              Russia
	In case of given complimentary flowers do make sure that they are not yellow or even numbers.
	 Do not shake hands at the entrance.



	
               France
	Delays in France are normal, so do be prepared for French people to be late.
	The "okay" sign, made with index finger and thumb, means "zero" So be cautious when using.

	
China
	· Chinese may nod or bow instead of shaking hands, although shaking hands has become increasingly common. /
· When introduced to a Chinese group, they may greet you with applause. Applaud back.

	answering a question, query or invitation with a short and direct "no" /
Never rise a tone, even when someone has done something wrong.

	
Bulgaria
	In Bulgaria, a clear and unambiguous answer is preferred, whether it is a negative one, as otherwise you risk being misunderstood or make a bad impression.
	When talking guests of the opposite sex, it is accepted to keep a distance.

	
Japan
	Some Japanese bow and shake hands. The bow is a highly regarded greeting to show respect and is appreciated by the Japanese. A slight bow to show courtesy is acceptable.
	Do not stand close to a Japanese person. Avoid touching.
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Conclusion

[bookmark: _GoBack]A considerable part of the visitors to the hotels are foreigners. Their behaviour is to a large extent subordinated to their national character. In addition to the language training that service staff must have in order to remove the barrier to communication, they need to be familiar with the peculiarities of the psychology of foreign guests. National peculiarities or national character are due to a number of differences between guests (tourists) and their hosts - different territories, languages, cultures, religions, traditions, customs and beliefs, morals, cuisines and so on. Tourism companies sell services to their clients, which is why the service staff and the guest are in continuous relationships. The type of these relationships and the outcome of the communication largely depends on the mood of the guest, their emotional and even physical state is affected, the client's assessment of the establishment and his or her decision to visit him again or not is formed. The main and ultimate goal of every hotel and restaurant is to attract more guests, to load the maximum available base. In order to be able to take care of our customers properly and to serve them according to their requirements and expectations, get to know them, find out who and what exactly are our guests, what made them visit us, why they chose ours from many establishments, are they regular customers, what interests they have, what are their expectations, will they visit us again. The better we get to know our guest, the better we will understand his desires and satisfy his needs.
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