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Introduction
Tourism, as an economic activity, has experienced during the last decades, a considerable development with surprising growth rates that surpass even traditional sectors in some parts of the world. According to the World Tourism Organization (UNWTO), the income generated in developing countries by tourism activity reaches 42% of total services and presents an explosive growth forecast for the coming years (Testa, 2007). The rapid growth of tourism flows in recent decades will continue to become the most important commercial activity on the planet, with a volume of transactions greater than that of oil and the automotive industry. This activity causes economic flows that allow the capture of foreign exchange, internal savings, a comprehensive distributive process, a multiplier and drag effect on the economy, and also contributes to satisfying psychological, economic and social needs. Understanding of culture and behavior of foreign clients is important to be noticed for better customer experience. Diversification of management staff is the common practice to manage the needs of specialized clients. The growth of the hospitality industry across the globe emerged as a new prospect of economic development. Development of strategies to ensure mannered delivery of services to international clients is commonly managed by the managers to ease the job practice of common staff members. The present study will evaluate the cultural and behavioral aspects of global customers tat help devising the pathway for the hotel staff to follow for better customer experience.    





Global Customers and Culture
Tourism worldwide, as an economic activity, has benefited from globalization due to increased demand in the transport and accommodation sectors, but tour operators, travel agencies, hotel chains, airlines, technologies, resources. Financial and dominance of the issuing markets are concentrated in the hands of transnational corporations in developed capitalist countries. The future of the hotel sector is marked by digital technologies. As it has been happening in recent years, mobile devices, along with other cutting-edge technologies that brands from around the world incorporate daily in their offers to guests, will continue to exert a marked influence in the sector. Artificial intelligence helps hotels interact with guests in many ways. Hand in hand with this technology, establishments are betting on a guest-centered experience that has different implications: from the use of artificial intelligence-driven chatbots to the use of robots to record customer entry at reception or to carry Out room service. Advance technologies and tools are used for the understanding of cross-cultural concepts and customs of international clients. Culture, behavior and norms of global customers decide their customer experience at hotels, and hotel staff should be aware of the cultural basis of their clients. The following are the major cultural and behavioral aspects of people that are important to be noticed by the hotel staff.  
China
International traveling and globalization forced organizations to work internationally to create more opportunities but on the other hand, cultural diversity and multinational values bring some challenges. It is a common understanding the cultural differences have a significant impact on customer service experiences. Staff need to be more culturally sensitive and technical to handle foreign customers (Sobh & Belk, 2011). China is growing very rapidly in tourism and international travel. Chinese are culturally very rich and different customs are followed by Chinese workers to greet the guest in hotel management. Hotels in United States not only provide services to local customers but also open for different foreign customers. The current success of the Chinese economy brought more freedom to people to travel around the world. Now Chinese are global traveler and Chinese customers make a considerable business of international hotels. No matter where Chinese go or live, they always follow the cultural practices (Tsang, 2011).  
	Chinese are more superstitious about placing things and numbers. It is a common thinking among Chinese that number 4 is for death. Because the Chinese character for 4 “四” sounds “Si” the same as death. 风水(Feng-Shui) is another concept of Chinese, feng shui means water and wind and it is a strong belief of Chinese that it is necessary to create a harmony between people living arrangements and nature. Chinese people consider the direction of buildings, placement of furniture, directions of windows because they think that these things are related to fortune and luck. Such superstitions affect the decision making of Chinese people during everyday life. 
	Chinese people have different communication style that is based on five different characteristics. Chinese communication includes 听话 tinghua (listening-centered), 含蓄hanxu (implicit communication), 最差keqi (polite communication), 面子mianzi (face-directed communication), 自己人zijiren (insider-communication). “Keqi” is known as the Chinese everyday communication style. This communication style means to be courteous and polite. Insider communication zijiren means people who know each other, and Chinese people are more involve with the people known to them and with strangers Chinese are not much talkative.
	While visiting the United Kingdom, Empathy found to be the most important attribute of Chinese customers. Chinese guests maybe belong to different areas in china with different traditions and ideologies. Some Chinese people have dominant norms of communist ideology, some are more focused on western ideology. At china, customer-centered culture is dominant and due to the language barrier and non-verbal qualities, it is necessary to learn cultural gestures and greeting for Chinese customers.
Middle East
Most of the Middle Eastern countries are Muslim states, so the hotel staff should be aware of Muslin norms of eating limited food items. Staff members should not present alcoholic drinks straight away to a Muslin client. Muslim clients from the Middle East are rich and they expect intelligent staff to handle their needs. Food is also important for them, and Muslim clients have to say their prayers five times a day. Hospitality staff of a hotel can offer a small separate place in a room designated to say prays, such small techniques are helpful to sustain clientage through improved customer experience (Amirreza, Mohammad & Gilani, 2013). Hotel staff should present a versatile food and services to the clients to make their stay fun and pleasure.     
Asian other than Chinese
	Asian countries have different cultures and most Asian people are religious conscious. Buddhist and Indian Hindus not even like the smell of meat. Russian people like drinking and parties throughout nights. Korean and Japanese people are beauty conscious, staff members get up and ways of communication are important factors to manage such clients. Korean and Japanese people are superstitious, colors, signs and numbers are important for them. Japanese are most conscious of the hotel service; hotel staff should pose manners and service quality to manage such clients. Buddhist states like Vietnam, Burma, Nepal, Bhutan, Philippines have many things in common like the superstitious nature of people, vegetarians and like goodwill gestures. Muslim countries of Asia including Pakistan, Bangladesh, Indonesia, and Malaysia have more or less common culture; people want Halal food and do not drink alcohol-based drinks (Wang, 2009).          
Europe
European nations are well mannered and organized with the impact of different empires in the past centuries. Eastern and Western Europe has its unique cultural, ethical and social values. Manner to serve the European people should be instructed to the hotel administration and staff. Western European countries have more individualism and these clients bother service quality and responsiveness of the hotel management. Western European countries have a mixture of cultural norms and behavioral aspects gathered from a rich historical perspective. European people prefer quick response and quality management systems (Testa, 2007).
African Countries
	African countries have different rich cultures that are based on ethnic and religious values. The African culture should be noticed and learned by the management staff to make sure that the client is satisfied. African people are least concerning to the hospitality services considering other countries around the globe. African people do not like loud voices; they do not talk while eating and silence is the way of giving respect for them. To deal with African clients, staff should consider manners and silence as a goodwill gesture. African countries are culturally diverse, and staff should give freedom to the clients to manage their needs. 
Australia
Australian people are influenced by Britain culture; Australian people are derived from their norms and religious values. Food and quality meals are important for such clients, most of the Australian clients like polite communication of hotel staff. Australian clients are mostly decent, and they prefer respect and greeting from hotel administration along with the quality services (Testa, 2007).     
United States
	      United States has a low contextual culture and classified by the communication style. Meaning of messages in low context cultures were made from the words and messages are more business-oriented and direct. In United States, everyone needs to be treated equally, in comparison to Asian countries Americans emphasis informality, individualism, amicability and individual assertiveness (Testa, 2007). It is studied that personalization is an important aspect while evaluating the services. Personalization includes identification of customer needs and customization of services to meet the expectations of customers. In the United States, the quality of services is commonly measured by the amount of tip received from the customer. Assurance dimension is most important for American customers, they prefer employee politeness, feeling safe, comfortability and knowledge of staff to handle any query. The most important thing while serving American clients is the behavior of staff and the way of treating customers.   
South American States
South American states like Argentine, Brazil and Chile are influenced by Spanish culture. People from these countries focus on straight forward relations and do not like personal terms with hotel administration. They prefer quality services and timely delivery of service. The following are the detailed do’s and don’ts that should be considered by the hotel administration while dealing with international clients. 

  
	No.
	Country
	Do’s
	Don’ts

	1
	China
	Greet every visitor 
Theme should be nature-oriented. 
The placement of objects should be eastward. 
	Do not use the numeric digit 4.

	2
	Middle East
	Being Muslim majority countries, greet every visitor in an Islam way by saying “Assalam o Alaikum”. 
Serving and Dining etiquette includes even distribution of seating arrange to reflect equality 
	Distinguishing and unequal distribution in seating arrange or in serving on tables is not acceptable for most of the individuals

	3
	Asian Countries other than China
	Diverse culture, languages, and ways of living. There is no standard Do’s and Don’ts. Few are listed as:
Indian: Greeting and warm welcome is very important. 
Japanese: Japanese considered that the customer is the king and they treat them with respect.
Russian: like drinks and party oriented
	Indians, mostly Hindu, staff can’t serve meat dishes, even they don’t want to smell the meat dishes.
Japanese: don’t give tips



	4
	Europe
	Variety of culture
Hospitality, serving manners, cleanliness, and greeting matters a lot. The surrounding environment and sitting arrangement are considered mostly.
Be polite to everyone and provide a calm environment to the customers
	Don’t speak harshly to anyone in front of customers. 


	5
	African countries
	Staff need to be polite and refined.
Silence is an African value
	Showing aggression and anger in public is considered disrespectful.
Mostly, don’t speak while eating

	6
	Australia
	Proper greeting and welcome warmheartedly. respect every customer
	Don’t speak loudly

	7
	USA
	Personalized services. Color and racism issues. Different races need to be treated differently while considering their own traditions
	Don’t provide similar services to every US person. Due to diverse cultural values, services need to be customized 

	8
	Canada
	Multi-cultural issues. Nation of diversity (Jayawardena et al., 2013). Therefore, no specific do’s and don’ts applied
	Multi-cultural issues. Nation of diversity. Therefore, no specific do’s and don’ts applied

	9
	South American States
	They value time and money
	Don’t get into any fight or try to avoid misunderstandings 



Conclusion
The study has presented the multi-cultural issues and ways to customize the services provided to the international customers. International customers need special care based on their hometown culture. Language and cultural differences are hard to overcome. However, the close observation of each visitor and foreign cultures can help to identify the personal needs. The study has highlighted the cultural values that are significant to be considered while attending an international visitor. the list of do’s and don’ts are also included within the study.
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