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According to Buhalis 2000, the hotel staff must launch a cross connection with the guest using follow-up message and emails. They should establish mechanism of gathering valuable information pertaining to their client even before they visit the hotel. They should also offer quality services to their customer like extra towels or dinner reservations. They are supposed to demonstrate more commitment and dedication to the customer by ensuring quality services are offered to the customer. They can also help to create hotel reputation (Buhalis 2000). This study is based on Hong Kong Hotel which is an international hotel. 
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According to Buhalis 2000, the management should take measure to come up with hotel website that can help to create connection between the business and the customers before they even visit the business. The website will provide the customer with social proof of the great experience they will enjoy during their time in hotel. Online services will help to create customer satisfaction as they will be able to book for the hotel at their convenient place.
In addition, there is need for the staff to make regular response to customer feedback. This will be a demonstration to the potential customer that the staff accept and respect their online reviews. It will also create confidence to the customer that the hotel values their opinion and that the management are ready to go extra mile to provide quality services to the customer. 
The management should ensure there is connection of the guest on a personal level. This connection should be created by the management before the customers arrive to the hotel information desk. These can be achieved by social media such as face book through which the customer can access more information about the services offered by the hotel. There should be customized booking forms that will help the staff to know about the customers who will be visiting the hotel. This will help the management to prepare in advance to provide quality services to their customer. (Huang 2007).
The hotel staff should ensure better use of the customer feedback when making future decision. The relevant information gathered from the guest feedback should be used as reference when making the future decision. The management should also use the customer feedback to improve the quality of the services offered in the hotel. In addition, the customer feedback and relevant information gathered from customer responses will help the staff to ensure better utilization of the business resources.
To ensure great customer satisfaction staff should ensure hotel room are always clean and there are always good amenities. Staff should also ensure friendly and helpful interaction with the hotel guests. This will help the customers to experience the surrounding area within the hotel. Therefore, staff should ensure friendly relationship with the customer. To ensure great experience of the customer within the hotel, the management should ensure availability of the reliable technologies within the hotel. 
Hotel staff should ensure that there is easy and convenient registration of the guest in the hotel. In some hotel the process of the check-in and checkout normally take long and some time the process is frustrating. Therefore, the staff should establish mobile app that will help the guest to check-in. the management should embrace the technology to reduce frustration that come up during the check-in and checkout. 
The staff should come up with measures of ensuring positive impression about the hotel. For example, the staff may provide welcome fruits basket in the customer room. This will create a positive impression to the customer, and it will help to create great experience to the guest during their time in hotel. They should ensure the guest room is always clean and ready. These sound simple thing, but they contribute greatly to the satisfaction of the customer. There should be ample security within and around the hotel that will guarantee the guest safety during their stay in the hotel. 
[bookmark: _GoBack]The hotel staff should be always polite to their customers at all time. The front office staffs that are the first contact to the customer should always be calm even in event when the customers become rude. Guests should always be welcomed with smile and when they are angered the staff should establish the cause of the anger and take appropriate measures of solving the problem. Therefore, there is need for the hotel management to grant the staff permission of making some of the decision that will solve the problem affecting the guest. 
The study revealed that different customers from different culture normally give different evaluations for a specific hotel. For example, from the previous study done reveal that Asian guests normally give more negative evaluations of satisfaction in terms of quality services compared to guests from the western region. The negative evaluations of satisfaction from the Asian are due to the fact of service oriented Asian cultures. The study shows that Asian culture demand high quality services from hotels and the Asian culture is branded by high context communication (Bastic 2012). Therefore, guests from Asian culture normally favour high context communication hence more emphasis on the quality of the interactions between the staff and employee’s whole on the other hand guests from western emphasizes on high power distance culture. 
There is need for hotel employees to be educated on culture sensitivity as it will help them to improve their awareness of the similarities and differences that are existing across cultures. For example, as receptionist of the hotel you can be frustrated when guests from another country express their views in aggressive manner while he/she will be expressing their view in a normal way within their own culture (Furrer 2007).  Therefore, there is need for hotel staff to understand similarities and different culture across the world as it will help them to provide services to the customers of different culture and be able to ensure satisfaction to all employees. They should also embrace different cultural difference as it will help to ensure fairness in providing services to the guests.
The study shows that there is no significant different in satisfaction between Australian guest and Canadian guests in terms of perceived values, room quality and cleanliness (Dale 1982).
According to Hong 2006, previous studies also revealed that Asian guests normally prefer to give negative assessment of satisfaction in private for fear of being publicly and socially stigmatized. Therefore, Asian guest are more likely too privately post public service complains on the internet. 
In addition, the study shows that there is less significant difference when it comes to the customers from different countries rating in terms of geographical location of the hotel. The studies show that location is fixed factor when determining the satisfaction of the customers as it cannot be changed or improved by the hotel staff once the infrastructure is put in place (Buhalis 2000).
The observation revealed by the study shows that customers from Australian, Western and Canadian have a similar rate of satisfaction from a hotel while there is a different rating of satisfaction from customers from American compared to those from Australian, Western and Canadian. It is made clear by the study that Australian, Western and Canadian share the same commonwealth culture and heritage (Burgess 1995). 
Normally commonwealth countries are not considered as foreign to each other as they have similar appearances that can probably lead to similarities of evaluation to the satisfaction of the customers in terms of hotel service quality.
The study also shows that American customers are average of the whole sample provided. Most of the studies have used the United State as an example when identifying the variance between Eastern and western cultures in hotel research. However, United State is a multinational nation due to large scale immigration from different countries. American culture is mostly derived from the tradition European immigrants. Recent migrant in the United State are from Asian and Latin America which has greatly contributed to cultural mix which is defined as either a homogeneous or heterogeneous. In this case therefore, there is perception that the American customers are closer to the averages of the whole sample than those of the other Western customers (Bastic 2012).
Another study revealed that Singaporean customer and Chinese customer normally have a similar evaluation of satisfactions in terms of quality services offered in a hotel. It is revealed that majority of Singapore population is characterized as ethically and culturally Chinese. It was once a British colony, but Singapore remains as part of commonwealth hence more globalized compared to China which has many foreign workers and multinational companies. 
Chinese traditional culture is still alive in Singapore hence a great confirmation why Singaporean customer have more common evaluation satisfaction with that of westerner’s customers in terms of perceptions of hotels irrespective of Singapore being a commonwealth country (Buhalis 2000).
It is revealed that among the Asian customers the evaluation of satisfaction ratings from Japanese are more different compared to those of Western customer irrespective of geographical location. It is found that Japanese customers have the highest expectations when it comes to service quality when compared to guests from other countries like American customers. Therefore, it is considered difficult to certify customers from the Japanese and they are more concerned with the ritualistic aspects of employee behaviour than American customers (Burgess 1995).  
National culture normally plays a significant role in determining the customer satisfaction in a hotel. Countries like Singapore and United Kingdom have highly developed service economies seems to have similar regarding customer expectations compared with countries like Saudi Arabia which has collectivistic culture 
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Previous studies relied on has considered western and Asian where a small portion of the nations are used to represent the two cultures. The paper has investigated the similarities and differences in evaluating the satisfaction of the customers from western and Asian customers. The finding of the research shows that national culture normally plays a significant role in determining how the hotel customers expect the hotel services to be delivered (Weber 2013). Homogeneous subgroupings from the previous studies are derived from Chinese and Singapore & British and Canadian. In addition, United State which is western country has a mix of varieties of global cultures while on the other hand Japanese culture is like Chinese but at the same time shows unique trend when shaping customers hotel expectations. 
This study is restricted to Hong Kong Hotel. There is limitation when generalizing results of the study to only one type of the study. For instant, Hong Kong Hotel management may have a specific target for market share which may result to greater satisfaction and perception for target guests. In addition, the study was limited to customers who aired their views online which may lead to bias as web site uses cannot represent complete picture of the guest’s opinion. To conclude future studies should focus more on universal population of the customers and hotels to justify the views presented in this academic paper remain consistent (Bastic 2012). 
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	Be careful
	You are complaining too much

	Be restrained
	Voluntarily and constantly offer
your services

	Serve quickly and
qualitatively
	You dress inappropriately

	Communicate calmly
	Spend too much time in personal conversations or social networks

	Use feedback to make decisions
	The guest is always right, don't
argue with him

	Website, mobile app and Wi-Fi
	Creating a
conflict situations.

	Help with advice at
difficulty in choosing guests.

	Get involved in a dispute between two
customers
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