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Cultural awareness understands the differences between the belief system of themselves and other people who are coming from a different background based on their country of origin (Evans & Kelley, 2017). The differences in culture are mainly in terms of their values and attitudes (Barazanchi, 2018). The importance of cultural awareness in the hotel industry lies with understanding the values of their visitors and treating them in the way for improving guest relations to increase customer satisfaction (Lorde, 1997). The present aide-memoire is made for the Marriott International hotel, which is an American MNC that franchises and manages a broader range of lodging facilities and hotels in the UK (Marriott Annual Report, 2020). 
The aide-memoire means a guideline for all the staff to act in a certain way with the international visitors, and it discusses the ways to manage the guest service experiences of international visitors, evaluates the cultural differences between countries, and guides the staff about what to do and what not to do. 
[bookmark: _Toc38984865]Aide Memoire: 	
[bookmark: _Toc38984866]Ways to manage guest service experiences for international visitors:
The challenge for managing guest service experience to the international visitor is identifying their culture, their differences in attitudes and values so that there is no lack of etiquette in the whole process (Miles & Pohl, 2018). The guest service for international relations in the Marriott hotel needs to start long before the guests finally arrive. The guest experience for international visitor starts with knowing the kind of room they need, and the type of food they prefer during the stay while booking the hotel through the website (Marriott, 2020). The preliminary discussion over a phone call or online communication provides an idea about the type of culture of those guests. 
The next part of managing the guest service experience for the hotel staff of Marriott is responding to the guest feedback. Generally, it has been found that the guests who are not satisfied with a particular service or the people who are satisfied provide feedback about the same in the virtual network (Marriott Annual Report, 2020). Marriott hotel staff needs to take care of that feedback, which is a blueprint of understanding the culture of different countries, and the place of origin for the guests that they are operating in. 
The Marriott hotel staffs also need to connect with the international guests on a personal level for discovering more about their culture. It has also been found that connecting with the guests on social media before and after their arrival helps to identify the choice of the guests, the kind of friends they interact with, and their lifestyle (Miles & Pohl, 2018). It has also been found that the Marriott hotel staffs are required to create customised forms to discover the specific desires of the guests, and it also helps in remembering their experiences with time. 
Greeting every guest by the help of their name is an important factor building a great bonding, and a wide smile goes a long way in creating customer satisfaction (Pham & Tran, 2015). The Marriott hotel staffs need to be trained about the global culture, which mainly consists of neither being too close with anyone nor becoming too distant in the approach. Other than that, the Marriott hotel staffs are required to identify the culture of the guests before arrival, which is done by knowing their country of origin, and by discovering the important differences of their culture from the culture of the UK. The culture is studied, and the guests are tried to be treated according to the customs of that culture. 
[bookmark: _Toc38984867]List of international countries, and their main cultural differences in behaviour and customs:
The Marriott hotels in the UK get international visitors from the following countries, which has a stark difference between the culture of the UK as given below:-
United States:
Cultural difference in behaviour:
· British people generally want to book their seat beside a window in a restaurant, unlike the Americans, who prefer internal places (Szostak & Mihelj, 2017). 
· The Americans do not want to discuss the weather, much like the British. 
Cultural difference in customs:
· Americans are more prone to strike up a conversation with strangers rather than the people in the UK. 
· Americans prefer different types of coffee flavours like Americano, Cappuccino or Latte, unlike the British, where coffee is simply the coffee powder within the milk. 
United Arab Emirates:
Cultural difference in behaviour:
· Children are highly respected in the UAE, unlike the UK, where children are just a part of the individual family, but in the UAE, children deserve special attention in a restaurant (Zaidan, 2016). 
· Asking whether an individual wants to order an alcoholic beverage is not good etiquette in the UAE, unlike the UK. 
Cultural difference in customs:
· Women wearing short dresses are considered as having a lack of etiquette, and therefore, the women hotel staffs need to wear long clothes for serving the customers. 
· Family is quite close in the UAE, where people live with children and grandchildren at regular intervals. 
China:
Cultural difference in behaviour:
· The people of the UK generally prefer completely cooked meat in dishes, whereas the Chinese people prefer the entire animal being served on a plate (Barazanchi, 2018). 
· Pushing the queue is quite normal for Chinese people within the hotel without making it annoying, and it simply means the other person is in a hurry. 
Cultural difference in customs:
· Spitting on the road is common in China, unlike in the UK, where snorting and spitting are considered as a lack of etiquette. 
· Chinese people are generally in a hurry within a restaurant, and they prefer their dishes being served faster than in the UK, where chatting in the restaurant is quite common. 
India:
Cultural difference in behaviour:
· Indian customers are generally less punctual, unlike the UK customers, and the timing is required to be flexible (Evans & Kelley, 2017). 
· Indian customers generally seldom offend other people due to high-contrast culture, unlike the UK where criticising others by the use of sarcasm is a norm. 
Cultural difference in customs:
· Indian society is collectivist, and more clan oriented than British culture, which is more individualistic in nature. 
· Indian culture is hierarchical, and they expect more obedience towards their elders, unlike British culture. 
Japan:
Cultural difference in behaviour:
· People of Japan are quite concerned about the irrelevant detail like the flowers on the table, and the curtains, unlike the people of the UK (Miles & Pohl, 2018).
· People of Japan always take their decisions before visiting a restaurant or a hotel and does not make quick decisions, unlike the people of the UK. 
Cultural difference in customs:
· The people of Japan generally prefer being close to their family, unlike the British, who are closer to their peers than family. 
· The Japanese people talk a lot, unlike the British people who are more reserved. 
Australia:
Cultural difference in behaviour:
· Australians openly criticise the other people being more rebellious, whereas the British people generally criticise with a sarcastic undertone (Pham & Tran, 2015). 
· Australians are more open and have no problem in making friends with strangers, whereas the British are more reserved with strangers. 
Cultural difference in customs:
· Cultural norms in Britain are mainly the after-drinking work culture with colleagues, whereas the Australian workplaces allow drinking within office premises on Friday afternoon. 
· Australians prefer to keep friendship with previous school and college mates often unlike the British who prefer to keep contacts only with the office colleagues, and present professional contacts. 
France:
Cultural difference in behaviour:
· French people prefer light handshake during their first meeting, whereas the British people prefer a firm handshake with an eye-contact (Szostak & Mihelj, 2017). 
· French people are more empathetic to people’s condition and situations of life, rather than the bottom line of profit in business. 
Cultural difference in customs:
· French people want to know more about a restaurant or a hotel like its founder, family and the business growth along with visiting a restaurant, unlike the British, who are more reserved. 
· French people seek informal conversation with the staff rather than formal conversation. 
Germany:
Cultural difference in behaviour:
· German customers are aggressive at times, unlike the British people who would be sarcastic when they are offended (Evans & Kelley, 2017). 
· German people smile less during their first meeting, but the British were very polite. 
Cultural difference in customs:
· Germans rarely do small talk with people they do not know, but British people do so. 
· Germans are more honest, but the British can be devious for their profit. 
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The main activities that are required for the hotel staff of Marriott international within the UK are given below:-
Do’s:
The hotel staffs of Marriott is required to identify the culture of the guests before their arrival by the help of making them fill-up a customised form, which constitutes the place for the country of their origin, their race, and the type of service they want while visiting the place (Marriott, 2020). Also, the staffs are required to study the culture of the country of origin for their guests, which help them in understanding their patterns and way of behaviour. Also, the staffs are required to discover the guests’ social media accounts for understanding their interests, and their type of expectations, which often constitutes their overall way of working. 
It has also been found that the Marriott hotel staffs in the UK are required to make an informal group in the social media, where the staffs and the guests can communicate informally and share concerns (Marriott Annual Report, 2020). It has also been found that most of the negative feedbacks are required to be responded personally, and on an immediate basis. On the contrary, the positive feedback needs to be acknowledged coupled by thanksgiving for the sake of showing it to other customers about their services. 
The hotel staffs are also required to show extra care to all the guests by giving them a small flower in their hands when they enter the hotel, and also distribute chocolates in their room during their stay (Marriott, 2020). Such small courtesies go a long way to establish a close bonding, and generally, the people who visit the Marriott hotel are satisfied. After the booking is made by the help of online customised form, the guests are asked manually over the phone about the exact kind of services they want, and such services are provided to the guests (Marriott Annual Report, 2020). Also, there needs to be an option for translation, and the guests are required to be communicated in neutral English rather than the English native by the staff if the guests are from the non-English states. 
Don’ts:
Marriott hotel staffs need not assume the culture of any individual just from their country of origin or race, because often culture is reflected on the kind of company and friends of the individual rather than their origin (Marriott Annual Report, 2020). Also, the hotel staffs need to avoid becoming very friendly with the guests because some of the cultures like the UAE or Germany is more reserved with strangers. Also, for hotel staff, they need to ask whether a customer likes a service before asking for it directly. 
The Marriott hotel staffs from the IT department need to avoid responding to negative feedback on the social media openly, and it is required to be responded separately in the inbox for avoiding the spread of negative rumours (Marriott Annual Report, 2020). However, the positive feedbacks are required to be openly shared so that the other customers see it, and it brings more customers to the hotel. 
[bookmark: _Toc38984869]Conclusion: 
The aide-memoire concludes that cultural awareness is important for business prosperity because it helps in showing etiquettes to clients coming from different global locations and establishes good bonding with them. It has also been found that cultural awareness is highly important for a hotel industry like Marriott international, which deals with international clients. The positive response by means of feedback and getting the customers’ expectations before arrival are the secrets to have more customers and increase revenue. 
Cultural understanding is improved in the aide-memoire for the Marriott hotel staffs where the cultural differences between the UK and other countries like the US, UAE, Japan, Australia, India, France and Germany are discussed. Finally, in the do’s and don’ts section, the staffs are asked to learn more about the customers from their feedback, and they are asked not to assume customers’ culture beforehand. 	
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