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INTRODUCTION
AUTHOR'’S NOTE

The Cultural Gaffes Pocketbook draws on experiences of people in their dealings with a
range of overseas visitors, on national characteristics as outlined by tourist authorities

around the world and, occasionally, on the people themselves.

The Author wishes to acknowledge the British Tourist Authority and other Tourist Boards

for their help, advice and information.

It is important to remember that, while generalisations can be drawn when dealing with
different nationalities, people are individuals and will not necessarily fit the general image.
Regional differences, social background and education have an impact on how we behave
and these need to be taken into account.

The British might be described as cold, reserved, lazy and snobbish, but that doesn’t
apply to me; does it you?




51 %

fE& RS

(B STAALEO — BB BIE— FERM T8 AR AL, XA SER S BRI
E& AT, B —H ER R Tt 74 b A0 5k WA BURR T THEE B0 2 B A4S 1E , A —
INERSI A X S A E B AR B

Vi 7 AR 9% A R A St — e e W R T BT 4R BE O R B B BURE B

TEBRAN— SR REESAR REITCHER, o] LU — etk B R, X
MEA—ZBMABSBHEBEHE RS, B ST REIEFTHEFAM]
AT R R AT AR, KR RRINZE EBEN .

A AAHERAALE BT ST EEFH, TXHAAFEROER: REX BT




INTRODUCTION
WHO SHOULD READ THIS BOOK?

This book is for anyone who meets and greets visitors from overseas:

e You may be working in the tourism and hospitality industry where you will be meeting
visitors from all over the world

Or, alternatively

e You may be working as a receptionist for a large company invoived in importing and
exporting; company representatives from your trading partners may visit you from
time to time

In both cases you will want to create an especially good impression and to show that you
have some understanding of their needs.
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INTRODUCTION

REGIONS COVERED BY THIS BOOK

In this book we cover broadly the following areas:

e North America - United States and Canada

e Western Europe - specifically differences between Germans,
French, Italians and Dutch

e Britain - national characteristics

e Eastern Europe - emerging economies of
Czech Republic and Russia

e Middle East - concentrating on the Muslim
and Jewish world

e India - Hindus and Sikhs
e Far East - Korea and Japan
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INTRODUCTION
WHY MAKE A SPECIAL EFFORT?

Business, whether it is manufacturing or tourism, is becoming more and more competitive.
To keep ahead it is essential that companies give a consistently good service to all their
customers, especially those from overseas.

People remember people. If you make your Japanese guests feel at home by greeting
them in their own language or by being mindful of their dietary needs, they will remember
you and consequently the company - they should want to do business with you again.

Companies can choose anywhere in the world to do business. Price and quality are only
one factor; the attitude of the people they are dealing with is also very important.
Misunderstandings occur when we British, for instance, misjudge other nationalities or
make unfavourable comparisons with our own ways of doing things.
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INTRODUCTION

BENEFITS OF CULTURAL AWARENESS
FROM THE VISITOR’S VIEWPOINT

Receives a positive first impression

Feels more relaxed

Senses a feeling of warmth

Sees company as being enlightened
Encouraged to do business again

Likely to recommend company to others
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INTRODUCTION

BENEFITS OF CULTURAL AWARENESS
FROM THE BUSINESS’S VIEWPOINT

Managers may not see the benefits of encouraging their staff to give an especially good
service to their incoming guests from overseas. After all, ‘they are in our country, they will
want to speak our language and eat what we eat’ is an easy excuse for not bothering.

Businesses that are culturally aware set themselves apart from their competitors by:
e Finding out about their foreign clients; their likes, dislikes and expectations

e Equipping their key staff, especially front line, with some greetings in the visitor's own
language and some ground rules for looking after them

e Avoiding giving offence to their visitors through ignorance or assumptions



