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[bookmark: _Toc119276117]Executive Summary
Understanding the cultural contrasts that exist between the United Kingdom and Japan is the primary focus of this study. It is essential for hotel management to get an understanding of the culture of a country that is visited by tourists since this increases the satisfaction of guests while they are on hotel premises. Because return guests will have a higher opinion of the hotel's professional way of doing business, it will help hotels to maintain their competitive edge in comparison to rival hotels. Hotel platforms will become more diverse because of the incorporation of cultural components, which will also encourage more specialisation among hotel business.
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The language and cultural barriers are prioritised by multinational hotel businesses. The ability to recognise subtle differences between groups of people is an essential component of cultural sensitivity. The capacity to comprehend and accept cultural differences and similarities in a variety of social contexts is what people mean when having cultural competency. Having cultural intelligence and sensitivity is necessary for success (Gamio and Sneed, 2021). The concept of cross-cultural dimensions that Hofstede proposed is really useful for understanding people’s cultures. Due to the cultural and linguistic differences in Japan, this study will highlight this country. The report will give preference to Japanese tourists.


[bookmark: _Toc119276119]Country A- Host Country
· The country that is selected as the hotel location is the United Kingdom. The power distance in the United Kingdom is quite low (Minkov, 2021). This suggests that the majority of British hold the view that it would be good to lessen inequality. 
· In the United Kingdom, there is a significant degree to which a person's sense of identity is characterised either by the words "I" or "us." The individualistic culture of the United Kingdom contributes to the population's tendency to be more self-reliant and less dedicated to bigger groups of people. According to Hofstede, the culture of the United Kingdom may be described as "masculine."
·  The United Kingdom was given a score of 66 on this cultural quotient, which indicates that its people, on average, place less importance on qualities such as getting along with others and being modest, and measures such as quality of life (Hughes, 2022). 
· It seems that the British are not too preoccupied with attempting to foretell the future, which may indicate that they are comfortable with the fact that they do not know every detail. It may be challenging for individuals from countries such as Japan, Poland, Russia, and France, amongst others, to readjust to life in the United Kingdom (Hughes, 2022). 
· The time orientation of the United Kingdom has been rated natural. This item discusses the ways in which a culture may adjust to changing conditions while yet holding on to its historical origins. UK scores low in indulgence as the British have weak self-control and a tendency to act on their wishes (Gamio and Sneed, 2021). 
· It may be beneficial to recruit employees from more liberal cultures if prospective employers provide greater options for work-life balance and flexible scheduling.
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· The country that is selected as the guest country is Japan because a significant amount of people from Japan visits the United Kingdom every year. Japan is a society that has a moderate hold on the hierarchy, as shown by the fact that it is ranked in the centre of the power distance rating (Arrison, 2022). 
· People in Japan are acutely aware of where they are always in the social hierarchy when they are in a social setting, and they act and react accordingly. However, in contrast to many other Asian countries, the social structure of this one is far more flattened (Arrison, 2022). 
· Many people from other countries have a negative perception of Japan's level of hierarchical structure because of their negative business experiences with Japan's excruciatingly slow decision-making processes. People in Japanese society have a great sense of shame for losing face, and they prioritise maintaining collectivism above expressing individual ideas (Lee, 2021).
· This is because losing face is seen as a public humiliation. In contrast to the societies of many of her Asian neighbours, this one does not practise much collectivism. Many people get the impression that Japanese culture is highly masculine. There is a little amount of collectivism, but one won't find the aggressive and competitive individual behaviours that are characteristic in communities.  When it comes to uncertainty avoidance, Japan is among the most cautious countries in the world (Unesco, 2021). 
· This is often connected to the fact that Japan is perpetually at risk of being struck by earthquakes and tsunamis. Under these circumstances, the Japanese people need to acquire the mindset that they must always be prepared for the unexpected (Unesco, 2021). 
· Japan gets a relatively high score on the Long-Term Orientation scale when compared to other nations. On the immense scale of the history of humanity, the Japanese see their own lifespan as a little flicker. The Japanese culture, which is noted for its restraint, has a relatively low level of indulgence. People in Japan tend to assume that they are restricted by social norms and standards. 
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Cultural sensitivity and understanding are of the highest significance, both from the point of view of the hotel staff and from that of the hotel itself. Because of the severe level of competition in the hotel sector, businesses in the United Kingdom may be able to provide better service to their customers if they concentrate on making their visits more enjoyable (Meyer, 2020). It is beneficial to the reputation of the hotel for the personnel to place an emphasis on cultural understanding. Therefore, the customer care staff can better serve customers since they learn about the customers' histories and traditions (Salazar and Salas, 2021). The same holds true on the international level, where it may assist in easing relations with Japan and other countries. In addition, if British hotels take the time to educate themselves about the culture of Japan, they will be more equipped to meet the needs of Japanese tourists.
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	Do’s
	Don’ts’

	Staff should give a warm welcome to the tourist of Japan as their culture is a welcoming one.
	As Japanese guests are strict, staff should not perform any unusual behaviour.

	Japanese customers’ should be given the utmost priority.
	Japanese guests may be discouraged to stay if personnel don’t stay for an extended period.

	Staff should arrange food that the Japanese prefer.
	Employees should not overreach in getting to know Japanese visitors.

	As Japanese guest has different taste, they should be given enough attention.
	As the Japanese give priority to their privacy, staff should not do anything that violates their privacy.


Table 1: Do’s and don’ts (Own)
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It is advantageous for the hospitality industry to understand guests that come from a diverse variety of cultural backgrounds since doing so helps everyone feel more at ease. Hotels need to take the initiative to help their employees as well as their visitors adapt to new cultural norms and expectations (Storti, 2019). As a result, it is essential for these businesses to institute policies and procedures that promote cultural diversity and cultivate an understanding of the cultures of their customers.
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