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Executive Summary  


Through this report we will use the 6 dimensions of Hofstede, and Globe Research to analyse and understand the culture of Japan.
Hotel Trinity can become more aware of culture differences and how important this is to have a successful business, to better serve and accommodate general customers from around the world. Hotel Trinity is in United Kingdom, more specifically in Swansea, Wales. Giving the opportunity to make changes and recommendations in all departments within the hotel when receiving guests coming from different countries around the globe. Also, we focus on a table of do and don'ts, where employees can better their knowledge and behaviour. Hotel trinity will have the ability to demonstrate better relationships and making general customers happier and more welcomed, gaining profit from their feedback and return. Late page of this report will show the resumed information in a table of do and don'ts that will be available to all employees within the hotel.
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[bookmark: _Toc2121678208]1- Introduction 

This report will use and analyse the 6 dimensions of Hofstede, to prepare the hotel Trinity to receive a Japanese group, making all employees be more sensitive awareness about the diverse cultures around the globe. Hotel Trinity is in Swansea, Wales, being part of United Kingdom, it is established in the market for over 100 years, having a great know how, Hotel Trinity have 300 rooms and 350 employees between all departments. Hotels have an enormous impact, by all the customers they receive every year, also around 50% of employees in hospitality come from different countries. In this context intercultural competence and sensitivity awareness is crucial for everyone working in the hospitality sector. This competence gives you the advantage of being well prepared, giving a boost in productivity. But, what is intercultural competence, is the expertise to behave and communicate in a suitable way, with others that are culturally different, giving organisation the potential to be innovative, effective, and inclusive. This Knowledge helps to have a different behaviour and to best interact with others, giving a sign of respect to various cultures, in a global context gives you the opportunity to gain more diverse perspectives, using the local knowledge, and accessing different resources and talents ( Callen.D. 2008).






[bookmark: _Toc268109789]2 – Hofstede 

Hofstede (2010) centre his attention on the process culture is obtain and how people obtain their culture, is the connection between people that had live and experience in the same place. In their work research in IBM, Hofstede discovered resulted in 4 Dimensions (Uncertainty avoidance, masculinity- femininity, Power distance and (Individualism- collectivism), few years later two dimensions where discovered (Long term orientation, Indulgence). This 6 Dimensions impact with culture, and they are validated from low to high. 
Power distance contemplate the existing power and inequality is indulge by people, Collectivism/ Individualism extend to societies consolidated groups and how they accept responsibility or vulnerability, Masculinity/Feminism how societies chose to group sexual attuites, Achievements, behaviour, and gender roles. Uncertainty avoidance includes the way a nation allows ambiguity and uncertainty, how people react to unknow and unexpected circumstances. Long term/ short term how individuals align time and space, existing and future challenges. Indulgence how diverse human beings' approach to satisfy needs, impulses, and desires.
Later in 2020 Globe token some of the Hofstede ideas and reworked them and altered the number of dimensions to 9, also affirming that culture is dynamic, because changes overtime. 









[bookmark: _Toc1494988661]3 – Best Practice 
The methods available help prepare our organisation and employees, this gives the imperative advantage for your business to succeed. All hotels should made available a set of tools to offer to employees to make them aware of culture awareness. Giving training in languages Skills, always learn from somebody else background culture and respect one another, discard any assumptions, and treat others equally.
Marriot Hotel already does this, have reports about 100 different countries, to give training to employee to have the advance to perform well. (Satterfield, 2017) "Our ability to attract the most diverse customers and reflect local cultures in our hotels will propel our future success and global growth."
Companies that have considerable understanding of the essential Dimensions of Culture will communicate better with their customers, employees, and suppliers, over different regions, and markets. The growth of a company or brand in the globe, must localize the message, marketing, and shared values, otherwise is doomed to failure.
Globe (Global Leadership and Organisational Behaviour effectively) researchers used prior reaches to create Clusters helping analyse the differences and similarities between cultural groups.



[bookmark: _Toc972239088]4 - Hotel Trinity 

Hotel Trinity is in Swansea, Wales, part of the United Kingdom. Uk national Culture is identified by a low power distance, strong believes that inequalities should be minimized, fair play and treated equal, which empower employees, high individualism, and private that encourages individuals to innovation and responsibility, British read between the lines, what is said is not what you mean. High masculinity showing the level of commitment to work and guide for success, low uncertainty avoidance which relates to the ability the employee to do new things, making the organisation vigorously and allow employees to come with excellent service, and the nation is quite happy, and do not mind waking up not knowing what will happen, do not have many rules, prominent levels of creativity. What is different is appealing, humour, and consumerist. Long term Orientation cannot be determined, British as indulgent have the willingness to realise their desires and purposes, love enjoying life and having fun, optimistic, like their relaxation and spend money as they wish, the rote to happiness is by personal fulfilment. Surprising Like the Japanese the British have a culture of High context (Hofstede insights, 2022).





[bookmark: _Toc129809282]5- Japan 
Japan Individualist is low, putting the harmony of the group at evidence, by do not extend family system, has become a paternalistic society, people are loyal to employers' companies, and very loyal to their inner birth groups. Japanese are recognised as collectivistic by western standards , also are consider reserved and private people. Japan is one of the most masculine societies in the world, and can be observed a big competition between groups, that tend to work hard and long hours, being consider workaholics, and is still hard for women reach prominent levels in organisations in Japan. Also, is one of the most Uncertainty avoidance countries, avoid conflict, competition and risk taking to preserve social harmony, constantly threaten by natural disasters (tsunamis, earthquake, etc), having loads of different ceremonies. Japan is long term Oriented society, see their life as very sort moment, living the best in life, and guided by morality and down-to-earth. Have a culture of restraint, tendency to cynicism and pessimism, emphasis on leisure time is low and control their desires, seen as something wrong. Japan belongs to high power distance, believe in authority, hierarchy, and supervision, have respect for age and subordination. Japan is on the edge of hierarchy society and is the third largest economic market, education is highly valued in fact School teach that anyone is born equal and working hard you can become anything. Also, often they speak English, being a collectivist society, social status is particularly important, do not like changes and everything is prescribed, in corporate see long term orientation as high rate of investment, although they have enjoyment in artistic activities, such reading is immensely popular , The WA (harmony) is an important part of all types of relationships, behaviour and communication in based on Menboku(face), talks about reputation, pride and honour, same apply to the relation with nature(Hofstede insights, 2022)







[bookmark: _Toc691043219]6 - Countries analysis

[image: ]                                               Hofstede-insights, 2022

Analysing this numbers, conclusion is obviously different









[bookmark: _Toc86618647]7– Recommendations 

[bookmark: _Int_1nb0lXV9]Fact is hotel Trinity  should make some arrangements, to receive  Japanese guests, at Reception, staff should not look directly into the eyes, also give them documents or keys with both hands, and do a small bow ,showing respect also another consideration is try to allocate the guests to rooms that do not have number 4 or 9 , because they are consider bad ( 4 means death, 9 means agony or torture ), but number 7 or 8 are very good . To all departments, if any employee has tattoos should cover them, all staff should be aware of body language and tone of voice, and that pointing is rude, should use all hand to give directions or go with the guest, beckoning is also o rude gesture and try not to express to many emotions. At Kitchen staff should be prepared to offer Japanese food, and at the table have chopsticks available and a small, rolled towel to clean their hands, after serving food always say enjoy your meal, and when handling money, never give directly to the hand, give in a separated tray and normally Japanese do not give tips. Normally when at the table they wait all members to be served to start eating. They enjoy green tea, so is an option to offer in the rooms, and small gifts are really appreciated. Since reading is very appreciated newspapers could be available. This are the main considerations, also check the table below to check do and don'ts.










[bookmark: _Toc470314273]8 - conclusion 


Using the Hofstede Model will be beneficial for Hotel Trinity because will give the necessary tools to better receive all their guests from around the world, giving them a great business opportunity and advantage. All staff should have a training and read the table of content to be prepared to receive guests from Japan, that way everyone will have a major cultural awareness. 






[bookmark: _Toc1087651162]9 - Hotel handbooks do and don'ts


Hotel   Handbooks    Do and don'ts for Japan 

Reception 
        Do
· Use both hands when give them something 
· Small bow, showing respect
· Consider allocate rooms in Numbers 7/8 (are good) 
· Cover tattoos 
· Dress to impress
· Lower tone of voice
· Try not express to many expressions 
· Try to use all hand, when giving directions, or take them to the place 
· Give personal space 
Don'ts 
· Do not say No directly 
· Do not point
· Do not interrupt when they are speaking 
· Do not beckoning
· Do not address by birth name
· Try not to allocate in rooms number 4 and 9 (are bad)
· Do not blow your nose 
· Do not touch 

Kitchen and restaurant 
Do 
· Slurp is ok, show enjoyment on the food
· Do call waiters at table 
· Drink in public
· Tattoos should be covered
· Punctuality is very valued
· Use bigger table, normally eat as group 
· Use of chopsticks
· Small, rolled towel to clen their hands
· Prepare some green tea
· Prepare Japanese food
Do not 
· Do not point 
· Avoid eye contact
· Do not beckoning
· Do not misuse the chopsticks
· Do not tip 
· Never give change directly to hand, use a tray
· Do not say No directly 
· Do not interrupt when they are speaking 
· Do not pour their own drink

Housekeeping
· Do not be alarmed if notice shoes by the door 
· Give personal space 
· Green tea available in the room 
· New papers, if possible 
· Enjoy small gifts in the room 
· Do not get in to tub without showering


To all staff 
Do 
· Be Humble
· Be Hospitality
· Bow, showing respect
· Use both hands to give something to them
· Punctuality is very valued
· Slurp is ok, show enjoyment on the food
· Do Gifts
· Do take shoes off
· Do dress to impress
· Use Mr and Mrs
· Do call waiters at table
· Do drink in public
· Do smoke in allocated areas
· Do ask age
· 7, 8 good numbers
· Tatoo should be covered

Do not 
· Avoid eye contact
· Be careful with body language and tone of voice
· Do not interrupt them when they are talking
· Do not say no directly
· Do not point
· Do not pour your own drink
· Do not blow your nose
· Do no tip
· Do not walk the wrong side
· Do not touch, give personal space
· Do not address by birth name
· 4, 9 are bad numbers
· Do not eat and walk
· Do not be loud in public transports
· Do not get in to tub without showering
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