



Petronela Chelm 
[bookmark: _GoBack]2018560


Module Name:Foreign Languages &Cultural Awareness 

Module Code:BMIH5003

Assignment title: Hotel Handbook for Intercultural Competence

Petronela Chelm
Table of Contents
Introduction	3
Theoretical framework of Intercultural competence	3
A. The basis to the Intercultural competence	3
i. Explaining the Culture	3
ii. Explaining Intelligence	3
iii. The cultural intelligence	4
iv. The CQ model	4
v. The importance of cultural understanding in a global marketplace	4
B. Case of USA and Japan	4
C. Case of Japan	4
D. Case of the USA	5
Recommendations provided in hotel handbook	5
Conclusion	6
Endnotes	7









[bookmark: _Toc97873978]

Introduction
One of the possibilities for a hotel firm in order to obtain competitiveness and assure its longevity in the sector would be to pursue a cultural intelligence approach, as a leading worldwide strategy (Samovar, 2009). In this approach, the present work focuses on assessing the function of cultural intelligence in the hotel business in general, and in USA and Japan in particular, seeking to collect a summary of excellent practices in the sector (Bramwell, 2004).
[bookmark: _Toc97873979]Theoretical framework of Intercultural competence

For many years, the term cultural intelligence (CQ) has piqued attention in the literature (Drake, 2011). A review of the available literature on CQ's theoretical framework will enable us to learn about and comprehend its evolution (Moran, 2018). Due to the diversity of consumer needs seen in the tourism industry, it is critical for hospitality personnel to be culturally savvy (Jandt, 2016). Cultural intelligence can be used to assess an individual's ability to engage with others from diverse cultural backgrounds, and cross-cultural training can have an effect on an individual's CQ, according to (Ang, Earley, and Van Dyne, 2007).	
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To have a thorough understanding of what the CQ is, how it has evolved, and how critical cross-cultural training is to the CQ, we will read some of the literature on National Culture.
[bookmark: _Toc97873981]i. Explaining the Culture

As with communication, the term culture has been defined multiple times and frequently in elaborate, abstract terms (Samovar, 2009). Sir Edward Burnett Tylor stated that culture is "that complex whole which includes knowledge, belief, art, morals, law, custom, and any other capabilities and habits acquired by man as a member of society (ibid). Culture is not a heritable characteristic. All of these cultural characteristics are acquired through interaction with other members of the society (Jandt, 2016). Hofstede views human nature as universal, whereas culture is unique to a particular group or category. Apart from culture, each individual has an own personality (G. Hofstede, 1991).
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Obtaining a more specific agreed-upon definition is difficult, given the term is highly contentious among psychologists (Lewis, 2005). Numerous researchers have concentrated on a certain aspect of intelligence and defined the term by using his or her own measurement as the central component (Jandt, 2016). Again, intelligence has defined as "individual's capacity to act purposefully, think rationally, and interact effectively with his surroundings (David Wechsler, 1994). Moreover, it also defined as adaptive behavior with an aim (Robert Sternberg and William Salter, 1982).
[bookmark: _Toc97873983]iii. The cultural intelligence

Ang & Van Dyne (2008) and Earley & Ang (2003) define cultural intelligence as the capacity to perform effectively in environments marked by cultural variety. Which is determined by the many levels discussed in the preceding section. While some parts of cultural intelligence, such as values and traditions, are innate, anyone can attain an acceptable degree of CQ. 
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The CQ model is defined by four capabilities that is intelligence-based approach to cultural adjustment and performance. These four capacities correspond to the stages of a person's path toward cultural intelligence (Timm, 2011).
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Over the last decade, technology and globalisation have made global expansion significantly more accessible to firms worldwide (Moron, 2018). Simply because a corporation has the resources to expand globally, the issue we should all be asking is whether they can sustain that expansion. Unless we understand how to read different cultures and avoid easily fallible cultural traps, we are easy prey for misunderstanding, unnecessary conflict, and eventual failure (Jandt, 2016).
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Employee perceptions of managerial responsibilities are significantly influenced by culture. The following section discusses the case of Japan and the United States of America by highlighting important cultural distinctions, customs, and behavior between the two.
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[bookmark: _Toc97864577]In nations such as Japan, where social hierarchies are cherished and seniority is respected, older employees and senior management often expect a certain level of formality and reverence from their junior colleagues (Cooper and Wahab, 2017). As a result, junior employees in Japan frequently seek approval from their superiors when making choices and expect them to delegate duties. All Japanese employees adhere to a mantra known as Ho-Ren-So, a mnemonic acronym for the words Hkoku (report), Renraku (contact), and "Sdan" (consult) (ibid). This simply implies that when a problem happens, it must be reported immediately and that all choices must travel through the proper chain of command before being approved by a higher (Brown, 2013). It is uncommon, if not impossible, for a Japanese employee to take matters into their own hands and make a decision without first seeking consent from management (ibid).
[bookmark: _Toc97873988]D. Case of the USA
On the other hand, Western countries such as the United States have an organizational structure that is quite flat (Richardson, 2008). Managers are available to guide and offer structure, but workers are often expected to make their own decisions. Employees are frequently asked to chart their own career paths within the organization. Additionally, communication is more informal, and employees at all levels are treated equally (Methan, 2001).
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Considering the relevant hotel functions and how they might need to adapt their service delivery to accommodate the guests ’specific cultural norms and requirements the following recommendations has provided-
	‘Do’s
	Don’ts’

	· [bookmark: _Toc97864580]Be conscious of food requirements
	· Never mis-behave with guests

	· [bookmark: _Toc97864581]Accommodate religious beliefs and rituals
	· Don’t hurt religious beliefs of guests.

	· Surprise your guests with presents and appreciation
	· Don’t be busy with personal stuffs

	· Go out of your way to please guests
	· Don’t show business to customers

	· Communicate effectively and regularly
	· Don’t present yourself as oversmart

	· Be available always
	· Don’t show anything so that they might feel isolated

	· Serve with a smile
	· Don’t make your face in a sad mood

	· Listen and respond to customer needs
	· Don’t ignore your customers or don’t act in away so that they will feel ignored

	· Maintain Cleanliness and hygiene
	· Don’t order your customer to keep the premises clean

	· Survey your guests so you can serve them better
	· Don’t argue with your customers



[bookmark: _Toc97873990]Conclusion

Cultural intelligence offers a wide range of applications as a cross-cultural communication tool. It is critical to create and promote capabilities that enable both managers and staff to be effective in multicultural environments, which tourism is based on, in the hotel business, where cultural interaction plays a critical role in service quality as well as performance outcome predictors.
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