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[bookmark: _Toc97559256]Introduction
Cultural awareness is a fundamental skill that each human must possess. In the hotel sector, there are a variety of beneficial outcomes that may be achieved if a manager understands the cultural, attitudinal and value-based distinctions amongst individuals. This report discusses the implications of hotel guest service for guests from Japan. It will also show how different departments should adapt their service delivery to accommodate the guests ’specific cultural values and norms. Finally, the findings of the report have been summarised which will act as a briefing document for staff members.
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Cultural awareness and sensitivity can be used to recognize various differences and similarities across different cultures and people and then use those learning to establish smooth communication and better serve the customers of the hospitality industry (Grobelna, A., 2015). Hofstede’s theory of cultural dimension is highly useful, which classifies cultures into 6 dimensions, can be used to understand people’s values and priorities in the international arena (Radojevic et al., 2019). This classification includes.
· Power Distance 
· Individualism Vs. Collectivism
· Masculinity Vs. Feminity
· Uncertainty Avoidance 
· Long Term Orientation Vs. Short term orientation
· Indulgence Vs. restraint
In high power distance cultures, it may take a long time for the subordinates or employees to make a decision due to limited power and there may be a lack of teamwork (Jogulu, 2010). It can hamper the quality of customer services, especially in the hospitality industry which requires decision making and flexibility for customized services. The employees need to interact with the customers from an individualistic society differently than the collectivist society (Souiden, 2011). Societies which are conservative or restrain peoples’ natural desires and enjoyment to a high degree with social norms are different from free countries with a high level of indulgence in entertainment (Zhang, 2019). Employees of the hospitality industry must know about these sensitivities among cultures and then serve people appropriately according to their desires.    
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In the hospitality industry, it is very much important to understand the cross-cultural differences in attitudes, practices and values. Proper knowledge of these things improves the quality of service and improper knowledge can be very costly for the business. It may even create lots of miscommunication among customers and service providers. For example, to serve a guest from Malaysia, the employees need to know about the implications of cultural and religious norms in his/her service, so that the guest feels safe and respected. Malaysians have a strict religious dietary system called ‘Halal’ also applicable for Muslims around the world (Ambali, 2014). So, while serving food to the guest, the employee must ask his/her customer about his requirements and also need to keep some standards food ready for everyone. In Ramadan, the guest may follow the strict timetable for prayer, eating and drinking which may be different from others (Razak, 2019). So, the employees must arrange flexible programs to cater service to him by creating a supportive environment. Malaysian culture as a whole likes privacy and personal space for themselves. So, the hotel must ensure that the guest enjoys his personal space without unnecessary interference and engagement.    
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The best way to adapt the institutions for serving people from different cultures and customs is to inform and train the employees about these differences in proper and sophisticated ways (Lewis, 2008). The more the employees of any organisation will be aware of different cultures and people, the more they will be able to serve the customers in the best possible way without hurting or offending them and also without harming the interest of the business (BBC - Languages - Real Chinese, 2022). The management and the employees must be trained properly about workplace diversity and effective diversity management. Firstly, the employees must be trained to eliminate discrimination based on race, ethnicity, religion, nationality etc. while serving the customers and among themselves as well and made aware of the organisational goals about that. Then, must be made aware of the benefits of learning and respecting other cultures in serving customers from diverse backgrounds, and finally, the organisations must arrange programs to teach them about different cultural behaviours and their implications in practical scenarios.   










[bookmark: _Toc97559260]Do’s and Don’ts 
	Criteria 
	Do’s
	Don’ts

	Treatment 
	Treat customers sincerely without any discrimination based on their geographic or demographic background (Min, 2021).
	Unequal treatment for men and women and making judgements and stereotypes about people

	Customer Service 
	Providing flexible and customized services based on various cultural or religious requirements 
	Imposing too many rules and regulations and generalizing the needs of people from different cultures

	Privacy
	Avoid asking for excessive personal or individual information to customers from conservative cultures (Swimberghe, 2011)
	Unnecessarily intruding in their personal space and  

	Communication of Information
	Properly communicating with the customers from diverse cultures, avoiding miscommunication by using an appropriate medium of communication (Jiacheng, 2010); Providing information regarding food and other services clearly. 
	Preparing food not being informed about various cultural and religious regulations; Not asking about the food allergy or intolerance problems of customers
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In this study, the importance of understanding different cultures and adapting the business with various implications is discussed. Due to globalization, the hospitality industry is required to understand people from different cultures as it deals with people from different cultures and orientations more increasingly than ever. Without sensitivity and awareness about demographic and cultural diversity, it is almost impossible for any business to operate in hospitality. 
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