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[bookmark: _heading=h.gjdgxs]Introduction
The hotel sector is increasingly competitive on a global scale, and one of the challenges is communicating with guests who speak a different language. The importance of a person with high levels of cultural intelligence and sensitivity will be demonstrated throughout the report. The Hofstede theory will also be illustrated, stressing the significance of overcoming cultural differences and providing guidance on what hotel personnel should and should not do (Bryan, 2013). Given the cultural and linguistic distance that may exist between the hotel staff and their international guest from Japan, it is likely that this will be taken into account when providing service. The study will show how to prioritize Japanese guests' preferences.


[bookmark: _heading=h.30j0zll]Cultural Intelligence and Sensitivity
The Value of Intercultural Competence and Awareness
From the perspective of the hotel's workforce, cultural intelligence, especially sensitivity, is crucial. For a hotel to thrive in today's cutthroat hospitality industry, managers must prioritise the comfort and happiness of their guests above all else. The hotel's image improves thanks to its staff members who place a premium on cultural sensitivity (Daisetz Teitaro Suzuki and Jaffe, 2019). This eliminates intergroup hostility and allows businesses to cater to individual customers' cultural needs. Also, it can help make international connections with respective countries stronger and smoother interpersonal connections even better. Service to hotel guests and communication with them can benefit greatly from a shared awareness of different cultural norms and values.
Service Implication for Guests
Any hotel's offerings should have the potential to create a more competitive market because of their emphasis on boosting service through the efficient use of a variety of languages. The hotel's reputation can improve if the customers are treated well and the establishment is kept clean and the food is of high quality (Gezon and Kottak, 2018). One of the disadvantages considered is the language barrier that exists with overseas customers.
[bookmark: _heading=h.1fob9te]Hofstede's theory of cultural aspects
It was in 1997 that Geert Hofstede established his cultural dimensions theory, which centres on the importance of effective cross-cultural communication. It analyses how cultural norms influence and are influenced by individual behaviour. What this means, in layman's terms, is that cultural differences among nations affect the methods in which trade is done and channelled. The following are the five categories of hypotheses that are covered:
· Distance of Power:
Culturally accepted and perceived socioeconomic inequity between societies is what we call "the distance of power". Hofstede interprets this finding as evidence that great distance has the potential to profoundly affect people's behaviour (Livermore, 2015). For instance, if a hotel cares about its customers' experience of social inequity, it will attract and keep them.
· Avoiding Uncertainty:
According to Hofstede, it has to do with the anxiety one may have in a new environment. A Japanese visitor to the United Kingdom, for instance, would feel unsafe owing to language and cultural barriers.
· Collectivism and Individualism
Collectivism, in contrast to individualism, places value on the interconnectedness of social units such as families (Livermore, 2015). Hotels that cater specifically to Japanese families on vacation in London, for instance, will be able to meet the needs of those guests. Individualism, on the other hand, is defined as putting a premium on personal freedom and choice.
· Gender Roles:
Understanding and accommodating the interests of all members of society is important, and the gender gap emphasises this fact. Customers in a hotel, for instance, who are given services tailored to their specific gender, tend to be more efficient.
· Perspective on the long run:
It's the final of Hofstede's theories, and it's concerned with how different cultures view the future and the past. The major target here is the foster parent, as he or she is the one responsible for dismantling the barriers of difference (Peterson, 2018). Customers from Japan who travel to the United Kingdom, for instance, like receiving top-notch treatment and feel like they deserve to be treated like VIPs by everyone in the establishment.
[bookmark: _heading=h.3znysh7]Departments in a Hotel
· Front Office Department:
Hotel guests are greeted by a member of the front desk staff. They have conversations and provide them with information about the hotel. Due to cultural differences, connecting with Japanese visitors is exceedingly challenging. Therefore, the hotel must provide its employees with language training and education.
· Housekeeping Department:
Door-to-door services are provided by the hotel's cleaning staff, and they do a good job of it. However, Japanese customers have no way of communicating their concerns to the staff in person (Valdeón, 2018). As a result, from now on, the housekeeping staff can at least somewhat interpret cultural signals.

· Restaurant Department:
The restaurant division offers traditional British fare, whereas Japanese customers typically choose sushi and other fish-stuffed dishes. Because of language limitations, people are unable to express their choices openly (Nash, Brown, and Bracci, 2012). A translator needs to be assigned to this case to facilitate effective communication with the foreign visitor.
[bookmark: _heading=h.2et92p0]DO’s and DONT’s for Hotel Staff
	
	DO’s
	DON’T’s

	1
	Japanese visitors' anxiety levels will drop as soon as they are greeted by friendly employees.
	Japanese visitors are known for being quite particular about how they are treated, thus the person should make no mistakes.

	2
	The needs of Japanese customers must always come first.
	If employees are unavailable for an extended period, it might put off visitors from Japan (Valdeón, 2018).

	3
	Japanese visitors want individualised service that caters to their tastes and preferences.
	The Japanese visitors appreciate their personal space, thus the personnel shouldn't invade it.

	4
	Building a rapport with Japanese hotel customers would entice more of them to visit the country (McGuire and Ho, 2015).
	Members of management and authority, as well as staff members, those who aren't directly servicing Japanese visitors, might put them off.





[bookmark: _heading=h.tyjcwt]Conclusion
The employees will be better equipped to accommodate Japanese and non-Japanese visitors if they are fluent in the languages of those nations. Management should take the lead in this matter and arrange for them to attend lessons in foreign languages (Mahomed Abbas Shushtery, 2012). The hotel's global standing will improve as a result.
The cultural and sensitive intelligence signalled by the report is effective in attracting guests from other nations (Gert Jan Hofstede, Hofstede, and Pedersen, 2012). Japan has been thinking a lot about big contrasts in culture. The report details the hotel's departments and provides advice on how employees should and should not carry out their duties.
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