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Foreign Languages and Cultural Awareness

Produce an Aide Memoire for hotel staff to help manage guest service experiences for the international visitor

[bookmark: _Toc30259544][bookmark: _Toc30217577]Overview
[bookmark: _Toc30259545][bookmark: _Toc30217578]Geography
Asia is part of the Eurasian country. The land area is approximately 41.5 million km2 if the protective island area is 44.4 million km^2. Asia stretches from the north to the equator and dries two masses of land in three seas. It is the largest country in the world. It is surrounded by two masses of land: Africa and Europe and three seas: the northern states, India and the Atlantic (Weaver et al., 2018).

[bookmark: _Toc30259546][bookmark: _Toc30217579]Nations
It is divided into six sub-regions: East Asia, Southeast Asia, South Asia, Central Asia, North Asia and West Asia. There are currently over 46 empty countries in East Eurasia in Asia divided into supporting districts: East Asian countries: East Asian countries are Taiwan, Mongolia, Korea, Korea, Japan and China. Southeast Asian countries: Southeast Asian countries are Brunei, East Java, Laos, Myanmar, Singapore, Vietnam, Cambodia, Indonesia, Malaysia, Philippines, and Thailand. South Asian countries in South Asian countries are Afghanistan, Bangladesh, Iran, Nepal, Sri Lanka, India, Bhutan, Maldives, and Pakistan. West Asian countries in West Asia are Saudi Arabia, Azerbaijan, United Arab Emirates, Iraq, Jordan, Lebanon, Palestine, Sip, Armenia, Bahrain, Georgia, Israel, Kuwait, Oman, Qatar, Syria, and Yemen Central Asian countries there are Kazakhstan, Tajikistan, Uzbekistan, Kyrgyzstan and Turkmenistan in Central Asia. For countries like Russia and Turkey. There are countries in Asia and Europe. They are currently regulated in European countries.
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[bookmark: _Toc30259547][bookmark: _Toc30217580]Economics
The Asian economy is the economy of over 4 billion people (60% of the total population) living in 46 different countries. Six countries also have a topographical location in Asia but are burdened financially and politically by different landmasses. As in any other part of the world, the boom in the Asian economy is extremely different in individual countries and across the country. This is a direct result of its enormous size, from culture, situation, and history to government. The largest economies in Asia with visible GDP are Japan, China and India (Cheng, Wong and Prideaux, 2016). The size of the economies varies from China to the second-largest economy in the world (in terms of apparent GDP in 2010) to Cambodia, which is perhaps the most unpleasant country. As the apparent GDP shows, the People's Republic of China is the largest economy in Asia and the second largest in the world, followed by Japan and India and the third and eighth country in the world. Korea is also a huge economy that ranks 12th in the world in terms of GDP (Kurasawa, 2016).

[bookmark: _Toc30259548][bookmark: _Toc30217581]Culture
Asians are often saved if they are accepted and usually take into account the economic well-being of the person. They typically look at more respected people or those with greater economic wealth. Their expression and their signals, their correspondence are also clear. At work, Asians often offer gratitude, peace and trust to their superiors, ready to adapt to the job they are looking for. He appreciates family use, economic well-being and education. A large part of them is pointless from what happens in everyday life (Foyster et al., 2017). They are happy with their fate and are often aware of their life's work according to their social status. Asians tend to reject investing in the law, but see it as an external burden on their lives and interests. Your level of legal respect, therefore, depends on your marital status, education, habits and respect. However, in Asian rustic networks, awareness and legitimate belief is limited and is generally used in accordance with common practice. They also value the network and are connected to it (Iriye, 2017). Families are valued, and sometimes they live in the house for three or four years. Asians often appreciate visitors who gather and make friends with neighbours. Your children learn networks in good time to get involved in work and life (Groot, 2018).
Regardless of the importance of the reserved time, Asians are strongly influenced by religion and regard time as a resurrection cycle and its earlier connection with the present and the following. They have a friendly atmosphere with each other and with the ordinary world (Zeng and He, 2019). Likewise, varied programs and temporary ranches are occasionally combined with the rhythm of time. Over time, there may occasionally be rotation or confusion between games and work. Asians invest a lot of energy that is revived through learning, generation and travel. They love to ad-lib and put their supplies in karma, fate and opportunities (Su and Wall, 2019).

[bookmark: _Toc30259549][bookmark: _Toc30217582]Negotiating Style
[bookmark: _Toc30259550][bookmark: _Toc30217583]Asian style
The participation and coordination of the provinces in Asia and the Pacific is an important source of development, and the strengthening of business relationships and the exchange of associations are important components of this process. So when you work together in Asia, you're going out with a lot of socially and phonetically different people. This makes negotiations unpredictable and difficult to investigate. However, you will surely be successful thanks to the suggestions of our group: In fact, there is no Asian culinary culture (Kourgiantakis and Bogo, 2017). Whether you work in Singapore or do business in Hong Kong, Asians are no different. Asian cultures are very diverse, and with this social diversity, behavioural diversity leads to negotiation, basic leadership, and business. This means that a productive moderator in Asia requires a high level of care and adaptability. Respect and affection must be shown in a culture that is characterised by custom and convention and in a culture that completes the chain of meaning and demand, you have to be respected. Examine yourself and position yourself to adapt your behaviour to your partner's likely social habits (Li, 2016).
Regardless of how you observe and adjust your own behaviour, you need to be careful about how your partners behave and what they mean let alone — nonverbal communication. In many Asian cultures, people have been instructed to reduce passionate fears and to invest consistently in silence. Therefore, you have to limit your passionate presentations and pay attention to imperceptible changes in non-verbal communication, e.g. the appearance or changes that are not silent. Change in the discussion. Kindness and avoidance of struggles are highly valued in Asian cultures. Pay particular attention to this, as this may lead to your partner refusing to accept your offer, and you have to negotiate. If you do not know the national language, you can ask the delegate to attend and explain these articles. Many Asian cultures do not consider basic leadership to be lonely (Fenner, 2016).
The people at the table do not accept the choice of location. If you are in Asia, you have to see how they decide and who (in the case of someone) has the last interview. This way, one can customise the negotiation process in a similar way (Iriye, 2017). The study portrayed Asian cultures as the basic level of "low trust". Whilst Westerners generally trust others until they get the explanation that this is not the case, individuals in some Asian cultures are deeply reluctant to contact strangers - especially strangers or "couples". That is why you need brokers who give your partner a "natural face”. The middle person has the task of making initial contacts, sorting rallies, starting business talks and resolving contradictions. The middle person also plays a key role in deciphering non-sponsored non-verbal communication and articulations that you may not understand. It would be ideal if you were considering sending someone nearby to the area. They are fantastically valuable and usually predict (Zeng and He, 2019).

[bookmark: _Toc30259551][bookmark: _Toc30217584]Negotiations
Speaking of the whole match with the Asian style. Avoid making concessions in the beginning. Try to be patient and keep quiet when the meeting starts to warm up. Remember, sensitive data with great innovation (Weaver et al., 2018). 

[bookmark: _Toc30259552][bookmark: _Toc30217585]After Consultation
Be ready to answer similar questions and keep a strategic distance from aggressions. Save incorrect and business data for the database. Remember that they can negotiate. Working together in Asia is hard work and is catching up. Because effective spillage in Asia can be unpredictable, it is certainly achievable. A little social thinking, taste and design will take you far (Kurasawa, 2016). 

[bookmark: _Toc30259553][bookmark: _Toc30217586]Look At the Negotiation Style between Vietnam and Japan
Japan has made one of Vietnam's most important contributions to speculation, imports and customs over the years. The expanded company from Japan to Vietnam was initiated by a growing number of Vietnamese organisations that manage Japanese partners. Organising Vietnamese organisations with Japanese suppliers is an incredible requirement. Today we have to find out how to deal with Vietnam and Japan (Groot, 2018).

[bookmark: _Toc30259554][bookmark: _Toc30217587]Agreements
Whether you crochet in Vietnam or Japan, you will definitely find that people invest a lot in building relationships and trust. Vietnamese or Japanese have a feel for the system. Collecting is often a basic decision. In any case, the general awareness of the Japanese is somewhat higher. Everyone has a dedicated, curious. Japan and Vietnam are made from the wet rice industry and use rice, cereals such as corn, potatoes and cassava as staple foods. Both countries are well advanced in their relationships, as they usually judge a person by age, level of education and current position in the organisation (Weaver et al., 2018).

[bookmark: _Toc30259555][bookmark: _Toc30217588]Differences
[bookmark: _Toc30259556][bookmark: _Toc30217589]Professional Preferences
First, it was discovered that the most important thing is that the Japanese, at work or whatever they did in everyday life, was constantly in agreement and followed what they intended to do the necessary steps. Instead, most Vietnamese people usually work near other people. For example, to complete a similar activity within a fortnight, the Japanese will finish their work on the base week. The next week will be updated and completed. In addition, the Vietnamese will not stop this activity during the main week but will do everything in their power last week. Working on the bite crumb is a fundamental part of our daily life. It enables us to track things easily. However, it is also unfortunate that urgent changes are often misleading and difficult to choose. Together, the Vietnamese are in a hurry to adjust when something changes, and it's easy to see that the Japanese are very fast - which most outsiders when dealing with Japan cheat with Japanese culture (Foyster et al., 2017).
This tendency develops in every person and changes step by step to a verifiable central standard knowledge. So it's too late to treat him as a lack of kindness. The urgency is an indisputable prerequisite in all circumstances. In the meantime, awareness of the recognition of the time principle in Vietnam does not seem to have been sufficiently raised. A five- or seven-minute package is often missing. In addition, no one has boasted of it since its introduction to lifestyle (Li, 2016).

[bookmark: _Toc30259557][bookmark: _Toc30217590]Communication
For Japanese people, using the main Name during the first meeting is a demonstration of boldness, and therefore horror. The Japanese Name the most important partner on the map. For example, a boss named "CEO" doesn't mean "you" or something. Vietnamese partners ask for "name" or "you". Separation is essential for Japanese. Hello, you don't understand or tremble, I applaud. The handshake and weapons are a declaration of acceptance for the Vietnamese. The Japanese tend to bend 90 degrees in the opposite direction and fix their backs. Whilst the Vietnamese welcome movements, eyes, contracts or actually move them. The Japanese refrain from each other because they are not considered nice. Whilst the Vietnamese look at each other in the eye regularly. When you see someone, the Japanese usually avoid disappointment with others, the Japanese say "no" from time to time (Li, 2016). 
[bookmark: _Toc30259558]Instead, they avoid regularly and hope that if they understand, they will have something else. For example, when asked to go to the cinema and unable to walk, they often express their wishes but then state their intended reasons. In Vietnam, many will say that it is worrying that the occupied, and even clear, prefer not to move for unknown reasons. In Vietnamese speculation, problem-solving is the best way to show the enemy to the enemy (Iriye, 2017).

[bookmark: _Toc30217591]Modes and Applications
In Japan, there are still ideas for important men versus women. The problem in Japanese society is that many women are unemployed, and despite the fact that they will be working, it is difficult for them to be as high as men. Late Japanese women started to work more than before, but this percentage is nothing. Vietnam is one of the countries with exceptionally uniform rights regarding sexual orientation in Asia. The proportion of women in the surrounding workforce is 73%, the highest percentage in the local community (Kurasawa, 2016). In business, the blessing of giving means the desire for peer relationships. In any case, both nations have different priorities in blessing habits. It is very important for the Vietnamese to evaluate the blessings. In any case, for Japanese, no matter how small the gifts are, it means that the properties of the earth are more important to them than expensive (Kurasawa, 2016). 

[bookmark: _Toc30259559][bookmark: _Toc30217592]Negotiating attitude: Win-Lose or Win-Win?
Because of cultural contrasts, nature, or both, business people seem to be negotiating on one of two basic views: that it is a negotiation or process in which both can win (and win) or fight if necessary. One side is successful, and the other wins (loses). Arbitrators who use both sides perceive negotiations as a collective, critical thought process; Losing media treat it as violent. The survey found that although 100% of Japanese respondents said they were on the way to negotiations as a successful victory process, only 33% of Vietnamese officials took this position. That is why the landscape in Vietnam continues to contribute to win-win rather than lost-win (Cheng, Wong and Prideaux, 2016).

[bookmark: _Toc30259560][bookmark: _Toc30217593]Welcome and Introduction
The most difficult and efficient test takes place at the earliest point of reference for the meeting: welcome. Two Quita cocktails are used in business and formal meetings. The cult is central to Japanese culture. The right way to bend in Japan is to stretch your stomach, back and neck, feet together, eyes down, and hands straight to your hips. Women regularly bend their fingertips or hold their hands up to their thighs. The deeper the bow and the more it holds, the more attention and position it receives. The more you pull it out, the more attention it will attract. Make sure you look down as you bend (Fenner, 2016). 
In Chinese culture, reconciliation is a common way of welcoming people to a business environment, regardless of their age or position. Japanese are usually given their first or last name. The names given are only used by dear companions or family members — for example, Ms Rinna Ueki. You should call Ms. Rinny. Whilst the Chinese usually refer to each other by Name. In some situations, especially with contracts with Western countries, the Chinese also use their family or Name (Iriye, 2017). 

[bookmark: _Toc30217594]Exchanging Of Name Cards
After all, the Japanese are very careful when exchanging business cards. The trade-in business cards also comply with the Japanese convention. Japanese business cards are treated with the greatest care. For leading companies, transfer your cards to a convenient store, so you don't give your partner a burned and heated card out of your wallet. The quality and condition of your business card largely determine how you run a company. If there was ever a chance to spend too much on a comfortable suitcase, it was before you went downstairs. The person with the highest position issues business cards first (Groot, 2018).
After receiving the business card, thank the other person and carefully sit back. Take the card with both hands. You need to make sure that the card is facing the user and that you have permanent cards in view during the game. If one exchange a visit with a Chinese business card, you have to convert it to Mandarin on the back as if it had a Chinese mobile number. It is also gradually becoming known that your WeChat name has been registered. When inserting the card, hold it with both hands in the middle of the thumb and pointer at the highest point on the card with the Chinese facing up. Never put a business card in a pocket with jeans or skirts, neither in a wallet nor in a pocket with jeans - these are the pictures on which the person stands (Su and Wall, 2019).

[bookmark: _Toc30217595]Business Attire
If you work together in Japan, there are several places of interest when choosing a business outfit. The nuance of your clothes is important. In any case, keep your distance from attractive colours. Luxury lawsuits obviously have negative ramifications for Japanese society, as most established law enforcement agencies in Japan support strikes. The structure of your clothes shouldn't be unusual at all. The Japanese have the sentence: "The protruding nail is broken." Keep this in mind when choosing business attire. It is advisable to wear traditional and well-marked suits. Dark and dark blue are the best shades, but dark darkness is also worth it. The type of your suit and the way it fits will have a big impact. So invest resources in quality clothing and professional patches. Be calm and tasty. Try to intrigue your host without making you look like one is trying honestly (Zeng and He, 2019).
It is much more important for women to dress minimally. The Japanese do not admit that they reveal the dress too often at the company headquarters. In addition, heels are not suitable in a business environment. It is very likely that shoes can wear flat or very short shoes. Pants are often not considered too masculine in the Japanese workplace. Usually, a moderate topic is about two people. Temperate, direct, and understated clothing, should also be worn in China, especially in business conditions. Keep your strategic distance from overwhelming, noticeable, or generally annoying persecution (Kourgiantakis and Bogo, 2017).

[image: C:\Users\faizan.habib\Desktop\18-1-2020\faizan\download (1).jfif]
Professional organic clothing is commonplace in the business environment, although this contrast may depend on the season and the city. Most men have to wear a suit (with a tie), and women have to wear a business dress or a suit with a shirt (not inconspicuous and not very short because of the skirts). In summer, wearing sports jackets for men is certainly an advance, and open-neck pants and t-shirts are usually a good idea. Women must refrain from wearing important cosmetics, exposing their backs, wearing shorts and unusual decorations (Weaver et al., 2018).

[bookmark: _Toc30259561][bookmark: _Toc30217596]Eye Contact
The most important thing that the Japanese rarely come into contact with. This can be seen as a test or an undermining. This way, the Japanese can instead look at a person's forehead or neck. Chinese and other East Asian cultures are known to attach great importance to the eyes when communicating and to perceive feelings. In Chinese culture, non-verbal data and connections are transmitted through the eyes. In any case, it is also clear that direct and delayed eye-to-eye connections are avoided in China. They will look elsewhere or blank during a conversation (Cheng, Wong and Prideaux, 2016).

[bookmark: _Toc30259562][bookmark: _Toc30217597]Uncertainty Avoidance
Japan is one of the most sensitive species that is kept away from the nations of the world. In the Japanese economy, investing in research into sustainable development takes a lot of time and effort, and all risk factors should be excluded before starting a business. Supervisors need all points from point to point before they can make a decision. This serious need to avoid uncertainty is one of the reasons why the change in Japan is so difficult to see. This way, reunification with the Japanese usually takes longer, and they have to talk to each other. The Chinese are fine with ambiguities; Chinese is full of dubious implications. The Chinese are versatile and innovative. To summarise before it can agree that one needs to understand our partner correctly to distance ourselves from misunderstandings strategically. Because a misunderstanding can also terminate the contract (Zeng and He, 2019). 
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