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[bookmark: _Toc136678694]Executive Summary
The present report demonstrates the significance of cultural intelligence (CQ) among hotel personnel in the hospitality sector to impart exceptional customer service to guests from diverse cultural backgrounds. Comprehending the values, beliefs, and conduct of guests from various cultures can aid hotel staff in delivering customised service and fostering a delightful guest encounter. This evaluates the cultural distinctions between Germany and Japan and offers recommendations for adapting hotel services to cater to the preferences of patrons from these nations. The guidelines encompass suitable protocols for receiving guests, maintaining the quality of the accommodations, providing suitable amenities, and offering knowledge of regional customs and practices. The outcomes of this research deliver a valuable resource for hotel staff seeking to enhance guest satisfaction and cultivate viable relationships with local as well as global patrons.
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Introduction
Every nation possesses its own culture and unique set of customs that distinguish it apart from others. The situation resembles one in Germany. As a result, when dealing with German guests, hotel workers must be culturally aware and sensitive. Similarly, visitors from abroad bring variety and business prospects to hotels. However, cultural disparities might prove challenging to resolve for hotel workers. Learning about the values, beliefs, and behaviour of customers from various cultures can assist hotel workers in providing personalised service and ensuring a great guest experience (Yang et al., 2022). This research will assess the value of cultural intelligence for hotel workers and make guidelines for modifying hotel services to meet the needs of customers from Germany, as well as from any other international country.

[bookmark: _Toc136678696]Importance of Cultural Intelligence world wide
Cultural intelligence is essential in the hospitality business for hotel workers to deliver exceptional service to visitors from various cultural backgrounds (Qadri et al., 2016). It is the ability to do effectively in several different cultural settings. Understanding the attitudes, beliefs, and behaviours of guests from other cultures can assist hotel employees in providing personalised service and creating a pleasant guest experience (Bodet et al., 2017). As a result, hotel employees must cultivate cultural intelligence and sensitivity. CQ is rooted in the broader realm of individual differences. Individual differences are generally classified into three major categories in the literature: abilities or capacities, personality, and interests (Yang et al., 2022). In terms of the impact on service quality, Asian customers' service expectations differed significantly from those of European customers. When Asian and Western tourists were compared, it came to light those expenses, dietary preferences, and hospitality were the three most significant variables affecting Asian travellers' contentment, whereas privacy and security, service, and food and beverage were the top three considerations for Western visitors (Albayrak and Caber, 2015). While Asian and Western travellers’ opinions about interpersonal attributes were analysed, it was found that the top two traits for Asians consisted of the staff's ability to comprehend their particular requirements or problems and the consistency of the assistance, whereas the top two traits for Westerners consisted the feeling of welcome and the notion that the staff were consistently courteous.

[bookmark: _Toc136678697]Analysis of cultural differences, customs and behaviour:
Within the realm of hospitality and research, the cultural aspect has been incorporated as a critical variable for segregation purposes. The development of services that can effectively cater to a highly diverse customer base is imperative for maintaining competitiveness within the globalised hotel industry (Conto et al., 2014). Understanding culture is a crucial yet intricate aspect for hotel operators to deliver exceptional services that align with the preferences of their clientele. Hotels are required to cater to the distinctive needs and expectations of international guests. (De Mooij, 2019). The subsequent suggestions delineate how various hotel departments and functions can modify their service provision to cater to guests within the cultural milieu of Germany and Japan. The table below aims to explore the cultural differences and satisfaction attributes between Germany and Japan. 
Table 01: Cultural Differences (Conto et al., 2014)
	Cultural dimension
	Germany
	Japan

	Power disparity
	· Minimal
	· Massive

	Collectivism/Individualism
	· Isolated
	· Collectivist

	Communication habits
	· Low-Contextual
	· High-contextual

	Preventing Uncertainty
	· Limited
	· LOW

	Long-term vs short-term perspective
	· Temporary
	· Long-term














Table 02: Attributes of satisfaction (Echanove and Steinberg, 2019) & (Zimmermann, 2018)
	GERMANY
	JAPAN

	· Personalisation of services based on user inputs
	· The rooms were quite clean.

	· Consistency of service delivery The hotel's ambience and furnishings
	· employees' focus on satisfying consumers' needs

	· Staff friendliness and ease of access
	· the standard of the catering service

	· Ability to effectively meet client specifications
	· degree of comfort

	· Personnel punctuality and timeliness
	· Employees' capacity for reciprocal two-way communication.

	· The establishment of proper services and support.
	· The geographic position of accommodation convenience.

	· Personalisation means adapting service to each customer's unique needs.
	· The ability to resolve problems successfully and quickly.
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Receptionists must adequately greet tourists from diverse cultures, such as Japan, provide multilingual staff or translation services, and provide information on local customs, traditions, and events (Lee, 2015). When cleaning the room, the housekeeping staff should pay special attention to detail and avoid rearranging visitors' things (Balaz and Mitsutake, 1998). The Food and Beverage Industry Provide a wide range of Japanese cuisines, as well as a wide range of world cuisine options, and require personnel to be informed about Japanese dining etiquette (Shapoval et al., 2018). Offering information on cultural events and sites, arranging transportation and tours that appeal to tourists' cultural tastes, and recommending local restaurants that serve cuisine from other nations may serve a wider purpose (Bryce et al., 2015).
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Germany possesses a unique culture and distinct set of conventions that distinguish it from other nations. To provide remarkable service to German clientele, hotel personnel must possess a deep understanding of cultural standards and requirements (Wang et al., 2015). It is advisable to adhere to certain guidelines when receiving guests as German tourists highly value punctuality, efficiency, and direct communication (Ponnapureddy et al. 2017). These guidelines include addressing guests by their last name and title, implementing a well-structured check-in process, and showing consideration for their personal space and privacy (Christou et al. 2019), during the process of room cleaning, the housekeeping personnel should prioritise efficiency. Additionally, visitors should be provided with extra pillows and blankets upon request. The promotion of German cuisine, particularly local specialities, within the Food and Beverage industry, is recommended, alongside the provision of training for restaurant staff on German dining customs.
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The recommendations for hotel employees for accommodating international and German guests are outlined in the table below:
Table 03: Recommendations of what to do and not to do (expatrio.com, 2022) and (Lim, 2016) 
	For Japan

	Do’s
	Don’ts

	Use formal titles and bow to greet Japanese guests.
	Anticipate that all Japanese visitors will want traditional Japanese cuisine.

	When cleaning the room for Japanese visitors, pay special attention to detail.
	Rearrange the personal items of guests without their permission.

	Offer Japanese cuisine and be proficient in Japanese dining etiquette.
	Consider that all of your guests have the same dietary requirements.

	Give multilingual staff or translation assistance.
	

	Provide details about local customs and traditions.
	Make assumptions about visitors depending on their nationality.

	For Germany

	Do’s
	Don’ts

	Greet German visitors with a firm embrace and formal titles.
	Assume that all German visitors will appreciate straightforward contact.

	Be on time, and prioritise their demands and requests.
	Delay or arrive late for appointments with German visitors.

	When cleaning the room for German guests, prioritise efficiency.
	Make your guests' workspace messy or uncomfortable.

	Provide information on cultural activities and tourist attractions.
	Provide tours that do not pander to the cultural interests of your customers.
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In closing, to provide exceptional service to international guests, hotel workers must possess cultural intelligence and sensitivity. Understanding the cultural norms and requirements of guests from Germany and other countries, such as Japan, can assist hotel workers in tailoring their services to match the needs of their guests. The guidelines in this study can be used as a guide for hotel workers while hosting guests from overseas countries as well as Germany. Hotels may develop a great visitor experience and strong & lasting ties with foreign and local guests by following this advice.
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