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It has been found that Japan and Sweden are two countries opposed to each other at several levels. Japan is inclined to collectivism, social norms, work, and schedules while Sweden is orientated to individualism, innovation, work-leisure balance, and spontaneity. In hospitality contexts, a deeper approach and understanding of these findings may result in delivering a great guest experience.
This report focuses on how a Swedish hotel staff can create a welcoming and satisfying experience for Japanese guests, considering a list of good practices for the hotel workers. Hofstede’s Country Comparison and Cultural Atlas have been the main tools used for exploring the countries and composing the recommendations.
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Sweden is notable for its commitment to sustainability and respect for the environment. Also, the Swedes have a humble nature, promote egalitarianism and perceive hospitality as a noble act. Even if the population is mixed with minorities such as Finnish, Danish, Sami and Norwegian, they are regarded as equals (Larson, 2022). 
The family represents a crucial aspect in their society, as they have a wide range of benefits and allowances in order to involve in children raising. Further, most of the hospitality establishments are family friendly. Religion has a rich background in Sweden, but Christianity remains the most predominant, even if it is more at a level of cultural and national symbol rather than an active practice (Kasselstrand, 2015).
The dimension of civilisation is expressed through a high emphasis on education and openness to doing business. Sweden’s educational infrastructure is student-based which allows children to enroll in various schools, regardless of their gender or other social and economic factor (Magnússon, 2019). Further, this leads to a highly skilled workforce that contributes to country's development on every level.
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Although Japan is a small country, its influence, power and culture have brought it a particular fascination from other sides of the world. Even if they are mixed with few minorities from other Asian countries, the Japanese consider themselves as mono-ethnic, indicating a deep pride of their nationality (Oguma, 2021). Opposed to other countries where citizenship is determined by the place of birth, in Japan it is inherited from the parents. If a person’s parents are from two different races, with only one being Japanese, he or she will not be considered Japanese.
Also, spirituality and religion are important aspects of the country, Shinto and Buddhism being the main religions (Murayama, Baffelli, 2019). The places for prayers and meditations are still a part of the Japanese culture. Moreover, they manifest respect for other beliefs, despite their lack of knowledge regarding them.
In terms of civilisation, Japan’s journey from a traditional agrarian economy to a modern technological one has taken place in one generation, contrasting with the West where the processes were slower (Karan, 2009). Besides, it occupied the third position among the world’s largest economies in the last year which promoted Japan as a highly developed country (O’Neill, 2021).

[bookmark: _Toc1215110910] Japan vs. Sweden
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(Hofstede Insights, 2022)

Taoka, Kagohashi and Mougenot (2018) agreed that Japan is a partial hierarchical society, meaning that decision-making must be done on every level while in Sweden there is more independence, control is seen as negative, and employees expect to be consulted. 
The Japanese express collectivism through putting the harmony of a group above the personal opinions. Also, they are more private than other Asian nations. The Swedish are expected to look after themselves and their immediate family members only (Heu, van Zomoren, Hansen, 2018). 
 Japan is one of the most Masculine societies that promotes a high drive for perfection in all their products and services and is characterised by workaholism. Sweden opposes it by being a highly Feminine country where private life is balanced by flexible work schedule. Moderation is valued in any area of life and people strive for equality and solidarity (Lawrence, Spybey, 2018).
Constantly threatened by natural disasters, the Japanese learnt to prepare for any kind of circumstances. In everyday life events, there are lots of ceremonies and protocols to follow, described in etiquette books. Sweden is open to change, innovation, and counts more on practice than norms and rules. 
As they are oriented to long term perspectives, the Japanese serve the idea of doing the best in all areas, guided by good practices and virtues. They also have a strong sense of preparing a good ground for next generations in society (Sugimoto, 2020). Even if the Swedish do not meet the same level of long-term orientation, they are still preoccupied by preserving the environment and sustainability for the present and future.
Japan is more inclined to restraint and more control over their wishes. For them, indulgence is perceived as being wrong at some level. As a Feminine Society, Sweden values leisure time, realising their desires and acting after own impulses.
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When Japanese guests stay at a Swedish accommodation, some practices may make a difference in the customer’s experience, avoiding unpleasant situations and issues. As the two countries have almost opposite cultural points at many levels, it is expected for hospitality staff to be flexible, adaptable and show consideration. 
Two lists of Do’s and Don’ts serve as a guide for the staff from different hotel departments to help them offering the warmest welcome and the most pleasant stay possible to the Japanese guests:

	[bookmark: _Toc1749711485]Do’s

	The guest’s hometown is a good topic of conversation.

	Welcome the guests with a handshake, not a bow.

	Always ask for their permission before invading their private space.

	Be modest in your communication and expression.

	Be punctual. Express apologises for any delays or lateness.

	Conceal your tattoos as much as possible 

	At front desk, greet every person, regardless of the group size

	At restaurant, indicate specific seats for each guest

	At restaurant, offer to fill their cups

	Anticipate their needs and meet them
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	Characterise Japanese culture as unique and mysterious

	Talk about World War II

	Pass business cards like playing cards

	Expect tipping

	Stick chopsticks in food bowls
	Don’t count money in front of them.






(De Mente, 2011; Scroope, 2021)
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Hospitality is expressed through various forms around the world but providing a satisfying experience for a guest needs knowledge and willingness. Acknowledging other countries' culture, values and beliefs contribute to intercultural competence acquisition. Therefore, communication and interaction become more qualitative and result in positive outcomes which are crucial for a hotel’s success.
Japanese customers value modesty, hard work and privacy. Thus, the Swedish accommodation must adjust some specific services such as greeting at front desk, serving at the restaurant and casual interaction of the staff in different circumstances.
These are meant to ensure that Japanese guests feel welcomed, and the hotel is able not just to meet their needs, but even exceed them. 
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