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[bookmark: _Toc97769585]Introduction
Cross-cultural issues are becoming more common as communication across the world becomes easier and more economical. The business landscape of the world is becoming much more global, which, although provides bigger opportunities, also creates some large problems for business management and marketing. This assignment is particularly focused on an imaginary situation where guests from Japan are expected to visit a British hotel and stay there for some time. The assignment strives to create a handbook that prepares the hotel staff in a way so that they can behave appropriately with the guests. 
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Culture can form in a lot of ways. Interestingly, culture never really remains static (Morris, 2017). Each family has a culture of its own, each organization, each team within that organization has its own culture. A nation also governs a culture that spans a specific geographical location. Sometimes, national culture cannot be defined as one continuous entity (Watson, 2012). For example, in the case of Russia, the country consists of a huge landmass that holds people of many backgrounds and cultures that might be radically different compared to each other (Griffin, 2021). The definition of national culture as one being formed through a shared border might not be fully accurate. National culture is often governed by the geographic location of the country in question, as the geographic situation might have a strong influence on how people live their lives and their outlook towards the world. 
In the age of the international flow of products and services, all the cultures are intermingling with each other like never before. For a business to thrive, having a strong cultural intelligence and understanding is therefore highly needed (Davidson, 2018). A good cultural intelligence leads to a strong cultural sensitivity, which in turn enables the business to create products and services that cater to the needs of the customers while keeping her cultural orientation in mind (Barnes and Flanagan, 2015). One example of such intelligence and understanding is understanding the taste of the customers. For hotel businesses, customer satisfaction to a large extent depends on the type and quality of food that has been served for the customers (Brooks and Phoenix, 2014). Food habits are strongly influenced by the cultural orientation of the people. However, the food that has been served must also reflect the culture of the host country where the hotel is located. This is important because the travellers are frequently travelling to another country because they want to experience the culture and habits of people from another country and culture compared to theirs. Finding the right balance is therefore the right choice. Furthermore, understanding the customs and preferences of people who are staying at the hotel is also an important task for the workers who are tasked with providing the service (Burton and Jared, 2012). 
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Hofstede’s model shows a comparative understanding of the Japanese population and the population of the United Kingdom. This comparison might be helpful to build a somewhat basic understanding of the differences between the two cultures. However, this model should not be a basis for cultural stereotyping. 
[image: ]
Figure 1: Hofstede model showing a comparison between Japanese and British Culture (Campbell and Whitney, 2017)
The model shows that the main difference between Japanese people with British people is in individualism, uncertainty avoidance and long-term orientation. These differences are going to affect how the overall expectations of the country people form in different situations (Clarke and Seymour, 2019). This might even affect how people from a specific country expects to communicate with each other (Collins and Brenna, 2012). 
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The mode of communication that each culture prefers can also be understood through a model. One of the best models for doing this is Hall’s model of communicational context. The model divides communicational cultures of countries into two forms, low context and high context country (Timm, 2011). Japan is famously known as a high context culture, whereas British people are frequently identified as low context culture (Davidson and Taegan, 2016). 
As a high context culture, the Japanese people are expected to be more implicit in their communication with the hotel staff and workers (Corbyn and Rodolph, 2014). The most affected department in this situation is going to be the customer service department, which will have the hard task of understanding the communication of the Japanese customers even though they might be less direct in expressing what exactly they want. It will be a good choice to employ a person who is familiar with the Japanese culture to manage this type of communication for the hotel, which would increase the level of effectiveness and accurateness of the service provided to the customers. This would also enhance the understanding of the hotel regarding its customers. 
Another aspect of a high context culture is the importance of rank and hierarchy (Dixon, 2019). This is extremely important in Japanese society. This might be a little difficult for people of Britain to understand, but the power distance and rank of the person who is communicating might radically influence the type, model and nature of communication (Evans, 2019). The expectations are also different when these types of issues are concerned (Fisher, 2017). 
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	Dos
	Don’ts

	Create a special communication network for staff so that stronger communication among hotel employees is established. This will help with the crucial task of acting as one for serving the customers. 
Understand the context in which communication is taking place. The same language can mean positive or negative feedback depending on the nature and type of context. 
Enhance the capabilities of the hotel to accommodate Japanese guests by hiring people with experience and understanding of Japanese culture. 
	Avoid pushing the local culture too much on the visiting people to minimize the culture shock for the customers. 
Avoid addressing everyone as equal. Japanese society has a strong hierarchical sense when it comes to communication and treatment. 



[bookmark: _Toc97769590]Conclusion
This assignment tries to create a guide for the hotel workers regarding the cultural orientation and understanding of the Japanese people who are expected to visit the hotel. The assignment analyses the Japanese culture using a cultural model and also presents an overall comparison of Japanese and British culture side by side to demonstrate the core differences to the workers. It also provides some recommendations about the expected behaviour and potentially negative output generating behaviour in light of the situation. 


[bookmark: _Toc97769591]References
Barnes, M. and Flanagan, A. (2015). A Quantitative Study of Leadership and Human Resourc3e Management. Journal of Managerial Sciences, 2017(5), pp.65-67.
Brooks, L. and Phoenix, C. (2014). Difficulties and challenges of dealing with a diverse culture. Journal of Statistics for Humane Studies, 2018(3), pp.12-15.
Burton, G. and Jared, R. (2012). The hidden cost of having a multicultural workforce. Journal of Culture Development, 2017(1), pp.15-77.
Campbell, L. and Whitney, R. (2017). Human Resource as a Part of Value Spectrum. Journal of Competitive Studies and Business Value Creation, 2018(4), pp.42-57.
Clarke, B. and Seymour, L. (2019). Valuing organizational culture in terms of wealth maximization. Journal of Management and Business Strategy, 2019(8), pp.41-42.
Collins, P. and Brenna, B. (2012). Leveraging Talents to Create Growth. Journal of Finance and Competitive Studies, 2019(3), pp.2-3.
Corbyn, D. and Rodolph, F. (2014). Making decisions while leveraging culture. Journal of Competitive Studies, 2019(5), pp.19-20.
Davidson, G. and Taegan, N. (2016). The Development of cultural factors in business organizations. Journal of Finance, 2020(2), pp.24-28.
Davidson, H. (2018). Cultural Leadership in the age of globalisation. Journal of Management Studies, 2020(6), pp.13-15.
Dixon, H. (2019). Jostling through the Competition. Journal of Finance and Investments, 2020(9), pp.5-14.
Evans, M. (2019). Connectivity Influencing Human Resource Management. Journal of Finance and Human Resources, 2020(8), pp.8-12.
Fisher, B. (2017). The People Person. Journal of Management and Leadership, 2019(4), pp.56-61.
Griffin, T. (2021). Building Organizational Culture as a Part of Competitive Advantage. Journal of Cultural Studies, 2019(2), pp.12-14.
Morris, N. (2017). Values behind Cross-Cultural Management. Journal of Human Resources, 2017(9), pp.8-11.
Samover, L. (2009). Communication between Cultures. Wadsworth, London
Timm, A. (2011). Intercultural Problems in the Tourism Industry. GRIN Verlag 
Watson, H. (2012). Leadership and Cultural differences. Journal of Leadership and Cultural Studies, 2020(3), pp.65-78.
image1.png
89 95 92 88
66 69
54
46 5
I 35 I 35 I I
Power Individualism Masculinity Uncertainty Long Term Indulgence
Distance Avoidance Orientation





