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                                            Intercultural Competence 

Introduction
The importance of cultural background in how consumers describe their hotel experiences has been widely acknowledged in modern society. As a result of their expectations, they are usually surprised by the cultural influences they encounter. As the globalization of the economy increases, and more and more travelers are traveling abroad to and from foreign countries, the hotel industry faces challenges when dealing with diverse cultures and customs. Hotels in the United States often offer their services both to domestic and foreign guests. Customer preferences differ widely, which causes each customer to have a unique perception and expectation of what constitutes good customer service. In this respect, hotel businesses should be aware of the inherent differences between cultures. By doing so, the hotel can provide its customers with a more customized global service. In order to provide better quality services to different travelers, hotels should be aware of the differences between their cultures.
Intercultural Analysis of Japan and United States
As part of its endeavor to provide the highest level of service according to its definition of top-quality service, hotels in Japans frequently pay attention to the importance of cultural background. These factors are described in previous research, which has identified that they are difficult to utilize effectively when accommodating guests from other countries (Li and Ryan, 2020). Also, it may seem that understanding a culture is irrelevant due to the complexity of cultures, which makes the process of determining the key components of quality service more challenging. The lack of a standard definition of high-quality services in an international setting is a serious hindrance. They need to monitor their customs such as measuring the quality of service and customer encounters (Wang et al., 2020). The amount of sophisticated international travelers in the world continues to grow, which highlights that hotel management should consider cultural values of each country so that level of quality can be maintained (Ishwari et al., 2019). Taking into consideration the research literature of different cultures in its entirety provides the opportunity to gain an in-depth understanding of the perceptions of hotel guests, as well as tailor-made service requirements. 
For hotels to remain competitive in a globalized environment, they must be able to offer services that are adaptable to the diverse needs of their customer base. In order to provide customers with the best possible service, hotel operators must understand the culture (Genghua, 2019). As Hofstede explained to the world in 1994, culture refers to the characteristic behaviors and attitudes of a particular group of people that distinguish them from others. It is common for cultures to have different social norms. Hoteliers, according to a 2018 study, should begin to realize that client preferences will differ depending on the region in which they operate (Yao, 2021). The quality of customer service in Japan is well known (Abo-Murad and Abdullah, 2019). According to Winsted (1999), Japanese people emphasize the three following characteristics of service: promptness, formality, and friendliness. 
Japanese service philosophy can be seen in a way when Japanese consumers are inevitably forced to pay higher prices for goods due to the economy of Japan, which includes a high cost of living. Services are therefore considered to be intangibles, and therefore are considered free (Taha et al., 2021). As a result, tipping is not an aspect of Japanese culture, and it is unreasonable to expect that service providers will be tipped to carry out their duties in that capacity (Baradarani and Kilic, 2018). Additionally, while many people think that customers are always right, Japanese service providers believe that the opposite is true. 
Despite not always being right, the Japanese believe the customer is king. Therefore, Japanese customers are treated with patience, friendliness, and respect. Additionally, Japanese service providers believe empathic responses to customer complaints are essential to their success (Wang and Wu, 2018). According to Japanese philosophy, Japanese service providers perceive complaints as opportunities for their business models. To resolve a customer's dissatisfaction with the service provided, a service provider does everything possible to resolve the issue (Úbeda-García et al., 2018). The service provider does everything possible to rectify any mistakes made by the service provider (Nielsen and Zethsen, 2022). Hofstede's power distance theory aids in explaining the Japanese perception of the unequal relationship between service providers and customers. When a Japanese company provides services, its customers have the privilege of entering their business and making purchases from them. Thus, if the service providers accept that there is an inequality in status, they will be able to better serve their clients.
	Dos 
	Don’ts 

	Welcoming environment 
	Crowded reception 

	Meaning of words, gestures 
	Expensive services 

	Use of local language of specific country 
	Not knowing what customers expect

	Smiling face
	Rude behaviors 

	Appropriate body languages 
	Unfriendly and non-cooperative behavior 



People tend to carefully choose their words, and their true intention is often left unstated but implied (Agrawal et al., 2018). Consumer attitudes toward telemarketing have been examined using high context and low context concepts in cross-cultural studies in the United States and Japan (Andreeva, n.d.). According to Mohamad and colleagues (2017), cultural differences are divided into six levels. J. Wang & Wu characterized the United States and Japan's relationship as one of the polar extremes (D’Acunto and Volo, 2021). Further, the research shows that the differences between low context and high context cultures are likely to be important predictors of how customers perceive service quality and how they interact with service providers (Mohamad et al., 2017).
Conclusion
Since the United States and Japan share similarities in their national economies but differ significantly in their cultural values. The United States and Japan are most often regarded that their customer services are provided at highly expensive rates.  Furthermore, their services have a significant impact on consumers' perceptions of telemarketing, demonstrating the importance of taking cultural factors into account before providing services. The U.S. and Japan play a prominent role in explaining the concept. 
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