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Executive Summary

This report aims to provide a handbook for staff to manage service experiences for the German people from both guest and host perspectives. In this report, the significance of cultural intelligence and sensitivity has been discussed by using two different cross-cultural theories between Germany and Japan. It also provides the way through which staff can provide the best services to its customers. A table of do's and don'ts which is also included in this report, provide a summary through which they can deal with the customer of both countries. In the end, it is concluded from this report that guest services can be enhanced by increasing the cultural intelligence and sensitivity among the staff of the hotel. A worker with the best knowledge about the culture and norms of the customer is more able to satisfy his customer than others. In recommendation, it is suggested that cultural information should be offered to staff to increase their abilities. 
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Introduction
Guest services refer to those facilities which are provided to customers by the staff of the hotel to enhance their experience. On the other hand, cultural awareness refers to knowledge about different cultures and their values (Liu et al., 2022). This is essential for the hotel to keep their staff aware of the different culture and their norms, which help them in dealing with customers of numerous cultures effectively and support them in offering high-quality service (Moran, 2018). 
The main purpose of this report is to show the cultural difference between Germany and Japan, and also to discuss the reason behind the importance of cultural intelligence and sensitivity for staff using cross-cultural theories. 
This report also aims to produce a hotel handbook for staff that will support them in managing customer service experiences for internal guests. In addition, the report will also explain how staff might need to adapt their services to serve the customers as per their cultural values and needs.  

A. German Culture
Germany is a popular tourist destination attracting visitors from around the world, making it crucial for hotel professionals to possess intercultural competence to ensure exceptional guest experience. Germany has a long-standing tradition of hospitality. Hotels in Germany strive to provide warm and welcoming service to guests, ensuring their comfort and satisfaction throughout their stay. Germans value timeliness and make sure that guests’ needs are promptly addressed. From the design and decoration of rooms to the presentation of food and beverages, every aspect is carefully considered. Germany has a diverse culinary scene, and most of the hotels are offering exceptional dining experiences, serving delicious regional and international cuisines (Commisceo-global.com).
Germans pay great attention to details, and this is evident in all industries, also it is helping them to prioritize thrift, savings, and investment in order to achieve long-term goals (Hofstede-insights.com, 2021).
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Figure 1. Analyse Germany 
Source: (Hofstede-insights.com, 2021)

B. Japanese Culture
Japan has a unique and fascinating hotel culture rooted in the country’s rich traditions and customs. Some of the key aspects of Japan’s hotel culture are concepts as Omotenashi, Ryokans and Onsens, Futons and Yukatas (Morishita, 2016). 
Japanese hotel design often embraces a minimalist aesthetic characterized by clean lines, natural materials, and a sense of tranquillity. Japan’s hotel culture reflects the country’s deep-rooted traditions, attention to detail, and commitment to exceptional hospitality. Japanese employees in their corporations are most motivated when they compete in teams. In Japan, the desire for excellence and perfection may also be considered as a representation of masculinity. Examples include the material services provided by hotels and restaurants, as well as the manufacture (monodukuri) and presentation (gift-wrapping, food presentation) of these things. (Hofstede-insights.com, 2021).[image: A screenshot of a video game
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Figure 2. Analyse Japan 
  Source: (Hofstede-insights.com, 2021)
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C. Cross-Cultural Theories
[bookmark: _Toc134802154]Hofstede's Theory of Cultural Dimension

Cross-cultural theories are the frameworks that offer information into recognising and adapting to different cultural standards, attitudes, and expectations (Jandt, 2016). 
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Figure 3. Hofstede Cultural Dimensions differences between Germany and Japan
Source: (Hofstede-insights.com, 2021)

The Hofstede comparison scheme shows that Japan has a higher hierarchical society than Germany or other any European country. And there is a visible difference between Individualism, Masculinity, and Uncertainty Avoidance, the only similarity is on Long Term Orientation and Indulgence. (Hofstede-insights.com, 2021)

 Individualism
· Germany is known for its individualistic culture. Individual autonomy, success, and independence are highly regarded. People often put their personal demands and aspirations ahead of those of the group.
· Japan leans towards collectivism. Group harmony loyalty, and maintaining social cohesion are important values. People are more likely to identify themselves with their groups, such as family, company, or community, and prioritize group goals over personal interests (Armstrong, et al.1997).



 Masculinity
· Germany is considered a relatively masculine culture. Success, assertiveness, and material achievements are valued. There is a focus on competition and the accumulation of wealth and possessions. 
· Japan also exhibits masculine cultural traits. However, Japanese society has a unique blend of masculine and feminine values. While competition and success are important, there is also an emphasis on cooperation, harmony and modesty (Beckmann, Menkhoff and Suto, 2008).
      Uncertainty Avoidance
· Germany favours avoiding ambiguity in a modest way. Details are equally important in order to convey the belief that a topic or undertaking has been properly thought out. Germans prefer to use their increasing knowledge to offset their growing uncertainty. This is because of their low Power Distance, which implies that the increased accountability of the boss does not apply to their judgement.
· Japan has a relatively high uncertainty avoidance. This is a strong preference for stability, structure, and predictability and those are because of the all-natural disaster which they have faced over time. Japanese society values rules, regulations, and social norms to reduce uncertainty and manage risk (Beckmann, Menkhoff and Suto, 2008).        

Cultural Intelligence and Sensitivity 

Furthermore, they allow employees of the hotel to deliver modified and updated services to encounter the specific cultural requirements of customers or travelers (Gardini, 2018). Cultural intelligence and sensitivity in the hotel staff can also benefit the organization as they assist in enhancing customer satisfaction. Due to cultural differences among workers and teams, their productivity slows down, and the chance of conflict goes high. However, Cultural intelligence and sensitivity are beneficial in boosting teamwork and collaboration among workers (Chase, Mackie, 2002). Workers can grow more positive and strong relations with each other through this, which ultimately increases the reputation and productivity of the hotel (Kecskés, 2022). 
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	Do's
	Don'ts

	It is customary to remove your shoes at the door in the great majority of Japanese houses.
	Avoid being late for meetings, Germans are very strict when it comes to punctuality

	In Japan, priority seating should always be provided to the elderly, pregnant and/or disabled passengers.
	Germans don't like you to call them late at night, especially in the weekend, they have an evening routine and it is special for them. 


	In Germany, when you raise your glass make eye contact. It is an offense if you are not doing so.
	In Japan, do not start eating first, wait until everyone has food in front of them before you begin to eat.

	Greet everyone, with a firm handshake and eye contact, German place a high value on this.

	In Japan, don’t approach Geisha or Maiko 
for selfies.



(gotravel123.net), (theinvisibletourist.com)


Conclusion
It is concluded from this report that Cultural intelligence and sensitivity play a vital role in the success of the hotel and make it able to increase its productivity and revenue. This also helps the staff to provide unique guest services to their guests of different cultures and backgrounds. This report evaluated and discussed key cultural differences, customs, and behaviors of the guests of Germany. It also provides the strategy by which hotel staff can satisfy the guest of Germany. Furthermore, it has been recommended that hotel should completely train their workers about how to deal with customers of different cultures and values. They must know to respect and give value to all customers equally. It is also recommended that a cultural awareness session should also be provided to workers by which they can learn about the different cultures and easily handle customers in future.
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