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Introduction
	The hotel service is a changed environment for humans where customers come to have a change from their daily life and enjoy the luxuries of life in relaxing and refreshed surroundings (Sandoval-Strausz, 2007). There is a direct relationship between cities and hotels as cities are the urban area where the hotels can be built and all the luxurious services will be provided to them (McNeill, 2008). Thus, the hotel industry is a comfort zone where the customers get relaxation through customer intelligence, creativity, and urban area services in a good location like Japan by creating a great ambiance. 
Customer Satisfaction in Hotel Management
	The main aspect of the hotel industry is to satisfy the customers with their service such that whatever they offer should be in accordance with the customer requirements. It is found that customer loyalty towards a hotel is solely due to customer satisfaction such that if the customers are satisfied with the service once, only then they will revisit the hotel, or else they will check for other choices to suit their needs (Kandampully & Suhartanto, 2000). According to the expectancy-disconfirmation theory, the first rule of hospitality is to know about the expectations of the customers through comparison with other hotels and then do their best to offer the service in a way that is greater than their actual expectations and better than other hotels (Yüksel & Yüksel, 2001). Thus, this theory should be applied effectively to see positive results at hotels as Japanese people have applied these theories to meet the demands of the customers. 


Emotional Criteria for the Guests
	Another important aspect of the hotels is to meet the emotional criteria of the guests such that they should have enough space, environment, sootiness, and interior décor that can make the person feel relaxed and positive during their stay (Sukhu et al., 2019). The perception of the hotel's ambiance originated with the concept of tourism. Hotel ambiance should be appealing and should help the customers in improving their experience. Hotels in Japan also consider all these aspects to manage the emotional needs of their customers. (Crîșmariu & Țigu, 2019; Paryani et al., 2010). Thus, the ambiance is important for a hotel to have a variety of customers as from a cross-cultural point of view there is a need to compare the emotional needs of the customers. 
Financial Aspects of the Hotel Industry
	Finance is another important aspect of the hotel industry as the management needs to make sure that they earn profits more than they spend on services. Firstly, they need to apply strategic organizational theory where they jot down the list of resources that are required for the hotel and strategically discuss the finances with the management to make a budget and set a proposal (Shah, 2011). Then the hotel management needs to attract the investors for which they will show them their plan and the required resources to get the investment, and they should explain their labor costs and management issues to make sure that they secure a long-term investment (Gatsinzi & Donaldson, 2010). This is related to cross-cultural theories in a way that the hotel needs to compare the elements of finances that are used by famous and successful hotels to replicate these elements in their hotel to satisfy the employees and management which can result in meeting the expectations of the customers. 
Cultural Intelligence and Sensitivity 
Cultural intelligence in a hotel refers to the compatibility of the hotel environment to allow people of different cultures to feel satisfied in the hotel in all aspects. In this regard, the hotels promote interactional relations in Japan to make Japanese hotels acceptable worldwide (Earley, 2002). Cultural sensitivity and cultural diversity in Japanese hotel at a global level requires them to operate in a positive environment that allows people from different cultures to feel at home as a result of the hospitality, warmth, and comfort provided at the hotel (Earley et al., 2007). 
Technological Update
Lastly, it is important that the hotels are technologically up to date. They should have internet service with a good speed and service robots to assist those who are handicapped or need any assistance. Internet is the need of today, and if it is not present at a hotel, no one would ever visit that place, and they all will leave negative feedback about the services of the hotel (Öğüt & Onur Taş, 2012). This is just a common technological need that is a must, but to have competitive advantage service robots can be used by the hotels like a Japanese hotels such that people will visit the place out of curiosity, and it will improve the image of the hotel overall (Vatan & Dogan, 2021). Furthermore, Wi-Fi, service robots and hospitality are a few aspects that must be a part of the hotel industry. It is important to know that these aspects will improve the outlook of the hotel and its service as the hoteliers will be trained that way and their hospitality will be known all around as they will be both technologically and humanely efficient in their performance. As for the don’ts they need to market their products and should make sure that they are not completely dependent on the robots as they need to show hospitality through their staff as well while using robots. Therefore, these aspects should be a part of the hotel's technology to improve its overall outlook and make it a worthy place to visit like Japanese hotel industry did. 


	Do’s 
	Don’t 

	Wi-Fi
	No marketing 

	Service robots 
	Complete dependence on robots 

	Hospitality
	Harsh language

	Customer Satisfaction 
	Lack of hospitality 

	Emotional Satisfaction 
	Materialistic approach 

	Cultural intelligence 
	Anti-social approach 
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