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Breaking down obstacles like language hurdles has been a top concern for hotel businesses throughout the world. Being culturally sensitive is being able to recognise the tiny variations between one's own culture and the cultures of others. Cultural competence refers to one's ability to understand and respect cultural differences and similarities in a variety of social circumstances. Cultural Intelligence and Sensitivity will be emphasised throughout the research. On the topic of cross-cultural obstacles and what hotel employees should and shouldn't be doing, the Hofstede theory will also be discussed. The hotel will only accept guests from Japan due to the vast cultural and linguistic disparities between the two countries. The results of this research will show how best to cater to the tastes of Japanese tourists.
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When it comes to understanding other cultures, those with high levels of cultural intelligence can see past their own. They utilise this information to improve their relationships. In contrast to intelligence quotient (IQ), cultural intelligence cannot be quantified in any way. In the eyes of both hotel staff and visitors, cultural competency and sensitivity are essential. In a highly competitive market, hotel management might focus on enhancing customer satisfaction and improving the service quality. The hotel's reputation is enhanced when its employees prioritise cultural intelligence. As a consequence, cultural inequalities between users are eliminated and their preferences are catered to. International relations might be strengthened and interpersonal relationships improved by using this technology. When hotel personnel and visitors have a greater knowledge of one another's cultures, they can provide better service and communication.
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Services at St Martin's Lane Hotel London that prioritise fluency in many languages might lead to a crowded market. Customers may help the hotel's image by emphasising cleanliness and high-quality gastronomic options. Consumers from other countries have additional challenges because of the language barrier, according to the research (Torres et al. 2019)
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Cross-cultural communication is the focus of Hofstede's cultural dimensions model, which he developed in 1997. An examination of social and individual behaviour as a result of cultural values is examined. The way business is performed and the techniques by which it is transported between nations can generally be distinguished due to cultural variations (Favaretto et al. 2016, September). You should think about the following five different types of theories: 
Power Distance: The term "power gap" refers to the tolerance and acceptance of socioeconomic imbalance among civilizations. Distant influences on people's behaviour can be complex, according to Hofstede. Customers at St Martin's Lane Hotel London, for example, can benefit from reduced socioeconomic inequality (Favaretto et al. 2016, September). Customers may be served more effectively at St Martin's Lane Hotel London by reducing socioeconomic inequity.
Uncertainty avoidance: "Uncertainty avoidance" is a term used by Hofstede to describe an individual's apprehension of an unfamiliar situation. A Japanese tourist visiting the United Kingdom may feel uncomfortable due to cultural and linguistic differences.
Collective/Individualism: In a family, "collectivism" emphasises the importance of interconnectedness, whereas "individualism" emphasises the importance of the individual. It's very uncommon for hotels catering to Japanese travellers and their families to provide excellent service. Individualism values a person's particular preferences (Kim and Lee 2020). Individualism, on the other hand, is characterised as great regard for a person's particular preferences. 
Femininity/Masculinity: Management of gender distinctions and preference disparities in society is vital, as illustrated by variances in femininity and masculinity. Customers at the hotel indicated above might benefit from increased efficiency, for example, by being served according to their preferred gender (Kim and Lee 2020). If clients at the hotel stated above are served according to their gender preferences, for example, productivity can be increased. 
Long-term orientation: Long-term orientation is a word used to describe Hofstede's approach to cultural orientation. This focuses mostly on the foster in order to break through the barrier of difference. Every time a Japanese consumer visits the United Kingdom, they feel like they're being swooped down like a bird (Lee and Herold 2016).
[bookmark: _Toc105892434]Departments at the St. Martin's Lane Hotel in London
Department of administration: A front-desk receptionist welcomes each guest to the hotel. They and the hotel personnel communicate back and forth in order to exchange information (Allen et al. 2018). Japanese guests have trouble communicating due to cultural differences. In other words, all of the hotel's employees must be fluent in many languages.
Cleanliness Department: At the hotel, the housekeeping service is excellent, and it goes door-to-door. When guests in Japan have a problem, they can't immediately speak to the cleaning staff about it. Now that they've been trained, cleaning employees can better understand cultural gestures (Black 2021).
The Restaurants Department: Sushi and other fish-filled dishes provided in the restaurant sector are preferred by Japanese guests. Due to a lack of communication, they are unable to communicate their choices. A translator is required in this situation so that the hotel can provide prompt and efficient service to international visitors (Allen et al. 2018).
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	DO’s
	DON’T’s

	The kindness of the Japanese workers will put visitors at ease when they visit Japan.
	The staff must not notice any strange behaviour from the Japanese visitor, who is renowned for being stern (Bowie et al. 2016).

	Priority must be given to meeting the demands of Japanese clients, and organisations must constantly be ready to do so.
	Customers from Japan may feel discouraged if hotel workers are unavailable for a lengthy period of time.

	I'm going out of my way to cater to my Japanese guest's specific tastes because they're rather different from the rest of our guests (Bowie et al. 2016).
	Employees shouldn't go overboard in getting to know Japanese visitors, who appreciate isolation.

	Cordial encounters with Japanese guests at the hotel would encourage Japanese tourism.
	Visitors from Japan can be discouraged by anybody in power, even if they aren't serving the guest of honour at all (Bowie et al. 2016).
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Overcoming language barriers is a major issue for the hotel sector. The study stressed the relevance of cultural and sensitive intelligence in promoting guest services from other nations' nationals to the research. Hotel personnel are covered extensively in the report, including what they should and shouldn't be doing.
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