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Executive Summary 
The imperativeness of culture cannot be ignored in the hospitality sector due to the critical services that customers seek. People from different cultural groups use their cultures to construct meanings and judge the actions of others. The handbook presents some of the practices that hotel staff should adopt. At the same time, it shares some practices they should avoid when delivering services. The two selected cultural groups are the English and Chinese. Chinese and English have different cultures, making them suitable for the handbook. Hofstede’s cultural dimensions have been used to analyse the two cultures. Based on the analysis, some of the cultures that UK customers embrace are disregarded by the Chinese. Maintaining a direct eye contact and body contact are embraced by UK customers but disregarded by Chinese customers. Chinese customers value their personal space but UK customers can be comfortable when service providers get close for a handshake or conversation. Staff members are advised to differentiate between cultural groups and learn how to treat people from each group. 
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[bookmark: _Toc128509662]Introduction
The hotel industry serves a global clientele which demands cultural competence from service providers. Understanding the cultural values of different customers is fundamental because culture affects people's perceptions and interactions. Similarly, it enhances customer satisfaction and avoids conflicts between service providers and customers. The chosen international country for the handbook is China, and the country of comparison will be the United Kingdom. Hofstede’s cultural dimensions will be used to critically analyse the cultures of customers from the two nations. The handbook will provide essential considerations for hotel staff members when serving the United Kingdom and Chinese customers. 
[bookmark: _Toc128509663]Cultural differences, customers, and behaviours
[bookmark: _Toc128509664]Table 1: Guidelines for staff members in a hotel serving Chinese clients 
	What to do and what not to do when serving Chinese clients

	Do’s
	Don’ts

	Give the client time to decide 
	Do not rush a client 

	Greet from a distance and with respect 
	Do not make contact unless the client makes the first move 

	Observe your tone when talking to your client 
	Do not raise your voice when engaging a client 

	Maintain indirect eye contact  
	Do not maintain a direct eye contact 

	Always ask before doing 
	Do not clear the table or take anything away before asking. 



The first table presents considerations that staff members should consider when serving Chinese clients. Patience is an essential virtue in Chinese culture (Whelan, 2019). Service providers should give clients time to make decisions without rushing them. Making body contact with strangers is considered rude and disrespectful among the Chinese (Jhaiyanuntana and Nomnian, 2020). Maintaining a respectful distance and using body gestures when communicating rather than touching are essential. Maintaining a respectful and polite tone impacts the attitude and perception of a Chinese client. An informal, disrespectful tone can upset and repel clients (Kawaguchi-Suzuki et al., 2019). When talking to a Chinese client, a service provider should avoid direct eye contact because it is considered rude (Banik et al., 2019). However, the body posture should demonstrate that the service provider focuses on the client. When serving Chinese clients, seeking consent before deciding or taking action is highly advised. Before clearing the table, it is imperative to seek permission. According to Pang (2021), touching or taking something away from a Chinese without asking for permission is rude. 
[bookmark: _Toc128509665]Table 2: Guidelines for staff members in a hotel serving British clients
	What to do and what not to do when serving English clients

	Do’s
	Don’ts

	Make a firm handshake 
	Do not avoid a handshake 

	Make eye contact when talking 
	Do not talk when facing away 

	Always walk towards the client 
	Do not wave or yell when calling a person 

	Always wait for the client to complete talking 
	Never interrupt a client 

	Observe basic politeness; excuse me, thank you, please, kindly, and my apologies. 
	Do not use plain language when addressing a customer. 



The second table presents what service providers should consider when offering services to British clients. According to Aristocracy (2019), extending a hand for a handshake is etiquette in the United Kingdom. It is a gesture of goodwill and readiness to interact and serve. Direct eye contact is imperative when serving English customers (Payne et al., 2020). However, a service provider should not stare at the client since it is considered rude. Shouting or waving at a customer is considered rude in the United Kingdom (Hossain, 2022). A service provider should walk towards the client and communicate when they are close to each other. Active listening is critical when providing services to UK customers (Youth Employment UK, 2020). It demonstrates that a service provider respects and values the client. According to Bayighomog and Araslı (2019), courtesy is critical when offering services to hotel clients. It demonstrates respect, thus increasing customer satisfaction. 
[bookmark: _Toc128509666]Summary
[bookmark: _Toc128509667]Cultural values and norms are essential to the extent of affecting how people view and perceive things. The handbook presents different perceptions, behaviours, and cultures between United Kingdom and Chinese hotel customers. Hofstede’s cultural dimensions have been utilised in this handbook. According to Hofstede’s cultural dimensions, cultural values impact behaviours (Radojevic et al., 2019). Such is evident in the case of Chinese and United Kingdom customers. For example, the Chinese value distance, which makes Chinese customers limit body contact. On the contrary, United Kingdom customers value a close connection which influences them to shake hands as a gesture of respect and gratitude. The handbook reveals that what is embraced in one culture can be disregarded in another.  
Recommendations
[bookmark: _Toc128509668]First, staff members should learn to differentiate between people of different ethnicities and cultures. For example, they should know that a handshake with a UK client is considered respectful but considered disrespectful with a Chinese client. Observing and managing their tones when serving customers should be important because a tone can repel or offend a customer. Second, staff members should learn how to address the needs of people from different cultures. They should know how to engage customers especially when in the middle of their meals. Some customers may find it appropriate for service providers to remove something on the table while others consider this to be done when they permit it. Hofstede’s cultural dimensions framework asserts that cultural values have an impact on people’s behaviours. Therefore, what might seem polite in one cultural group might be rude or offensive in another. 
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