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Commercial Clothing
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A: My company dress code is strict. We must wear white shirts,
dark suits and ties.

B: But the working atmosphere is relaxed and casual in our
company.

What does business casual mean to your company ?
B: In our company, we are not required to wear hose. Open toe

3
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“shoes and sleeveless tops are OK. Makeup and jewelry. are

optmnal and hair can be up or down as long as 1t s combed
or “brushed.
ReaIIy? You are so lucky. I think some of our rules seem

ndlculous

: Even if our company didn’t have a dress code, I still think

people should wear formal clothes to work.

: Yes, The image you portray to others is so important in

business. It’s your image and how others perceive you that

make the difference between winning and losing a sale.
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A: You seem a little bothered. What’s the matter?

B: Our manager sent me to attend a formal banquet, but I have
no idea what to wear for the party.

A: Tt seems that you are not familiar with the commercial
clothing etiquette.

B: Yes, I didn’t pay attention to it before.

A: You have to know if there’s any particular requirements for
dressing at the party first.

B: I'm not sure, my manager didn’t mention that. Do you have
any suggestions ?

A: Men were usually required to wear men’s formal attires or
swallowtails on every formal occasion.

B: That’s easy.

A: No, I didn’t finish it. Shirt, tie and shoes should be chosen
carefully to match the attire.

B: Ah, so complicated.

A: Of course, there is a lot for you to know.

B: My God, tell me more, please.

A: (RREXE AU, BAT?

B: BMNGHERRESN—HEAMKS, ARAME LT
Ha.

A: BRIRNS B 5 A BALA KRB

B: B, RUBMHAEARIEE.
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The recognized business colors are black, blue and gray.
MNP EARBE, EAMKE,

Men could choose to weat a suit in the office.

BEEA AR T RS T, |

It’s quite usual for ladies to wear evening dresses or pant suits
on a formal occasion.

ERSE L —RFRALREE KT RS

For most white-collars, T-shirt, jeans and sneakers are not usually
acceptable.
MEFENEORESHEAKE, T M. S FEnEsisEs
RABHERZN.

You’d better wear the formal clothes to the negotiation.

PRI IEH 2R A

.6.



Chapter 1 A% =

These tailored pant suits are perfect for formal meetings.
XEHRNARBEREEEEERSLN

I don’t think a jacket is acceptable for men in the office.
REBALEDAZRFRAAKL .

It’s not respectful to your client if you wear casual jackets and
trousers. ‘
MRFUBRERNREAET 55, RERHMEIINAEE,
You need a high-powered image.

KRENREN EENRE.

I think the dress code seems to depend on position.
REBERNMUABE XR.

This suit is very nice, but it’s not appropriate for office wear.
RERBREE, BEAEEHLEE.

You’d better choose a dark business suit whlch will never go out
of style is made of wool.

REE-EREHSEE, BHAEALTHORE, BT
BRI '

Wool is the best of everything—more comfortable, higher qua-

lity, more valuable.

ERRIA KR N— R, FRL, B,
U BoviAir

commercial clothing 7 4% 3% perceive [pa'siiv] v. B4,
etiquette ['etiket] n. L4, #LIX RZ 3
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dress code HIEM &
business casual 7 & {8 %%

dress down PR &%
working atmosphere T{E4{

optional ['opfenal]l ad. T |

PAMERER), JESRBIRY
ridiculous [ ri'dikjules]a. 3it
B, A
portray [po:'trei] v. #5,
iR

- i 1’t %m %

white-collar F43

banquet( 'beaenkwit In. B,
BY

outfit[ 'autfit]n. £EEME,
LEFE

attire [ 8'taio ] n. &R, M4

swallowtail [ 'swolau.teil ]
n. HEMR

formal occasion IEX &

match [meetf ] v. #ifC, MK

pick up kit

“Swallow-tailed Coat ( HEJR) "H &K

Swallow-tailed Coat (FEEHR) & —Fb Al Ve Bkl BRI BT 4
FH. EEZRATHALR, R THRAXGERETNEL,
BFERILIR (Formal Wear) f1—F, BTFH 6 RLIG, t

RERFFTEN.

Swallow-tailed Coat B THEH, T 18 4 HH KR
K. L4, BREDHBKKTTERESRE, HEE
B, BHERBANE, BR TSR, BHLHH, PR
MEEHLFRINEMENHFRRE, RO, HERRK

FET.
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