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1

YOURSELF
[T SERATE

If you think introducing yourself to new clients is mere-

ly a matter of common sense, you may be surprised by the
following passage. Proper introductions help establish a
credible and productive professional relationship. It is im-
portant for all members of your company to know the proper
way of making introductions to clients.

Step 1: If you are the facilitator of the meeting, the first
thing you have to do is to meet the client or person responsi-
ble for taking care of the client and begin by introducing
yourself to the client. Depending on the level of formality at
your workplace and past precedent, you may introduce
yourself with your surname and title (i.e. Hello, I am Ms.
Jones, the Director of Operations) or give first name and a bit
about what you do for the company. It is important that you
introduce yourself and any co-workers to the client first,
rather than vice versa.

Step 2:Prioritize professional status. Individuals of
lower professional rank should be introduced to those of
higher professional status, which shows deference and re-
spect. However, keep in mind that when making an introduc-
tion to a new client, the client always holds the trump card,
as the one with money in hand. You should begin by intro-
ducing the highest-ranking person in the meeting to the
client first and move
down the line from there.

Step 3:Follow cul-
tural norms to establish
physical contact. In the
U.S.. a handshake is a

traditional way to con-
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100 Talks on Business it

summate an introduction. Extend your hand to the client and
offer a firm, but not painful grip and hold the recipient’s
hand for no more than three pumps.

Step 4:Slow down and smile when conducting your in
troduction. No client wants to feel like you are too busy for
them or that the experience of meeting them is unpleasant.
Asking a generic question is also a good way to put the client
at ease, but asking a question specific to his/her background
or industry will show that you have taken the time to learn a

little more about him/her.

" EENHMBNBEET, BEREFHRN, RREES
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client ['klaront] n. & J* matter [mata] n. ¥, F 4
common sense [komon'sens| n. & il credible ['kredobal] adj. Al {5 K
professional [pro'fe[anal] adj. Hlb (1) relationship [r1'leifan [1p] n. K&
introduction [ intra'dakfan] n. 5| W, 1+ %4 facilitator [fa'siliterta] n. AR 55 i
responsible [r1'sponsobal] adj. 7 & H 5T 1) precedent ['presidont] n. 7 {9
surname ['soneim] n. ¥ status ['stertas] n. Hifi
individual [;ind1'vidzuol] adj. 4~ 51 rank [r&pk] n. HLfE

deference ['deforans] n. Wt A physical [fizikol] adj. &K
handshake ['hand feik] n. 12 F recipient [r1'sipront] n. &% #&
conduct [kon'dakt] v. #17 ; SNt ease [i:z] n. #Fi&

1 W HIMBOE, BHME, SEENOREETRR—A%E

¥ It’s a pleasure for me to be here in front of you to present myself.

R EAEIR AT AT A C

#2 T'll be responsible for the first round of negotiations here in Beijing.

FoHs TR AL B — IR A

£] My company’s top priority is to introduce our products to new markets in the West, and that

requires a well-known distributor.



1 How to Introduce Yourself

RAFWEEMLFREBLERMNOZDEMBAFOFT S L, IRTE-TRAFEN
ZHIR
It’s great to finally get a chance to know you.
RENATAHNZANRIKRT .
Our main goal is to open doors for our products in the West with a respected distributor.
AT EE BbrEtREd — MRAFENAME RN SMER TN S,
I'll mainly be in charge of the first round of negotiations.
TH EBERFTE—RIRHA,
I'd like to turn the conversation over to you. Do you have any questions?
WALV T . A4 B (] 7
E] First let me introduce myself. ’'m Peter White, Production Manager.

HRLLRB—TARNR ., RERS -5, A Ra,

Harvey : OK. My name is Harvey Judd. I'm the Chief Purchasing Officer in Hale and
Hearty Foods.

Harvey: I'm responsible for finding new products for the company to sell. Today I'm going
to introduce to you my colleagues in the International Department, that is if I can

get anyone to speak to me since everyone’s so flat out...

Harvey: Ah, there’s Victoria. Hi, Vicky.

Victoria: Harvey, I prefer Victoria, if that’s OK.

Harvey: Oh sure, sorry. If you could just give your name, your title and a description of
what you do.

Victoria: OK. My name’s Victoria Song. I'm Assistant International PR Manager. I establish
and maintain relationships with our overseas.

Harvey: Thanks, Vicky.
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INVITEGLIENTS .
A= oy

Writing invitation letters to your clients, potential cus-
tomers, or colleagues to attend your business-related occa-
sions requires careful attention: while great opportunities lie
therein, if done improperly, it can cause undesired results
which should be avoided wisely.

When you plan to launch a new product or service, a pro-
fessional annual conference, or even an Open Day at the of-
fice, naturally you want it to succeed and you know that much
of its success depends on how many of your invitees show up.

It is difficult to calculate how many of the invitees who
receive your business invitation letter will actually attend
your occasion. However, it is clear that an attractive and
professional invitation brings more invitees, while a poorly
worded and unprofessional one at best misses its objective,
and may even in some cases harm your business reputation.
To make an effective invitation, you should follow the guide-
lines below.

Personal touch. It may require a little more of your ef
fort, however, it pays off. Start with the invitee’s first name,
i.e., “Dear Robert,” it is better and more effective than only:

s “Dear Madam or Sir”. Af-

ter all, we all like to read

our names.

Keep it brief. Always
remember that people are
busy; even if they have al-
ready known you, they all
prefer a short invitation

that in few seconds they
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2 Invite Clients

read the following questions: What? When? Where? gfﬁ_ﬁﬁ‘\ —EBEFAUE, L
WA ], s FHERA R E

Think out-of-the-box. Always think creatively, use hu- ,
o ERE R NETEIRIR — 5,

mor for example—relate it to your business and make your SRR i &
invitees smile, you will be surprised how effective it is. BB KA B A R

Proofreading. Check your business invitation letter and AR, R 7 A7 A AT Al
PHE R H IR LA R, — D/
AR A AR T — I,
UL H] ol B L R, TRk

recheck it for any spelling or grammar mistakes. A small

embarrassing mistake can blow it all. It is recommended us-

ing the professional grammar software that automatically B 5 Ko 2 R B A TS A A A S
proofreads your writing. BERPFEHR

‘ EENUMBMZLRT, BERFEFHIRN, HEBES

potential [pa'tenfol] adj. ¥ 7E colleague ['koli:g] n. [ ;
occasion [o'ke1zon] n. B #L attention [o'tenfon] n. B . |
improperly ['1mpropali] adv. A& 24 undesired [andi'zarad] adj. EFER
avoid [2'vord] vr. & annual [‘&njual] adj. HH4E 1)

succeed [sok'si:d] vi. TN depend [di'pend] vi. #K5E

invitee [invar'ti] n. #% i # attractive [o'treektiv] adj. 5| A\ H
professional [pro'fefonal] adj. Bk objective [ob'dzektiv] n. H#x |
guideline ['gard lain] n. #EN creative [kri'ertiv] adj. 41811 11159
effective [1'fektiv] adj. %M proofread ['pru:fri:d] ve. £ X%}
embarrassing [1m'barasin] adj. 4 A grammar ['greemo] n. ik

1 WS RIMBEDE, BHNE, PEENOREETHR—AYE

ﬂ Mr. John Green, our General Manager, will be in Paris from June 2 to 7 and would like to
come and see you, say, at 2 p.m. on June 3 about the opening of a sample room there.
BB amAm-SMETeo A2 HR 7 HERR, AXAERFELERNERT, he
T 6 H3HTFF2: 00 RIS, HMERT,

Bl Please let us know if the time is convenient for you. If not, what time you would suggest.

T R A [ RS T, AT, SRR,
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E1 Thank you for your letter informing us of Mr. Green’s visit during June 2-7.
sk R I T 6 A 2 B 7 HIEMGAERAKDT,

E Unfortunately, Mr. Edwards, our manager, is now in Cairo and will not be back until the sec-
ond half of June.
Ay, A BRLBEMEELABEEFSY, 56 AhaAaERE,

E1 He would, however, be pleased to see Mr. Green any time after his return.
(ELth 1] e 5 8 8 A A Ao i) 2 LA AR SE 2

[d We look forward to hearing from you.
A BB SR A R A

il Thanks for you and your company’s supporting of our hotel as always.
IR B BN A R RRA TR I LIRS 58 %

We are going to arrange a cocktail party just for you at our newly decorated Sky Lounge on

25th floor and we are looking forward to your coming.

FATH AR RAE /Y 25 HE= Pl R 28 G Rl &, HIf At |

B nneruw sosuniii

Sharon: Have you finished the invitation letter to Mr. Green?

Derek: I have sent it via email to his assistant.

Sharon:  All right, hopefully he can make it.

Derek:  Yes, this would be a great opportunity for us to show our products in the fair.

Sharon: But, I am afraid whether Mr. Green’s schedule can fit the date. You know, he has a
tight schedule.

Derek: I know, but still I wish he may spare his time for us.

Sharon:  Ah, I just got response from his assistant. Let me see. That is great, he will come to the
fair.

Derek:  That is wonderful!
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SESCHEDULE ARRANGEMENT

Bikes2Hi

Before announcing your schedule arrangements official-

ly, you should make sure you have done the following things.

® State your flexibility. Be prepared to address how
your schedule can meet staff meetings, busy work periods
and other business needs. Start with formulating your worse
case scenario plan (i.e. sickness, car trouble, etc.).

® Set boundaries. If your off time is constantly inter-
rupted, your flexibility, in essence, is non-existent! Make
sure there is a clear understanding of what is to be consid-
ered as “acceptable notice” for staff meetings.

® Equipment/tools you’ll need. Will you need a laptop,
fax, or an additional phone line? If so, will the company/
client reimburse you for any out-of-pocket expenses?

® Schedule more frequent review periods. If this is a
new concept for your employers or clients, make sure their
needs are being met. During the first year of your arrange-
ment, schedule quarterly reviews to provide opportunities for
modification.

® Don’t present your proposal unless your have your
supervisor’s undivided time and attention. Present it to him/

D her and allow him/

@ Application Client
@
| @ Gather Batch Requrements ( ) her a reasonable
| @ Gather Calendary Requirements ( ) |

time for review

«BusinessActors aBusnessWorkers
Schedule @ Scheduler

and comments.
® Create Job Template ()

@ Create Calendar ( )

@ Define Job Dependencies ( )

@ Save Schedule Defintion to COM ( )

Keep in mind any
discussions about

7 guessWorkers your arrangement
(@ Change and Configuration Manager -
*| @ Create a new Schedule Release ( )

® Check-In Schedule Defintion ( )
® Commtt Schedule Release ( )

should be treated

confidentially until
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%, IR AR AR WA R % HE
2 G B o A A T AE B AR,
2R R 2 HE R AR A SE
TR 5 A AT — 4> & AR AT RE AT £ B
EH M BERM T RAER

ANEM, AR E AT R
strong and convincing case that can and will work for all par- Pl I

they are officially announced.

® Put yourself in your supervisor’s pesition. If your
boss feels your arrangement will result in more work for him/
her, there’s little chance that it will get approved! Cover ev-
ery issue that could be a concern to your boss!!! Make a

ties involved. Role play with some one and practice answer- SR . Y] — AT AE B IR B A9
ing the tough questions which will probably be asked. F 5 5

J’L EENBMBNBLIAT, BEREFHRN, KRSEES

arrangement [o'reind3zmont] n. % HE officially [o'f1fal1] adv. B J7 s
flexibility [/fleksa'bilot1] n. 7 7% schedule ['sked3ul] n./v. % HE
constantly ['konstontli] adv. /Wb . essence [‘esons] n. A< Jf

existent [1g'zistont] adj. fF{EHY laptop [lap top] n. {45 Hi fig
expense [ik'spens] n. {H#E, £ %% review [r1'vju:] n. [A]J

concept ['konsept] n. B modification [\ modifi’keifon] n. &7
proposal [pra'pauzal] n. $#£i% undivided [,andi'vaidid] adj. &4 #)
reasonable [T1zonabal] adj. & H ) discussion [dis'kafon] n. i

position [pa'zifon] n. (V& chance [tfa:ns] n. Hl

issue ['1fu:] n. [A] 8 concern [kon'sa:n] n. Jifi &

,,,,,

M%ﬁﬂﬁl% ﬁﬁﬂﬁy“

m I’s just the matter of the schedule, that is, if it is convenient to you right now.
GARARNTR RN Ty S, AR IS — T HERZHR [,

I've come to make sure that your stay in Beijing is pleasant.

T R VR AT 22 HEAr EAR AT AR b 0 iR

£1 I think we can draw up a tentative plan now.

FEA y BUAE AT LA SE B — (3 e B 7 58

£l We'll leave some evenings free, that is, if it is all right with you.

AR B SRS, RATABILA M RN A d XA,
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