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Unit1 Commercial Communication

Objrctives:

o THEAFENHEMNENTT LIS BENHET AL, BRIFRHGERE
LA ia)iC: Promising, Turnover, Catalogue, Projection, Superiority, Credible, Concern,
Oblige, Affair, Preference, Agenda, Schedule, Confirmation, Adjournment

o [RESLHMABT UL NZHRITTIL

o BEAAMNF RS

Part A Introduction of Company and Product

How to Introduce a Company?

In commercial negotiations, it’s important to introduce the company fully and all around
so as to build the customer’s confidence to the product of the company. Introducing the
company involves its names, history geographical surroundings, reputation, technical capacity
and equipment, producing force, sales-capacity, marketing coverage and the latest
performance and ending words of the introduction of the company and furthermore, it’s
necessary to display the unique policy, characteristics and the promising future of the
company compared to the other companies.

Then annual turnover and profits can be illustrated in the form of certain chart. Both
Chinese and English materials and catalogue of the product can be acceptable. What’s more,
it’s better to take advantage of some audio-visual equipment such as OHP(f¢ Z#/L), recorder,
projection etc, to take better effect in the company introduction.

Of course in introduction, you may come across some questions you can’t answer.
Remember, don’t say things that you don’t know well. But answer it strategically. For
instance, you may say: “I’ll get someone in charge who can answer your question.” or “T’ll
check and let you know later.” And last you’d better inform your guest of some places or

equipment signed with “No Smoking” or “No Photo” in advance.
Tips on Introducing a Company

e You will be targeted
You will select the purpose of your profile. Are you seeking capital? A contract? A
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partner? Or a Client/Customer? This is the anchor of your profile, you should organize your
information around the purpose you are seeking, and if you target it to your audience (whether
that be one person or thousands) you will naturally organize your presentation with that
audience in mind.

e  You will be persuasive

You should hone your writing style, organize your thoughts into appropriate subject
categories and zero in on the information that is most likely to persuade your audience to
respond favorably.

e  You will be brief

Your final document should fit on a single page, or two, including optional paragraph

headers, your company logo and address.
What Is an Attractive Introduction of Product?

What is an attractive introduction of product? How to stimulate the customers’
purchasing desire? As is known that demand or potential demand is generated through
advertising, sales promotion, pricing, personal selling, product planning and publicity. So
firstly, it’s better to know your customer’s interest and needs, then carry out proper
promotion. Secondly, nearly every type of product, there are many similar goods on the
market, so it’s also an efficient way to emphasize on the sole characteristics, best-selling point,
and superiority compared to the similar products in other companies. Thirdly, let the credible
figures and data talk to gain customer’s trust.

In addition, a charming introduction of product concerns features, properties and
specifications, applications and capabilities, operation and maintenance, and pricing and
after-sale service etc. Therefore, after the credible introduction, the customer’s trust to the
product can be built and they may have strong desire to purchase the product. Thus, a

successful and attractive introduction of product is born strategically.
Tips to Write a Great Product Description

e Title

Your product title must not only describe the item itself, but include keywords customer
might search for. For example, you should not make the title too long.

e Picture

The picture of your item should be displayed first as a modest sized thumbnail. The
thumbnail should be clickable to show a larger version of the product. It is important to show
the customer the entire product. If there is a part of the product with finer detail, an additional
picture should be used.

e Size and measurements

If you are selling clothing, you should include not only the size or the garment, but the
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measurements as well. If you are selling decorative or other items, you should include height,
width, and depth.

e Color and pattern

Colors should be described precisely as some computer monitors display colors
differently. A shirt should not be described as simply “pink” but “pale baby pink”, “medium
rose pink”, or “hot fuchsia pink”. If your item has a pattern, you should make every effort to
describe it in detail.

e Materials

Your product description should include what the item is made from. This lets the
customer know several things that may be of interest before they make a purchase: whether
they like the fabric, possible allergies, durability, weight, and feel.

e Detail description

If the shirt you are selling has pearl buttons and a ruffle on the collar, you should tell the
customer that. If the stereo equipment has a bass boost and mp3 capabilities, you should make
that known. Every detail of your product can help people decide whether they want to
purchase the item or not.

e Brand or Manufacturer

Many people are brand loyal, or want a name brand for recognition or popularity factors.
You should honestly reveal the brand or manufacturer of any product.

e Options

If customers have a choice when comes to a particular product, you should make that
known clearly in the product description. Size and color are two possible options. These
choices can be easily included with a drop down box or radio button form.

e Possible uses

Customers may not be swayed to purchase an item by reading the basic product
description alone. A good rule of thumb is to mention a possible use for the item you are
trying to sell. “This shirt is great for the office!” or “The Dustmaster 5000 will reduce
allergens in your home.”

e Price

Perhaps the most important decision-making factor in a product description is the price
of the product. The price should be displayed prominently. After all, unless negotiations are
possible, the customer must know the price before purchasing.

New Words

all around JAE
promising ['promisin] adi. HHRBEH, A&
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turnover ['ta:n,auva] n WiEE, EE AR
catalogue ['kzetalog] n H¥%
projection [pra'd3ek[an] n. R
presentation [,prezen'teifan] n. 48, BRib, Wik, Fik
persuasive [pa’sweisv] adj. HtRK
hone [haun] vt. B TIA B
zero in on ) B U= eeeees Sifeeee BB QEEID
favorably ['feivarabli] adv. JERIH, #FEHL, KUIH
superiority [sju(:)piari‘oriti] n Lk, i
credible ['kredabl] adj. "1EHY, HEER
concern [kan'sa:n] vi. W, KEEH
modest ['madist] adji. WEHER, WiLR, &K
thumbnail [Bamneil ] n BHER, HRAFIRT

* garment ['ga:ment] n R, MAC, 4hF
decorative ['dekarativ] adv. 1R
fuchsia ['fju:fis] n. WGHERMEY), RO
fabric ['feebrik] n B, RY), &0, BRY, Wik
allergy ['zelad3i] n [E)BURE, <O>/&K
pearl [pa:l] n B
ruffle ['rafl] n 4, AT
bass boost &g 5%
sway [swei] v 1R, #E3
rule of thumb BAELIMI T
allergen [‘zelod3zon] n [EESRNE, S8R
prominently ['prominentlz] adv. SEHL

Applied Writing

Example |

Beijing Balas Investment Consultation Co., Ltd.

Our company was founded in August, 2002 with assessment qualification of exploration
right and exploitation right (Qualification Certificate Number is [2002] 020) and agent
qualification of applying for and registering mineral exploration and mining(Qualification
Certificate Number is guo kuang dai zi 019), our company is a comprehensive intermediary
company within the line of assessment of mine ownership, information consultation,
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investment consultation and laws and rules consultation regarding exploration and
exploitation of mineral resource and development of land resource. There are 16 employees in
the headquarters of our company. They specialize in geology, hydrology, environment, mining,
mine dressing, economics, management, law and accounting, Among them there are 5
assessors of mine ownership, 4 assessors of mineral reserve, 2 lawyers, 1 registered
accountant and 6 senior engineers. Our company has 6 branch companies all over fhe country.
By the end of November, 2002 our company has worked out above 30 projects, for example,
Gucheng Coal Mine of LinYi, ShanDong Province, ZhuBai Coal Mine and so on.

Upon establishment of our company, our principles are high quality, high standard and
high sufficiency. Our management aim is to become stronger and stronger. Our service
concept is to meet our client’s requirement fully. Our company insists that good service is the
basis of our company’s development. Our company will do our best to serve you with high
quality service, reasonable charge and high reputation.

Legal man of our company: Lu Guangfeng

Telephone Number: 010-66180154, 66185534, 66183182, 66184738

Fax Number: 010-68310356

Contact Person: Yin Deren, Li Danlin

Address: Room 403 Landingchen Building, No.85, Huguosi Ave., xicheng District,
Beijing, China.

Post code: 100035

URL: www.Bjbalas.com, www.miningright.com

E-mail: balas@bjbalas.com, hjs@bjbalas.com

Balas.ckq@163.com, balas.lz@163.com

Example I

Multifunctional Police-use Handheld Terminal

Beijing Zhongke Jiatai Science & Technology co., Ltd newly developed a series of high
tech products, Nine join One, Ten join One, or Eleven join One multifunctional handheld
terminal, which is a police customized equipment that can meet their moving working
requirements.

Software and hardware are developed from the bottom layer, the core technology held
ourselves not restricted by other manufacturers. The whole developing time lasted 4 years, the
products obtained three national patents and tended to stabilize in terms of information

security and performance reliability after many-time test and improvement.
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It can be totally applied to various police tasks, also
including other industries such as army, electric power, finance,
' transportation system and field explore. We have received the
’ highly praise from the customers who had used our handheld
; equipment.
| The product combines PDA, CDMAIx wireless
i communication, GPS, GIS electrical map, 350M\800M cluster

communication, IC card reader, magcard reader, fingerprint

’* recognition, camera, ID card reader and 350M police-use cluster
interphone into one, which has small volume, interface friendly, clash resistant, carry easily,
use friendly in the fields.

Module-pattern designed terminal, which can abandon and obtain configuration, also
leave 800M private network digital cluster interface (TETRA system) for further use, meets
different demands based on different industry. '

Part B Making Business Arrangements

How to Make Arrangements for Our Customers?

Many visitors in China find that, though they may wish to spend freely to explore the
local culture, they are obliged to socialize a lot outside office hours with their hosts instead.
Before making arrangements, hosts have to consult with the visitors and try to match their
plans and respect their choice.

Generally speaking, there are two different types of arrangements as the followings:

e Business-related arrangements

As we know, your company’s image more or less stands for success in business. During
the guest’s visiting in China, a chance should be provided for him or her to learn more about
your company and your products. So, you may take him or her to look around your company.
In fact, taking your guest to visit your company belong to the business-related arrangement,
which could improve your relationship with the guest, and benefit the business affairs for both
parties. Of course, besides taking the guest to visit your company, you may ask him or her to
join the other activities, such as product exhibition or particular meetings of your company.

e Personal arrangements

In addition to some arrangements related to business issues, you will be also interested in
knowing how your guests  arrange their spare time while staying in your local city. This is
what it means by personal arrangements of the guests. The personal arrangements for your
guest shall not be neglected. A successful business directly depends on what is done for your



