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LESSON ONE
COMMUNICATION AND BUSINESS

Communication is the lifeline of modern business. Without it
business cannot function. Every transaction needs communication.

The objective of business is to produce and sell for a profit
goods and services that satisfy society’ s needs and wants. Such
goods and services are made available in a market, the place where
buyers and sellers meet. It is at the market that supply and demand
are consummated in a purchase-sale transaction at a specific price.
The profit motive is the seller’ s primary inducement to engage in
business.

Every successful enterprise is dependent on its management.
Successful managerial performance rests on three basic elements:
leadership , motivation, and communication. When a highly success-
ful company begins to fail ,or loses its momentum,it is usually a con-
sequence of incompetent leadership and,in almost every instance,a
breakdown in communication is found to be a contributing factor.

As students of international trade, we will concentrate our
study on communications in international trade, in international
business,or rather,in international marketing.

Marketing is the performance of business activities that direct

the flow of goods and service from producer to consumer or user.

1




Simply to produce a product is not enough. The product must be
transported , stored , priced , advertised , and sold before the satisfac-
tion of human needs and wants is accomplished.

Communication is a major part of international marketing. Not
only must the right product be offered for sale in the right place and
time and at the right price,but the right message must be communi-
cated via the right media to the right market targets at the right
time. It is necessary to provide information—— such as messages
about products which are exported—— that buyers need to make
purchasing decisions. Marketing activities facilitate the exchange of
goods between producer and user. And,a qualified marketer must be
a communications specialist.

NOTES

1. COMMUNICATION AND BUSINESS X X A=A F
(the objective of business, management il marketing) 31488
communication ! business B3 & : “Communication is the life-
line of modern business. Without it business cannot function. ”
FRNERHLEDIATRIMEK. RIFYFERER 1
BV AR EAERZ —, EHOMEP, B TiEARE
ROEEMBAENRE T RE O AP 5, 42 s
BT/, RHEHERRERFMELY ZEELEH B (commu-
nication) , B I T 8, 38 32 5 B A FI Y &4
Communication X BB #H“FRWE”. “FRXH”.“HAH
R EAZR,

Business 7E3X B 2§ “H§ Ml.” (commerce) 1“9 5} ” (trade) , B 7]
2
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2. Without it business cannot function. 8t 7 E ., £ B REAF . BFH
RNl L FEREIEFFR.
function v. i. BYER . HXH
41 : Some English adverbs function as adjectives.

3. ++-that satisfy society’ s needs and wants. (R FF HOMEHE
MmEMKE.
need n. requirement ; something felt to be necessary
want n. lack sthing to be desired

4, It is at the market that supply and demand are consummated in a
purchase-sale transaction at a specific price. IE BeZETH 3% L, ZE DL
B iR XS RANBRIBITROES
It is/was---that---3X 8] F B A “It” Bt B4R 3L, B R B XN

B A FREW TP X—R7ZRRE. X68H
i) & at the market.

It is/was-+ iR I #B 4 +that/who/whom-+*
#35 : Mr. Li met Mr. Brown at the airport 'ywterday.' '
(1R AEER Mr. Li
Tt was Mr. Li who/that met Mr. Brown at the airport yesterday.
(2) R A= i#F Mr. Brown
It was Mr. Brown whom/that Mr. Li met at the airport yester-
day.
()R M AR FE at the airport
>It was at the ariport that Mr. Li met Mr. Brown yesterday.
(BT AR TE yesterday
It was yesterday that Mr. Li met Mr. Brown at the airport.
WA LA, FEBUTILA:
(DEMEEFE, MEFHEA, 7 who 5 that; I £ i
3
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¥, M%ZH that;
()BRMRFR, MITFEHE A, 7T H whom F, that; MR iFE
¥, % H that;
) EIPRIBR, RA[H that, A 0] B where,when %,
consummate v. ¢t. [ B,
specific adj. BIRRE s B UIRY s RAKEY
5. to engage in business A B R§
6. be dependent on BT
7. successful managerial performance 38 (LB BUE /Bt
8. loses its momentum %% (B f#y) ¥k
9. incompetent leadership JTCRERY /AFRERA /AR NS (B)
10. a breakdown in communication 1 B 48 i B8
FRWENERRRE, M. ALAER. EFETNER.ARMNZR
HRR.RZERN.EEERNERS.
11. a contributing factor (— ) {E B H &
12. -+-that direct the flow of goods and service from producer to con-

sumer or user. CEHTEI G| FHRAMHTHFNEF=ER TR
EREAE.

direct v. ¢, §Beeeess 3|

#14m : We hope you will direct the attention of your user to the
quality of our products. HRFHR T H A ERB I =HB
HE.

13. ---the right product be offered for sale in the right place and

time at the right price---

Right product & 84 %} B i) 7 fy s right price E 4+ &8, BB AT

BB % B % sright time £5& M BB, S R HLAR S S B0

FRE, B E i #IH sright place BRI MK, THAGED

SFBRHEMN,
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14. -

»but the right message must be communicated via the right

media to the right market targets at the right time. ] HEA &

EHE T, B A EN T REENFE BB BN
LR F

ERFMANERTG L, AHEES, RO HEHE
BORRRRE™ R FEERF NG REEMNBX
FRONEERE CEREGR. FEMHRENAA X
B R T A SRR E SR BENE.E
T %) T 7 A R 3L, R A 9

15. a qualified marketer (— P E A/ B ELERER/AHEH
BHAR

EXERCISES

I . Complete the underlined words.

1.
2.

3.

Every tran needs com
Such goods and services are made ava ina
mar i
The pro motive is the seller’ s primary ind
to eng in business.

. Every successful ent is dep on its manage-
ment.

. When a highly successful company begins to { »Or
loses it mom »a bre in communication is

found to be a contributing fac

. Marketing is the perf of business act that
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_ direct the fl of goods and service from producer to

con or user,

7. The product must be tran )8t ’
pr »ad ,and sold before the satisfaetion of
human needs and wants is ac .

8. It is necessary to provide inf that buyers need to
make pur dec

I . Multiple Cheice;

1. The objective of business is to (a)produce and sell goods, (b)
satisfy the needs and wants of society, (c) produce and sell
goods to satisfy the wants and needs of society, (d) produce
and sell goods and services for a profit.

2. Most business failures are caused by (a)depression, (b)infla-
tion, (c)competition , (d)mismanagement.

3. Desire and the purchasing power of buyers are reflected by
(a)supply, (b)profit, (c)demand, (d)none of the above.

4. Successful management performance rests on (a)leadership,
(b)motivation , (c)communication , (d)all the above.

5. The primary purpose of management is to achieve stated ob-
jectives with (a) personnel, (b) materials, (c) resources, (d)all
the above.

6. Which of the following are marketing functions?

(a)Buying, (b)Selling, (c)Storing, (d)All the above.
X . Translate the following into English:

LESXHENLESINEM BRATE, LFREEFR,

2. MR L BRAHERE, TAERNEBWERNTTH
BREEEES.

LEMRIIGHBNFFAETEREHREREHE.



LA ERNEBARNER - MIEWESER.

5. ERZEWH L, FE L Rk i B R Kk oh, 8 f R A+
BRERNLES.



LESSON TWO
LETTER—A COMMON
COMMUNICATION MEDIUM

Every company,big or small,do business with people and com-
municates to dozens of different publics such as suppliers, dealers,
manufacturers, customers, prospective purchasers, and government
agencies. These publics are all external to the company. Of the many
types of written communications,it is certainly letters that are used
as the primary means of external communication.

The letter is a common communication medium. There are sev-
eral reasons:a letter establishes a record that can be used for later
reference; distance can be spanned at relatively small cost; routine
matters can be completed efficiently with the help of letter forms.

Every letter that leaves the office should be looked upon as a
representative of the firm and as a messenger of goodwill. Obviously
then, the business letters should be made as interesting and personal
as possible. ‘

A letter is a personal contact. This contact is accomplished by
putting words on paper. The writer of the letter put on paper a mes-
sage;thus a conversation begins. The writer has“first say”, but he
may,and often does,invite the reader to reply. As the letters pass
back and forth,the two persons “talk”to each other until there is a
meeting of minds,or,for lack of it,the conversation ends.

8




If you want to write successful letters, always keep in mind
that you are going to have a talk with your reader. The man who
has a sense of personal contact has a better chance to make what he
says interesting and convincing than the one who feels he is “writing
letters. ”In a good letter,one man talks to another. The reader must
be-made to forget that he is reading a letter.

Your readers are not just names. They are people. Letters are
part of public relations,and that means human relations. “The most
effective letters, ”says a bulletin, “are messages from real people to
other real people. ”The letters must be easy to read and easy to un-
derstand. They must be friendly and courteous. The often-stressed
point that business letters should develop goodwill is a principle of

vital significance.

NOTES

1. do business with Fli-----fit - ¥

2. different publics such as suppliers, dealers, manufacturers, cus-
tomers , prospective purchasers,and government agencies A [B #
AXRMERE WA ETE BE A EEMBRINS

3. the primary means of external communication 45 #h R B¢ § Ry A
FE;EAFNBREFRNEETR

~ primary adj. HEN;EXH
external adj. MRy

4. a common communication medium # B¢ & K4
medium ». S+
it : Commercial television is a medium for advertising. 7k B
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