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Unit 1 General Introduction

<> What is etiquette?
<> What is protocol?

<> Understand the importance of etiquette and protocol in events and exhibitions.

Tune in

I Don’t Want to Be Poorer than Anyone Else in Courtesy
One day, Lincoln, the 16th president of the United States,
went out on a tour with a noble from the south. On their way, an old black peo-
ple bowed to him humbly. In return, Lincoln took off his hat and nodded with a
smile on his face. The noble felt perplexed and asked: “Why should you take off
your hat in the face of a Negro?” “I don’t want to be poorer than anyone else in
courtesy,” was the reply made by Lincoln.
That’ s why Lincoln was deeply loved by his American people. In a 1982
poll, which asked people to select a “best president” from the successive presi-

dents, Lincoln ranked in the forefront.

Part A What is Etiquette and Protocol?

Those who have mastered etiquette , who are entirely, impeccably right,

would seem to arrive at a point of exquisite dullness.

—Dorothy Parker

The word “etiquette” comes from a French word meaning “ticket” . It origi-
nally referred to the ticket that allowed a person’s entrance into the court cere-

monies in France. On the ticket the rules would be written clearly, which can en-
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sure those who were invited into the feudal castle knew how to behave properly,
so the ceremony could run smoothly.

Etiquette is a topic that has occupied writers and thinkers in all sophisticated
societies for millennia. All known literate civilizations, including ancient Greece
and Rome, developed rules for proper social conduct. Confucius included rules
for eating and speaking along with his more philosophical sayings. Early modern
conceptions of what behavior identifies a “gentleman” were codified in the 16th
century, in a book by Baldassare Castiglione, II Cortegiano ( “The Courtier”).

In the UK, Debrett is considered by many to be the arbiter of etiquette;
their guides to manners and form have long been the last word among the polite so-
ciety. Traditional publications such as Correct Form have recently been updated
to reflect contemporary society, and new titles Etiquette for Girls and Manners
for Men act as guides for those who want to combine a modern lifestyle with tra-
ditional values.

In America, Benjamin Franklin and George Washington wrote codes of con-
duct for young gentlemen. The immense popularity of advice columns and books
by Letitia Baldrige and Miss Manners shows the currency of this topic. Even more
recently, the rise of the Internet has necessitated the adaptation of existing rules
of conduct to create etiquette, which governs the drafting of email, rules for
participating in an online forum, and so on.

In Germany, there is an “unofficial” code of conduct, called the Knigge,
based on a book of high rules of conduct written by Adolph Freiherr Knigge in
the late 18th century entitled exactly Uber den Umgang mit Menschen (On Hu-
man Relations). The code of conduct is still highly respected in Germany today
and is used primarily in the higher society.

Etiquette may be wielded as a social weapon. The outward adoption of the
superficial mannerisms of an in-group, in the interests of social advancement
rather than a concern for others, is a form of snobbism, lacking in virtue.

Cambridge Dictionary defines etiquette as “the set of rules or customs
which control accepted behaviour in particular social groups or social situa-
tions”, which, in other words, refers to manners and behavior considered ac-
ceptable in social and business situations. In Cambridge Dictionary, protocol is
defined as “the system of rules and accepted behaviour used at official ceremo-
nies and occasions” . This concept often focuses on customs and regulations
with diplomatic etiquette and courtesies in official situations, such as negotia-

tions.

2

RN



Nan Leaptrott distinguishes the two terms in a simple way as the follow-
ing: “Protocol is what to do in a given situation. Etiquette is how to do it and
how to do it gracefully. ” He takes figure skating as an analogy, saying “In
competition, each skater is given a set of marks by the judges—one for techni-
cal merit and another for artistic impression. For our analogy, protocol would
be the technical merit, and etiquette the aristic impression. They are both im-
portant in making the best possible impression on an audience. ” The following
examples of protocol and etiquette may help demonstrate the relationship be-
tween the two.

- Example 1 Punctuality in France ;
Protocol In France, punctuality is of prime importance. t
Etiquette 1f you are invited to a French house for dinner, do arrive on ‘

time. Under no circumstances should you arrive more than 10 minutes later |
|

| than invited without telephoning to explain why you have been detained.

- Example 2 Showing Rank in Saudi Arabia )

Protocol On a visit to Saudi Arabia, the person of highest rank trave-

ling with subordinates should show the distinction of his rank.
Etiquette He should maintain formality with his subordinates, even

though he made on a first-name basis with them at home. He should dress

better, have the best hotel room, and be deferred to by subordinates. He

should always be the first person in the team to be introduced. At meetings he
should be the one to speak, unless he designates an assistant and validates

that person’s qualification.

Example 3 A Business Proposal for Germany

Protocol 1In Germany your business proposal should be detailed, pre-
cise, and completely unambiguous. Plans and schedules should be detailed
and realistic.

< Etiquette Proposals should be translated into German, and presenta-

| tion should be professional, well-organized and neat.

These examples of protocol and etiquette above illustrate how protocol is
used to promote or maintain the values of a culture. The etiquette used to achieve

the purpose of the protocol may be different from culture to culture.



Entrepreneur Set a Good Example in Etiquette

In Japan, people always talk about a well-known entrepreneur Konosuke |
Matsushita with Panasonic Group, who once neither cared about his own ap- |
| pearance nor about his enterprise profile. As a result, his enterprise devel-
| oped slowly. One day when he went to the barber’s, the barber criticized him
for his sloppiness, saying: “Could an enterprise develop successfully with a
sloven owner like you?” Since then, he got rid of his past habit and began to
take care about his appearance in the public and at the same time asked his
employees to pay attention to their appearance and courtesy. To some degree,

it contributes to the rapid progress of the enterprise, whose electric appli- |

ances have now enjoyed a world-wide fame.

Etiquette to society is what apparel is to the individual. Without apparel
men would go in shameful nudity which would surely lead to the corruption of
morals; and without etiquette society would be in a pitiable state and the neces-
sary intercourse between its members would be interferred with by needless of-
fences and troubles. If the society were a train, the etiquette would be the rails
along which only the train could rumble forth; if the society were a state
coach, the etiquette would be the wheels and axis on which only the coach
could roll forward. The lack of proprieties would make the most intimate friends
turn to be the most decided enemies and the friendly or allied countries declare

war against each other.

Part B Etiquette and Protocol in
Events and Exhibitions

Situation I In China, a person who takes the last item of food from a com-

mon plate or bowl without first offering it to others at the table may be seen

as a glutton and insulting the generosity of the host.
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| Situation 2 In-most European countries, a guest is expected to eat all of the }
food given to them, as a compliment to the quality of the cooking.
| Questions In the cultural context, can you explain these two different

| cases? |

il

Culture is a complex matrix of interaction elements, which is ubiqutious,

]
|
|
|
|

multidimensional, complex and all-pervasive.

From infancy on, members of a culture learn their patterns of behaviour and
ways of think until they have become internalized, which shows that culture is
not innate but learned; Every culture represents a limited choice of behavior pat-
terns from the infinite patterns of human experience, because each individual has
only limited cultural experiences. What we know is but an abstraction of what
there is to know. In other words, culture also defines the boundaries of different
groups, which indicates that culture is selective; just as Hall (1977, Beyond
Culture) clearly states “you touch a culture in one place and everything else is af-
fected. ” And it is easy to understand that facets of culture are interrelated.
Therefore, culture is extremely and influences every aspect of our lives.

Etiquette is certain to evolve within culture and is dependent on culture,
which means etiquette can vary widely between different cultures and nations.

In the field of events and exhibitions, the concept of etiquette and protocol
can be dated back to the 1940s in Paris. In 1970s, it began to standardize. In re-
cent years, with the develdpment of the events and exhibitions in China, more
attention has been paid to the concept of etiquette and protocol.

When competition is tight and budgets are on the chopping block, cutting
corners in the ethics departments may seem like a quick fix. But as many in the
event planning industry will attest, a burgeoning bottom line does not always

mean that you are a success.

i

1
; a Case

You are an event planner who wants to use a specific hotel for a high-lev- |
1
i

el event. You contact an audiovisual supplier you trust (as opposed to the ho-

|

] tel’s in-house audiovisual supplier) to be sure everything will go off without
| a hitch. You inform the supplier of your dates and requirement. Then about a
|

week later, the supplier calls to say they have received a letter from the hotel

starting that to do business in the hotel. The AV company must meet certain

5



strict requirements. The crew must not sport any facial hair, or wear ear-

i
i
| rings, blue jeans or T-shirts while on site. While it seems appropriate that
! tech crews dress in a neat and tidy manner, something does not ring true

about this letter. Techies with no beards, moustaches or long hair? Keeping

in mind that most tech crews work behind the scenes, out of sight of partici-
pants and other hotel guests, and are often paying guests (their hotels
rooms for out-of-town events are generally not complimentary or even at a

staff travel rate; the limited negotiated allotment would have been assigned

to event planning staff members first), most planners would smell a rat right
about now. Are the terms merely a ploy by the hotel to promote its own in-

house audiovisual company by making it difficult for outside contractors to be

brought in?

From the hotel”s perspective, it has the right to require anything it wants
from those who set foot on its property. Perhaps there have been some bad expe-
riences with rough-and-ready AV personnel in the past. Who is to knoW? And ac-
cusing the hotel of this conduct will not win you any points in the business-rela-
tionship department. The option always remains to take your business elsewhere,
which was the decision of the event planning company faced with this dilem-
ma. They did not want to jeopardize the quality of the event they were producing
by using an AV company they were not familiar with. Another recourse would be
to speak to the hotel’s general manager or, if all else fails, the hotel chain’s
president. A similar situation can also occur when planners are faced with a hotel
or venue’ s preferred supplier list. It is sometimes possible for the planner to
overcome this obstacle and bring in their chosen supplier by paying a surcharge to
the facility.

Such situations are thrown into the abyss of what could be called “questiona-
ble ethical behaviour. ” All planners and suppliers have experienced it, whether
on the receiving end or the giving end, and it is a tough spot to be in either way.

Nowadays, event planners and suppliers have accepted that etiquette and
protocol have had an important influence on the relationships between people,
organizations, countries, which varies from country to country, and from re-
gioh to region. Therefore, they should develop the professional working relation-
ships in a variety of ways. The following importance should be paid more atten-
tion to: -
<> To stay ahead in the competitive business world;

6



<> To gain goodwill from others;
<> To promote fruitful and rewarding relationships with others;
<> To promote business;

<{> To gain more business chances.

Part C Think Rightly: Ethics and Etiquette

As for the two concepts of etiquette and ethics, they are related. But there is
a distinction between ethics and etiquette, especially as they relate to decision
making in business and in society.
As defined in The American Heritage Dictionary of the English Language ,
Ethic (n). Ma. A set of principles of right conduct. b. A theory or a system of
moral values. @ Ethics. The rules or standards governing the conduct of a person
or the members of a profession.
Etiquette (n). The practices and forms prescribed by social convention or by
authority. The codes governing correct behavior. Forms of conduct as prescribed
in polite society.
In simpler terms, to think ethically means to direct your thoughts toward
compliance with the rules, the contributions you can make, and the harmful
consequences to avoid. To use proper etiquette means you are familiar with the
current acceptable social codes of behavior in a particular country, culture, and
society. In business—as in life—your decisions should take into account the
thought processes surrounding both ethics and etiquette.
To do the right thing begins with thinking rightly, which indicates the fol-
lowing rules:
<> Consider the well-being of others, including non-participants. Always contrib-
ute to the general good and avoid consequences that will hurt others.

<> Act as a member of the business community. Standards, rules of propriety,
and fairness enable businesses to prosper. Practices such as respecting con-
tracts, employees, and others; paying debts and other obligations; and sell-
ing legitimate products at a just and fair price are the fundamental principles of
an ethical business.

<> Obey, but do not depend solely on, the law. Ethical thinking goes beyond be-
ing a lawful person. Actions that are not illegal, such as taking advantage of

someone’s trust, are still unethical.



<> Serve society. A business thrives when it serves its customers, community,
and society at-large. Whatever level of business in which you work—and the
larger your company—being involved in your community is the right thing
to do.

<> Follow your morals. Morals and concerns with the judgment of the goodness
or badness of human action and character are the foundation of ethics, along
with considering the well-being of others. German philosopher Immanuel Kant
called morals “categorical imperatives”. They are the “unqualified commands”
without exception, even for busy executives on the brink of a profitable deal.

<> Think objectively. To determine whether an action is truly right, and not just
a rationalization of self-interest, it is essential to think from a neutral per-
spective and without personal benefit.

<> Have character. Before you sign contracts and cut deals, ask, “what sort of
person would do such a thing?” Ethics is derived from the Greek word ethos,
meaning “character”. Ethics is not so much obedience to rules as it is the up-
keep of your personal and company character, specifically your “good name”.
Peter Drucker summarizes business ethics as “being able to look at your face
in the mirror in the morning. ”

<> Respect other customs, but not at the expense of your own ethics. The har-
dest ethical decisions are not typically a conflict between ethics and profits,
but one between two ethical systems. Sure, “when in Rome...” is a good guide-

line in most instances, but when a custom violates your morals, it is best to

stick to what you know.

@ Target Practice

Case Study

In Charleston, S.C., the saleswoman invited her very sophisticated client
and his wife to dinner to celebrate the signing of a large construction con-
tract. The owner of the Kansas City construction company insisted on going to
the dinner with the saleswoman. The saleswoman watched her commission dissi-
pate while her boss picked his teeth with fish bones and impressed the party by
using a commonly used expletive as five different parts of speech. Instead of using
his dinner napkin to wipe his mouth, the boss wiped out the deal when he used it

8



to blow his nose. The following day the contract was rescinded.

The boss was so intimidated by the refined people that he compensated for
his lack of sophistication with a laissez faire attitude. In consequence, he ruined a
lucrative deal, tarnished the image of his company and threw away the sales-

woman’s hard-earned commission. '

Etiquette Quiz

Social etiquette can be tricky, and making the right moves can make a big
difference. Take this quiz and see how you react in the following situations.

@ Your boss, Ms. Alpha, enters the room when you’ re meeting with an
important client, Mr. Beta. You rise and say “Ms. Alpha, I’d like you to meet
Mr. Beta, our client from San Diego. ” Is this introduction correct?

@ At a social function, you meet the CEO of an important corpora-
tion. After a brief chat, you give him your business card. Is this correct?

® You answer the phone for a peer who’s available, and ask “Who’s call-
ing, please?” Are you correct?

@ You’re entering a cab with an important client. You position yourself so
the client is seated curbside. Is this correct?

® You’re hosting a dinner at a restaurant. You’ve pre-ordered for everyone
and indicated where they should sit. Are you correct?

® A toast has been proposed in your honor. You say “thank you” and take a
sip of your drink. Are you correct? :

@ You’re in a restaurant and a thin soup is served in a cup with no han-
dles. To eat it you should

A. pick it up and drink it.

B. use the spoon provided.

C. eat half of it with a spoon and drink the remainder.

You’re at a dinner and champagne is served with the dessert. You simply
can’t drink champagne yet know the host will be offering a toast. Do you

A. tell the waiter “no champagne” .

B. turn over your glass.

C. ask the waiter to pour water into your champagne glass instead.

D. say nothing and allow the champagne to be poured.

@ You’re at a table in a restaurant for a business dinner. Midway through
the meal, you’re called to the telephone. What do you do with your napkin?

A. Take it with you.



