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Pa7: it Lead-in Work §A
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«»’% English-Chinese Translation % i%1R
a Translate the following passage from English into Chinese

Business executives who hope to profit from their travel should learn about the
history, culture, and customs of the countries they wish to visit. Flexibility and
cultural adaptation should be the guiding principles for traveling abroad on business.
Business manners and methods. religious customs, dietary practices, humor, and
acceptable dress vary widely from country to country. It is recommended that
business travelers prepare for country visits by reading travel guides, which are
located in the travel section of most libraries and bookstores.

Some of the cultural distinctions that U.S. firms most often face include
differences in business styles, attitudes toward development of business
relationships, attitudes toward punctuality, negotiating styles, gift-giving customs,
greetings, significance of gestures, meanings of colors and numbers, and customs
regarding titles. For example, human head is considered sacred in Thailand so
never touch the head of a Thai or pass an object over it. The number 7 is
considered bad luck in Kenya and good luck in Czech Republic, and it has magical
connotations in Benin. The number 10 is bad luck in Korea, and 4 means death in
Japan. In Bulgaria a nod means no, and shaking the head from side to side means
yes. The “okay” sign commonly used in the United States means zero in France, is
a symbol for money in Japan, and carries a vulgar connotation in Brazil. The use of
a palm-up hand and moving index finger signals “come here” in the United States
and some other countries, but it is considered vulgar in others.

Understanding and heeding cultural variables such as these are critical to
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success in international business. Lack of familiarity with the business practices,
social customs, and etiquette of a country can weaken a company’s position in the
market, prevent it from accomplishing its objects, and ultimately lead to failure.

American firms must pay close attention to different styles of doing business
and the degree of importance placed on developing business relationships. In some
countries, businesspeople have a very direct style, while in others they are much
more subtle in style and value personal relationship more than most Americans do in
business. For example, in the Middle East, engaging in small talk before engaging
in business is standard practice.

Attitudes toward punctuality vary greatly from one culture to another and, if
misunderstood, can cause confusion and misunderstanding. Romanians, Japanese,
and Germans are very punctual, whereas people in many of Latin countries have a
more relaxed attitude toward time. The Japanese consider it rude to be late for a
business meeting, but acceptable, even fashionable, to be late for a social
occasion. In Guatemala, on the other hand, one might arrive any time from ten
minutes early to 45 minutes late for a luncheon appointment.

When cultural lines are being crossed, something as simple as greeting can be
misunderstood. Traditional greetings may be a handshake, a hug, a nose rub, a
kiss, placing the hands in praying position, or various other gestures. Lack of
awareness connecting the country’s accepted form of greeting can also lead to
awkward encounters. People around the world use body movements and gestures to
convey specific messages. A misunderstanding over gestures is a common
occurrence in intercultural communication, and misinterpretation along these lines
can lead to business complications and social embarrassment.

It is also important to understand the customs concerning gift giving. In some
cultures, gifts are expected and failure to present them is considered an insult,
whereas in other countries offering a gift is considered offensive. Business
executives also need to know when to present gifts —— on the initial visit or
afterwards; where te present gifts — in public or private; what type of gift to
present; what color it should be; and how many to present. Gift giving is an
important part of doing business in Japan, where gifts are usually exchanged at the
first meeting. In sharp contrast, gifts are rarely exchanged in Germany and are
usually not appropriate. Gift giving is not a normal custom in Belgium or the United
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Kingdom either, although in both countries, flowers are a suitable gift when invited

to someone’s home.

Chinese-English Translation R# %
Translate the following passage from Chinese into English

2RV N AR LA K L 5y A Se £ U R IR S AR A7) 1 2% 188 85 7 i
HR HEIENTN S . EAMFZ G MAEGTSHE KK Z S, @i ik —
A 2R AT LT A7) SO0 B0 40 122 57 33 2 SO Ak 25 5 BT RE S B 0 7™ 5 93
IR A

WAt B E SR AT LT 1R A R B E 58 T LABGE S5 ANE B & R AR
[F) 3 Z TSGR L (R VAE . SR AN AR Y 5 B AT 7 B I3 R, B B
BRAT AT EAMA VF 22 300 3R 0, AR IR B IR 2 AT 3 R Th

BT BISMEBRUFRI A 75 8 FF P [ Z BT AR EOR A a8 S SR R 45 A A B4
A KA R P R0 B B R E U, A ST R B MR 0,
NR L Y HEHT R R AR B L RSB TR A T TR A SO, A R ERA A
AR BR N 18] 4 BE AR AR BT A X 26 S0 i

TEESMYBTA M7 iR AR B — A G R, B T LU A AR
i AT LB IR R . B BRI ABEE A a0 e, P m

RHGEHE T R4 IR I B A)E 2 = R CRLIB MR 2R i ) o (B i o
ROZR AT RE R O R 3 R 75 B A (] 0 BB ATE | 1 o 28 g A B A L 2 o
HIBRWFH T & BUE RS AT AR R i . RS T, B0 e s R B B
TIPEAEH , vTLAFE PR 2N . INSRARAE — AR A4 BR R o A
HRATHORE BBt P9 $P BRER R . AL ERERF I REE S, P HEL —
FHABM . FZEFRMERSE, I AR AVFE S BB THRESIE. 4
PRI B 3 B A R U SRR T A B ARE, MU — B B . BRI, iRy
AMLERA — KR KB R MEE R E R HRRT R A . R E
IO SRV JLJR ) A PR AEE R [A] , AR B 21 % B o R Rk i

L R EOR 5 iR B UE T AR R WG IR W25 0E, TR — SRR EE M,
PRI » 24 2 W] 3 95 428 DA S0 08 s K 8 0 e A 2 TE I At D 7 0 45 R 25 SE R M
T EIMAEFMAE . KEA TR — B R AR B %% 3 %Ik,
U A MERLEE 2 R MR AL . TR SC 30 TR F5 1K 2R LA T 48k 8 B 9 0 £ 5 0
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P72 33 Notes and Comments i} iF

A1 English-Chinese Translation %32

It is recommended that business travelers prepare for country visits by reading
travel guides, which are located in the travel section of most libraries and
bookstores: B {113 B 45 M 17 & i 1 15 2 ik e 445 7 X B35 R 08 v 4%, ik
WrtE R SR BEABEWIRIFES . FELA “itis ... that .. .7/
Bt AR, BFAT AR S b SO S Ik EE R TSR R XA IUE
AW By 5IRHMRIEER BT IESIRNMAE. “section” XBEHNUEE”
BF,

Some of the cultural distinctions that U.S. firms most often face include
differences in business styles, attitudes toward development of business
relationships, attitudes toward punctuality, negotiating styles, gift-giving
customs, greetings, significance of gestures, meanings of colors and numbers,
and customs regarding titles: EF AT 2 FRFIH — L XA ERUEFTEH
KR IERT 55 R AR M BE <P i A B L 0 A L I35 AL 4 T 1R L (R4
FHHBL FEMBFHE L RALEE RHRE TR, X B “that’3| 5
W BRI, AT LR FE R . — BRIV, KK 2B ESRIT, 4
FBRBEATAERE . “distinction” 1 “difference” £ 1% 15 1 Hh 2 8] XiA), Bi% h 42
5738 “significance”#l “meaning” A, BT & M B R “E L, G E B RS
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3 Lack of familiarity with the business practices, social customs, and etiquette of

a country can weaken a company’s position in the market, prevent it from
accomplishing its objects, and ultimately lead to failure: REERTE 1% L4
B I —4~ B KR FAL S EISS — A B FE RT3 B AL, 1565 52 AL 18 B AR
H|RA BRI, BNEFRISEHADGERAREER, BREK, ARTUR
A, “Lack of familiarity with . . . "iFR“ FBKEHT,
In some countries, businesspeople have a very direct style, while in others they
are much more subtle in style and value the personal relationship more than most
Americans do in business. For example, in the Middle East, engaging in small
talk before engaging in business is standard practice: 7EA YE% , LA R
Jr IR B MAE A AP E R 180 M2 AR R R BB AL
BREBAANOETEE, . EP R, FER ST RI—& LR — R
. “subtle in style” BHiF T B GBI B R ; “value” & 17BN R, 7]
PR A BIFE L, “small talk” {1 2 B R R,
A misunderstanding over gestures is a common occurrence in intercultural
communication, and misinterpretation along these lines can lead to business
complications and social embarrassment: 7£ 25 Ak 32 B 5 X F #1415 7 22
WRAE, XETBR PN BRSSP ERE SN E 2k 35 6 5,
“misunderstanding” 7~ ] - “ misinterpretation” , B & 2R, L E ;5 %
VU T YRR R0 SRR T, B OE B AR L A9 2 B RS
SuALIR
In some cultures, gifts are expected and failure to present them is considered an
insult, whereas in other countries offering a gift is considered offensive.
Business executives also need to know when to present gifts — on the initial
visit or afterwards; where to present gifts — in public or private; what type of
gift to present; what color it should be; and how many to present. : 7E4 %6 {f,
H ATTHARE B BGE ALY, RSN 1AL BA R B — R I8 s T 76 50 Ah— e 5]
FOMIEALBOA IR BN, BEE A FGRE B0 4 38 AL
Y ERFFERER AT 2t T WX ALY — AT 2 F T 1 3% 1
LRI AW ROL R A W% 20, [RIE—mAER . KB %
&K%W&HHMTAME&EWEEuﬁé&%%@ﬁoWUﬂwmme
expected” W IR AN THIRF E W %ALY, “failure” X B iR B 7“1 4"
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