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_Unit One Business Etiquette

Before reading the text, think about the following questions and try to guess the correct

answers.

1.

O W >N O w e

D.
3.

In the business arena, it is necessary for a man

. only men should stand for handshaking and all introductions
. only women should stand for handshaking and all introductions
. it is not necessary for men or women to stand for handshaking or all introductions

. both men and women should stand for handshaking and all introductions

The best way to meet people at a business or social function is to

. introduce yourself to a person standing alone or to large groups
. introduce yourself to two people who are standing close and talking softly

. look confident, stand in the center of the room, and wait for someone interesting to

approach you
head for the bar or the buffet immediately upon arrival

If you receive an e-mail from an unknown source and realize it should be handled by

someone else, you

A.

P aw

forward it immediately

forward it with a note explaining why you are sending it

consider it spam, delete it, and forget about it

print it out and leave it sitting on the copy machine in the hope that someone else will take
care of it

If an angry customer calls to complain, you should

. put the person on hold as quickly as possible and blow off some steam in the restroom

tell the caller that he has the wrong number and hang up in self-defense

stay calm, listen to the caller'’s complaint, and quickly attempt to help or get help for him

. quickly put the caller in his place by yelling back. After all, no one has the right to talk to

you that way

When dining with someone important and your cell phone rings, you

. answer it within two rings and keep the call brief

ignore it and pretend someone else’s phone is ringin
gn p P ging

apologize and turn the phone on silent mode. The person you’re with takes priority

. apologize, step away from the table, and take the call in the restroom



Part One Theory

Text A

Suggested Reading Time: 10 min

Public Relations — Business Efiquette

Public Relations is a management function that involves monitoring and evaluating public
attitudes and maintaining mutual relations and understanding between an organization and its public.
Public may include: shareholders, governmental employees, consumers, employees and the media.
Public relations is the act of getting along with people we constantly come in touch with.

A good secretary working in foreign affairs must be equipped with such knowledge, he should
also have excellent communication skills, both spoken and written, be able to express thoughts
clearly and simply. It is necessary for him to have an effective personality and the ability to get along
well with a wide range of people, both inside and outside an organization. He must be always polite
as he has to work under pressure or provocation. He should have the ability to organize, as he may
have to organize press conferences, lectures, exhibitions and events. He must have self-confidence
and far-sightedness. He must be able to understand business etiquette as well as apply them

properly. The following are guidelines and tips that we’ve found helpful.
About People

Make it a point to arrive ten or fifteen minutes early and visit with people that work near you.
When you’re visiting another site, linger over a cup of coffee and introduce yourself to people
nearby. If you arrive early for a meeting, introduce yourself to the other participants. At social
occasions , use the circumstances of the event itself as an icebreaker. After introducing yourself, ask
how they know the host or how they like the dishes. Talk a little about yourself — your hobbies,
kids, or pets, just enough to get people to open up about theirs and get to know you as a person.

Keep notes on people. There are several “contact management” software applications that are
designed for salespeople, but in business, nearly everyone is a salesperson in some capacity or
another. The software helps you create a “ people database” with names, addresses, phone
numbers, birthdays, spouse and children’s names; whatever depth of information is appropriate for
your situation.

It’s a good idea to remember what you can do about people; and to be thoughtful. Send cards or
letters for birthdays or congratulations of promotion or other similar events. Send flowers for
engagements, weddings or in condolence for the death of a loved one or family member. People will
remember your kindness and hospitality, probably much longer than you will.

E-mail

E-mail has become an important part of our communication and should be used in a professional

g
i

2]

[~



o
3

Unit One  Business Etiguette

Zt
1

nSs

o

manner. It can be a quick and effective means of communication. Always put identifying information
in the subject line to help the individual receiving the message know what it is in reference to. The
text box of the e-mail message should begin with a salutation such as: Dear Ms. Smith or Hello John
depending on the relationship. After the salutation, drop down to the next line to begin the message.
Use complete sentences, appropriate capitalization and punctuation as you would use in a business
letter. If needed, you may have multiple paragraphs. The casual e-mail correspondence you have
with your friends is not appropriate for business. Do not use all caps in the message, nor the symbols
for happy faces. Even if you have automatic signature in your e-mail, you should still close the
message( Ex. Thank you, Ann). Remember to read your message through after you have written it

and to run spell check before you click on the send button.
Dress/ Appearance

It can be insulting to your coworkers or clients to show a lack of concern about your
appearance.

Being wrinkled, unshaven, smelly or unkempt communicates ( intentionally or not) that you
don’t care enough about the situation, the people or the company to present yourself respectably.

If in doubt, always err on the side of being conservative. If you think wearing jeans may be OK
for a social event but aren’t sure, show up in ironed khakis and a nice golf shirt. If you think an
occasion may call for dress slacks, wear a dress shirt and tie. If you have any inkling that a suit may
be called for, dress to the nines.

Women’s clothing is a bit more complicated, but again, err on the side of being conservative
and dressy.

Always practice impeccable grooming (even in a “jeans” environment).

Social skills can help us build more productive relationships. In these changing times, one

needs to prepare for a variety of encounters in both the business and social environments. (746
words)

(BE#F B COMIEE S I HAR) , M T R ik, 2008)

“ MHeords and ébxﬁ/bmwm

etiquette n. AL, FLAY

involve v BAGEW ;W R
evaluate v. VAL, PEMY
shareholder n. B4

provocation n. J%, Pk, B0
far-sightedness n. W,

database n. GORHE B
condolence n. Ml ;X

hospitality n. PAGUF% R B, 3K Fr
identify v BHIN, B 5 TR
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salutation - n. ¥, B8O 7 R R FREE
multiple adj. ZEW, ZHK, 22K
insult v. /n. B0, fi3&
coworker n. GAES L HE FE
wrinkled adj. PEER
unshaven adj. NS
unkempt adj. FEFLE), AEETER)
intentionally adv. F FEHb , B HY
slack adj. PSR, 55 20, SR, RS
n. PRIR R
conservative adj. fE5E 1), PRSP
impeccable adj. A BER, ABARFEK
groom v. B
n. HrBp
encounter n. /v. {BIRIB W, , 8

press conference

IERER RN

" Netes
1. Public Relations
125 /NS F
fAAR“PR” , f& 20 t2a 4 7E 36 M e B, A i B8 X HE S 2 R B FT R ic &
34 - 25, 1904 45, 34k - ZE{§ 1 public relations” SRHli iR A 3K RMIBEE, JF R AT E
R “PR” AR RZANEE . LXERESIERIR, AR RXANHEE, B2 BIFBA R
KA EST, AR E IR X AT EMMARKER,

2. Public Relations is a management function that involves monitoring and evaluating
public attitudes and maintaining mutual relations and understanding between an organization
and its public.

BEOL: AHCRR—FE SRS, e B R FIZH 5 A0 A 2 (6] AH B B 1)
ERIRAE

f)rp, that 5| —~E 1K A, function 58173

3. Being wrinkled, unshaven, smelly or unkempt communicates ( intentionally or not)
that you don’t care enough about the situation, the people or the company to present yourself
respectably.

B : RKIRAT-E B TFHft & B FIR BEEAEE (XA BERER) RURALE
FXANGE X ABGXAAE, AR

] 3N 44 1R 5515 AE 315, BP Being wrinkled, unshaven, smelly or unkempt ;that 5| 215 M 4],

"



£, g f

Task 1 According to the text,please answer the following questions.

0 N N AW

. What can be put in

. What is “Public Relations” ?
. What should a good secretary concerned with foreign affairs be equipped with?

. Why is it suggested that we should talk a little about ourselves at social occasions?

&

‘people databases ”?

. Can you give some examples to show your kindness and hospitality towards others?
. Why should we put identifying information in the subject line when writing an e-mail?
. What should you do before clicking on the send button?

. How do you dress yourself properly?

Task 2 Fill in the blanks with one of the following words or phrases from the text.

1.
2.

Make changes where necessary.

?y\/‘/-\%\/- e e e S

é insult identify etiquette intentionally é

é involve encounter hospitality multiple
“\%\nv\%\n“\%vf\nf\%\%\%\%\%\%\%\%vmf\%\%\%\%\ﬂ

Nowadays women have played _ roles in our society.

Public Relations is a management function that monitoring and evaluating public

attitudes and maintaining mutual relations.

3.

© N o v e

It is a necessity to put information in the subject line when writing a letter .
I felt most when they made me sit at a little table in the back.

The Japanese have a rigid code of , which may seem artificial to foreigners.
The of the hosts left us a favorable impression. -

Never insult others openly and

Making it a point to be ready for a variety of in the current changing times.

Task 3 The following sentences are chosen from the text. Please translate them into

Chinese.

Section A
Directions: Translate the following passage into Chinese.

A good secretary working in foreign affairs must be equipped with such knowledge, he should

also have excellent communication skills, both spoken and written, be able to express thoughts

clearly and simply.
Section B
Directions: Translate the underlined part of the following passage into Chinese.

Keep notes on people. There are several “contact management” software applications that are

designed for salespeople, but in business, nearly everyone is a salesperson in some capacity or
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another. The software helps you create a “ people database” with names, addresses, phone

numbers, birthdays, spouse and children’s names; whatever depth of information is appropriate for

your situation.
Section C

Directions: Translate the following passage into English and write the English version on the

Answer Sheet.
SRR ——V A ARG, MR R B B A . e ARKEA
R T A1 B 2> 18 30 A2 5 3 2 Sl Ll e 48wl Ho At RRGR BB L o BT AL B Y b it
b, o H R RS e,

Text B

Suggested Reading Time: 5 min30 s

Corporate Gift Giving

"Tis the time of year to show your appreciation to clients, vendors and employees. Here are a
few things to consider.

From the company :

Tokens of appreciation: Make sure that gifts sporting your company’s logo meet a certain
standard; well made, in tasteful colors and with the logo understated enoughlnot to look like an
advertisement.

Charitable gifts: Many companies show their appreciation by giving a donation in the recipient’s
name. This is a win-win solution: the recipient is glad to be recognized; the company making the
donation makes its appreciation known; and both companies contribute to the greater good of
society.

From individuals to customers and clients:

Individuals in the company who give gifts to outsiders are usually at the executive to mid-
manager level.

Many companies forbid any corporate gift giving, or only allow employees to accept gifts valued
at less than $25.

Be sure to follow your own company rules and check with the HR department at the intended
recipient’s company first. Sending a gift to a client who’s unable to keep it is awkward for both
parties.

Never give a gift to an outside business associate who is either currently involved in a bidding
process with your firm or receiving a bid from you or your company.

Gifts from outside your company ;

Some companies have a ceiling for the value of a gift received; others require that any gifts
valued at more than $25 must be disclosed to management. This is a good way to keep tabs on
what’s coming in from outside and seeing to it that everything stays aboveboard.
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Unit One  Business Etiguette

Most companies allow employees to receive token gifts from customers and clients because
sending them back could insalt the giver, especially during the holidays.

Some businesses require that any foodstuffs received from outside be divided up and shared;
this is because the usual recipients of such gifts tend to be those employees who have the advantage
of dealing face-to-face with customers — whereas the people who work behind the scenes often go
unrewarded.

Gifts for bosses: Yes or No?

Don’t give a gift to your supervisor that’s just from you. Other employees may resent what they
see as an effort to curry favor with the boss.

Get together with the others in your department and give a gift from the group.

Gifts for assistants: Yes or No?

Managers may want to reward their secretary or assistant personally. The gift choice depends on
length of service: If it is less than five years, a gift valued at $25 is sufficient; with longer-term
assistants, a more generous gift is appropriate. V

Make sure the gift is not too personal: Lingerie, perfume, and jewelry are out of the question.

Books, CDs, personal organizers, fruit baskets, theater tickets and gift certificates are good
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recipient n 8% H 2T WA
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1. Logo
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2. HR Department
ﬁjkn A J1 % PR ( Human Resources Department )

3. Never give a gift to an outside business associate who is either currently involved in a

bidding process with your firm or receiving a bid from you or your company.

B : A FILISMO A BRI R S 5 20 R B BAR SR MR EAR 2 R 3RB BehR, AR
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Task 1 According to the text, please answer the following questions.

1. What’s the standard to meet when you give gifts sporting your company’s logo?

2. What kind of gifts can be regarded ascharitable gifts?

3. Under which circumstance shouldn’t you give a gift to an outside business associate?

4. Why do most companies allow employees to receive token gifts from customers and clients?

5. Do you agree with the company’s requirement that any foodstuffs received from outside be
divided up and shared? Why or why not?

6. What is the relatively ideal way to give a gift to your boss?

7. What kind of gift may be appropriate when giving gifts to your assistant?

8. How many cases of gift giving are mentioned in this essay?

Task 2 Read the text again and decide whether the following statements are-True or
False.

1. Individuals in a company who give gifts to outsiders are usually from the employees to the

upper-manager level.

2. Seldom will companies forbid employees to accept gifts.
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