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Preface

There is no denying that English is the international language of commerce.
“In the four centuries since the time of Shakespeare, English has changed from a
relatively unimportant European language with perhaps four million speakers into
an international language used in every continent by approximately eight hundred
million people.” (Loreto Todd & Ian Hancock, International English Usage, 1986)
The success of English in its function as an international auxiliary language has
often been viewed as a measure of its adequacy for international business.

As the register of English appropriate to commerce and industry, Business

English, or English for Business, has started from the self — study course in

business English for intermediate level business people wanting to use English at
work. Nowadays, some observers regard international business English as a

neutral and pragmatic means of communication among non — native users of the

language. For instance, in a European context, English for Business is the sort of
English a Norwegian would use when trying to communicate with an Italian in
Belgium. In other words, it is a lingua franca used between those for whom
English is not their native language, but the only common language in which any
sort of communication possible. Traditionally, much business English teaching
concentrates on communication skills; meetings, presentation, telephoning, and
social skills in a business context. This book, however, attempts to achieve a
certain breakthrough in this sort of writing.

Such breakthrough is embodied in the organization of this book. It consists of
altogether eight parts, which, we think, are all related to communication in
business contexts. The first part offers some remarks on English for Business,
dealing with the features of business English and the significance of business

communication. The next five parts respectively relate to business letters,
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business plans, contracts, advertising, and trademarks with examples and
illustrations. Part Seven presents commonly — used documents in international
business on sample basis. In the last part, the authors point out that it is important

for people doing international business to raise their cross—cultural awareness.
The idea for this book emerged from a series of business — related courses

offered to English majors by Zhou formerly at Anhui University and by all the
authors currently at Nantong University. The book has been almost six years in the
writing. Sections of it have once been destroyed by computer virus and by thunder
the other time and have been rewritten. Certainly enough, the intention of the
writing is definite, and it is intended to give users of English a general
understanding of what English for Business is and to direct them to communicate
efficiently and effectively when doing business internationally.

Actually, no book is completely exhaustive, and the same is true of this book.
English for Business, as stated above, involves some other communication skills,
like minutes, agenda, presentation, proposal, report, etc. For all these subject
matters, we hope that students or readers refer to Practical English Writing (3rd
edition, 2010) by Bangyou Zhou, published by Donghua University Press.

Many people — friends, colleagues, former students — have helped us in our
work on this book. Among them are Ye Yuan, Mingsheng Zhu, Xiaoyong Zhao,
Lingli Zeng, Beili Zhang, Zongping Hu, Qingjing Zhu, Xuan Shi, Yahua Guan,
Ping Lu, and Fang Yang. In particular, we owe a debt of gratitude to Dr. Edward
Golden for providing many of the reference materials. We are also indebted to all
the publishers and authors listed in the bibliography for their generosity and
courtesy. Above all, special thanks should be given to Ms. Xiaohong Cao, the
editor of this book, for her constant encouragement and continuous support, which
makes this book possible to come out.

Honestly, this book is not written by scholars, and this means that any blame
for its shortcomings can be placed firmly on the shoulders of the authors alone.

Suggestions and comments are cordially welcome.
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General Remarks on English
for Business

In foreign language teaching, there developed a number of courses referred
to as English for specific purposes. For adult students,many courses have been
designed to teach the language of a specific subject area. For example,
engineers might take a course in English for engineering. Doctors might study
the English needed to talk with patients and write prescriptions. This approach
appeals to groups interested in specialized fields of study because the classes
are directly tied to their area of interest.

The same is true for at-school students. Here in China, we can find that
some courses as English for specific purposes are offered to students at
universities and colleges,such as English for Science and Technology, English
for Chemistry, English for Tourism,and English for Business. There are many

courses of this sort,but we can just name a few.
1.1
=3 . _Definition of English for Business

As its name suggests, English for Business is the register of English
appropriate to commerce and industry, and as well the name for training
courses in business usages, especially when it is offered to the learners who
learn it as a foreign language. For example, BBC Business English is a self-
study course in business English for intermediate level business people

wanting to use English at work.
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“English for Business, according to the textbook International Business
English (Leo Jones and Richard Alexander:1994) ,is not a special language —
it is simply English used in business situations. ” It is so called because English
is the universal language used among business people in different countries for
communication. As we know,improving communication skills is the first step
toward success in one’s education,career and life.

Some linguists regard international business English as a neutral,
pragmatic means of communication among non-native users of the language.
For instance, Andrew Fenner has labeled it IBL (international business
language) : “In a European context, IBL is the sort of English a Norwegian
would use when trying to communicate with an Italian in Belgium. ” In other
words, English for Business is a lingua franca used between those for whom
English is not their native language, but the only common language in which
any sort of communication is possible.

Then, questions about Business English arise. Is business language
normal? Does business language sometimes break the rules of normal
language? These questions relate to the place of business language in the
context of the readers’ general knowledge of language. And both the writers
and readers will presume that the language is English. In order to answer
them , we must have some conception of what is meant by “normal language. »
The English language has evolved to have many different kinds - of
functionality,each of which corresponds to different situations and styles of
use. From an analytic point of view,it seems to make most sense to understand
“normal language” to include the variety of styles of English that mature
writers and readers control. This will form the backdrop of everyday language

in its many functions,against which we can view business language.
1.2 A B
. riefing on English for Business

As far as English for Business is concerned,it involves many subject areas

which are related to business situations: business letters, advertisements,




trademarks, contracts, business plans, documentation, and even cross-cultural
communications,

Let’s take advertising language for example.

If one looks around in literature on advertising, or searches on the
Internet,it is not uncommon to find claims to the effect that advertising breaks
the rules of normal language and language use. However, from the perspective
of a professional linguist, few of these claims really seem to be supportable,
Now, with the exception of linguists,few people have any reason to pay close
attention to the way that language is actually used in its speech community, for
a wide range of communicative functions. Like many aspects of human beings
and human behavior, our unconscious knowledge of language is much greater
than our conscious knowledge of it, so the facts about language that are
immediately accessible to the average person only cover part of what the
language is and how it is used.

Collect some text from advertisements that you have found. Can you find
any examples of words, phrases or constructions that are truly different from
the various varieties that you encounter on a regular basis? These varieties
may include informal spoken language between close friends to technical and
scientific descriptions (more likely to be written) ,and everything in between.
Doubtless, not all of the text you find will be standard English,but is any of it
not English at all? In doing this exercise, it may be that you will learn more
about what creative possibilities your language allows,rather than how much
advertising goes beyond the boundaries of that language.

In an interesting coincidence which illustrates the point very clearly, the
Dreamweaver® program used to construct the website has the command
“Indent” to indent a paragraph. In the command menu,the command after this
one is “Outdent”, which makes a paragraph wider. Neither of us has seen this
word before, yet we can understand the meaning of the word “Outdent” in the
context,and certainly does not reject it as “non-English. ”

This is not to say that any random new word can be generated for the

author’s purposes in any context. The “Outdent” example above is presented
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in a very clear context, which makes apprehending its usage and meaning quite
clear. We generally find that novel words presented in an advertisement have
the same supporting context; they may be new, but they are not “out of the
blue. ”

In English for Business, therefore,non-English words and expressions are
acceptable, for its meaning is clear based on the context. Here are more
examples:

The orangemostest drink in the world.

The re freshest cigarettes.

Re-tuned. Re-conditioned. Heck,it’s been re-everything-ed.

Another example is trademark word.

Needless to say,a powerful aspect of product marketing is the product
name itself. Consequently, choosing a name for a product is very important,and
companies which specialize in naming products find their services in high
demand.

Lexicon puts names into one of five categories: constructed, real,
invented, classical and compressed. The name PowerBook falls into the
“constructed” category, for it is constructed from words that already exist;
FedEx is similar, constructed from parts. Lexicon considers a name like
Apple,a typical noun,to be “real”,along with slightly extended examples like
Wheaties ;a word that does not formerly exist, like Pentium,is “invented”,
along with Kodak or Lexus. The last two categories are “classical”, such as
Merus or Athena,and “compressed,” like Optima (optimal without the 1).

Different name styles have clearly emerged over the years, exemplified in
the evolution of high-tech brand names, In the 1980s, names were pseudo-
scientific, full of ¢’s,2’s and 2’s (think Xerox). In the 1990s, names went to the
other extreme,exuding more personality but less description (think Yahoo!).
In the later 1990s, names became more descriptive but less original with the

use of what naming company Namel ab calls “technoid nouns” — words with

parts like com ,net,tech, power,data and web.

The trademark — Youngor — of shirts made in Ningbo, China, when it is




used in business, has its meaning of the state of being younger, The same is
true of other trademarks: Panasonic, Sony, Konka, OIC, AT&T, Royalstar,
Uneeda, Timex, Rolex, Marlboro, Avis, Freon, Teflon, etc. They are vividly and
effectively used and widely accepted in business situations, though they are
non-English words. Yet, it is for sure they are English for Business
expressions,for they convey information on a communicative basis.

English for Business is the study of language fundamentals. These
fundamentals include the basic knowledge of business writing, trademark
creation, advertising language, and so on. Because business people must
express their ideas clearly and correctly,such language basics are critical.

In terms of business documents, they carry two kinds of messages —
verbal messages and nonverbal messages. Verbal messages are conveyed by the
words chosen to express the writer’s ideas. Nonverbal messages are conveyed
largely by the appearance of a document. By making a comparison of an
assortment of letters and memos from various organizations, one will notice
immediately that some look more attractive and more professional than others.
The nonverbal message of professional-looking documents suggests that such
documents were sent by people who are careful, informed, intelligent, and
successful. Understandably, people are more likely to take seriously documents
that use attractive stationery and professional formatting techniques.

Obviously, English for Business is simply the language used in business
contexts and a division of English for Specific Purposes. It possesses the
unique background of society and language and connotation. Therefore,

English for Business has its own features in application.

al:3. speciallst Vocabulary

In the late 1960s and early 1970s, specialist vocabulary was seen to be
what distinguished Business English from General English, and there was a
preoccupation with business-related words and terminology. (M. Ellis & C.

Johnson,1994:3) It is a phenomenon which deserves attention that there are a
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large number of specialist words and expressions in English for Business. Such
words and expressions are chiefly used in business situations as demurrage
(charge applied to shipping vehicles when they are held by the consignor or the
consignee for an excessive amount of time), indemni fication (compensation
for loss or damage already suffered), premium (amount that an insured is
charged,reflecting an expectation of loss or risk) , countero f fer (rejection of
an offer to buy or sell with a simultaneous substitute offer) , force majeure (an
unavoidable cause of delay or of failure to perform a contract obligation on
time) , promissory note (negotiable instrument wherein the maker agrees to
pay a specific sum at a definite time).

Besides, specialist vocabulary in English for Business is characterized by
its context-based abbreviations. Here are examples:

CIF (cost,insurance and freight)

FOB ({free on board)

WPA (with particular average)

a/c,A/C (account)

B/L (bill of lading)

B4 (before)

Thered (therefore)

BTW (by the way)

Another characteristic of specialist words of English for Business is the
frequent use of paired words. By paired words, we mean two synonyms are
used together. Among these paired words are two adjectives used together,
such as null and void , sole and exclusive,ef fective and ef ficient , final and
conclusive , true and correct; two nouns used together, such as force and
ef fect yterms and conditions ,type and kind , power and authority ; two verbs
used together, such as furnish and provide, accept and assume , request and
demand ,bind and obligate , relieve and discharge, finish and complete ; two
prepositions used together, such as by and between, by and under, on and
after, from and after,on or before,under and subject to;two conjunctions

used together,such as and/or.




