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Unit 1 Workplace

wWarming-up

Task 1 Work in pairs. Look at the following office layout. Discuss with your partner and
identify the marked rooms.

1
Jack : ’

1 washroom 2 department manager’s office
3 meeting room 4 staff office
5 multifunction meeting room 6 hallway 7 reception room

Task 2 Look at the above office layout again. Mary is at the company gate. Please tell her
how to find Mike and Jack in the office.



Warming-up

Task 1
Objective: Ss can identify different rooms in an
office.

Steps:
* Ss read Warming-up Task 1.
* Get Ss to look at the layout of the office.
* Ask Ss to identify different rooms.
* Give the suggested answers.

Suggested Answers

B—4 C—5 D—3 E—6 F—2 G—7

Tips

There are many different ways of arranging
the space in an office and while these vary
according to function, managerial fashions and the
culture of specific companies can be even more
important. Choices include how many people will
work within the same room. At one extreme, each
individual worker will have their own room; at the
other extreme a large open plan office (FF T
i EHIAZE) can be made up of one main room
with tens or hundreds of people working in the
same space. Open plan offices put multiple workers
together in the same space, and some studies
have shown that they can improve short-term
productivity, i.e. within a single software project.
At the same time, the loss of privacy and security
can increase the incidence of theft and loss of
company secrets. A type of compromise between
open plan and individual rooms is provided by
the cubicle, which solves visual privacy to some
extent, but often fails on acoustic separation and
security. Most cubicles also require the occupant
to sit with their back towards anyone who might
be approaching; workers in walled offices almost
always try to position their normal work seats and
desks so that they can see someone entering, and in
some instances, install tiny mirrors on things such
as computer monitors.

Workplace Unit 1

Task 2

Objective: Ss can give directions.

Steps:

* Ss read Warming-up Task 2.

* Get Ss to look at the picture of Task 1.

» Ask Ss to work in pairs and tell each other
how to find Mike and Jack in the office.

* Ask some Ss to report in class.

* Give the suggested answers.

Bssmaanaammanaan m

Suggested Answers

You go through the reception room to the hallway.
The first room on your left is the multifunction
meeting room. Mike is having a meeting there.
Keep going straight along the hallway till you get
to the end of it. Jack is working in the last staff
office on your left.

T-2



Unit 1 Workplace

Reading A

An Overview, of Interna

Business;:Negotiations:
el F“”

Many economic reviewers assume that
international business deals will happen
naturally if only the correct governmental
policies and structures are in place. Corporate
leaders assume that they can simply extend
their successful domestic strategies to
the international setting. Both of these
assumptions are mistaken. Policies alone
do not create business deals; companies do.
Business executives will need to be much better
educated about international negotiations in
order to make successful deals. International
business negotiations are fundamentally
different from domestic negotiations, and
require a different set of skills and knowledge.

There are three factors which are common
to all international business negotiations,
and which distinguish international business
negotiations from domestic ones. The first is
that in international negotiations the parties
must deal with the laws, policies and political
authorities of more than one nation. These
laws and policies may be inconsistent, or even
directly opposed.

A second factor unique to international
business negotiations is the presence of
different currencies. Different currencies give
rise to two problems. Since the relative value of
different currencies varies over time, the actual
value of the prices or payments set by the
contract may vary, and result in unexpected
losses or gains. The other problem is that each
government generally seeks to control the flow
of domestic and foreign currencies across their
national borders. And unexpected changes in

., 4 4
tional

such governmental currency policies can have
dramatic effects on international business
deals.

Finally, cultural differences are an important
factor in international negotiations. In addition
to language differences, different cultures
have different values and concepts. As a result,
certain ideas may have very different meanings
in different cultures. For instance, Americans
and Japanese tend to have a different view of the
purpose of negotiations. Americans see the goal
of negotiations as to produce a binding contract
which creates specific rights and obligations.
Japanese see the goal of negotiations as to
create a relationship between the two parties;
the written contract is simply an expression
of that relationship. What the Japanese see as
a reasonable willingness to modify a contract
to reflect changes in the parties’ relationship,
Americans see as a tendency to break a promise.
American insistence on the original terms of
the contract may be viewed as distrust by the
Japanese.

Cultural differences are also present in
different approaches to international business
negotiations. Some cultures prefer to start
from agreement on general principles, while
others prefer to address each issue individually.
Some cultures prefer to negotiate by “building
up” from an initial minimum proposal;
others prefer to “build down” from a more
comprehensive opening proposal. Cultural
differences also show up in the preferred
pacing of negotiations and in decision-making
styles.




Workplace Unit 1

Reading A

Translation

EUNEE el A

WHEF R RN, REBFBORIES, SWEHE, BrEFRaH
=ARKE, EUFIMINE, RIFEEEN R R RE E R+
BT, XPMEHTE R IR, BURA S AR ERE RS, AFETA,
MR T B RAL 5y, 25 ) EE TR 32 [ Fr Rk ) 75 T 58 7840 By 3851
E P 55 RHIMRA LA BT EARA, FE—-EARKITMAIR,

AR EFRRFIRAF =MIERNER, SWEXFHTENRA. &
56, TEEREFRAF, AT BAX AL —EHERE. BORMBUFIM,
BT HMBOR A B A2, EERFEMXH,

HK, AR TETFERERESRAFFAERN.,. AREMAS5IEM
2 O 2 s e N B S B R = i e R A = B B Ao S e el
LhrERSFEZ B, A=A BRARIM SRS, B - RS
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MR AL 23T E P i 55 R 5 B K 2
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Unit 1 Workplace

Words

negotiation /n1,gouf1'e1fan/ n. JRH; HHEg
assume /3'sjurm/ v, 5E, R

assumption /3'samp[on/ n. {B5€, ik

extend /1k'stend/ v. " J&; ¥ K-+ HIFEHE
domestic /dou'mestik/ a. EPK, AREH); FAK
strategy /'straetid3l/ n. fRHE, SREE

setting /'setin/ n. F5E; IR

fundamentally /fanda'mentali/ ad. #R7A L ; 58
Ml

factor /'fekto(r)/ n. HE

authority /o:'0oraty/ n. ‘B J7; 245 FTBUE NI
inconsistent /,Inkan'sistont/ a. ~—E(H]; Bl
JEH

unique /juz'nizk/ a. MR ME—E)

presence /'prezons/ n. F{E

currency /'karensy/ n. #1; (FHH)
vary /'vear1/ v, B4k, B

dramatic /dra'meetik/ a. XERIER; AFHEH

concept /'konsept/ n. W, B, M

binding /'batndi/ a. LA I, FIBATHY
obligation /,pblr'gerfan/ n. (BfREGE X _F#)) X
%, THE

modify /'modifay/ v. {53, Bk

tendency /'tendonsi/ n. #%y, #la)

insistence /In'sIstons/ n. R ER; IR

original /o'rid3onal/ a. JEHIH; JERAY

address /o'dres/ v. fb38, X

issue /'1fju/ n. A, YRR R

proposal /prou'pauzal/ n. Fi; +HR; IR
comprehensive /komprr‘hensiv/ a. | VZH); LA
pace /pets/ v. TSE T IE, AR

style /stall/ n. =, ik

Phrases & Expressions
ifonly RE; &R
distinguish from X435 #E5
give rise to 5[, FE

Task 1 Read the passage and list the differences between international and domestic

business negotiations.

Differences Between International and Domestic Business Negotiations

International

AR

Domestic

Dealing with laws, policies and political
authorities of one nation

2 Dealing with different currencies

Basically no cultural differences




Language Points

Paragraph 1

assume: v. to think that something is true although
you do not have definite proof

¢.g. We can’t just assume her guilt.
If he’s not here in five minutes, we’ll assume
that he isn’t coming.

extend: v. to make a business, an idea, an
influence, etc. cover more areas or operate n
more places; (of space, land, time, etc.) reach,
stretch or continue

e.g. The company plans to extend its operations
into Europe.
The hot weather extended into October.

domestic: a. of or within a particular country; of or in
the house or home

e.g. Output consists of both exports and sales on
the domestic market.
Unfortunately his domestic life wasn’t very happy.

Paragraph 2

distinguish from: to recognize differences between
two people or things

¢.g. It was hard to distinguish one twin from the
other.
It is hard for small children to distinguish right
from wrong.

inconsistent: «. (of ideas, opinions, etc.) not in
agreement with each other or with something else

¢.g. What you say is inconsistent with what you do.
The witnesses’ statements were inconsistent.

Paragraph 3

give rise to: 1o be the cause of, lead to (something
bad or undesirable)

¢.g. The President’s absence has given rise to
speculation about his health.
These bad conditions have given rise to a lot of
crimes.

vary: v. to become different or change according to
the situation

e.g. The demand varies with the season.
Prices vary according to the type of room you
require.

seek: v. to try to achieve or get something

c.g. Power stations are seeking to reduce their use of oil.
Thousands of people crossed the border,
seeking refuge from the war.

Workplace Unit 1

Paragraph 4

binding: a. that must be obeyed or fulfilled

e.g. The contract is binding on everyone who signed it.

modify: v. to change something slightly, especially in
order to make it more suitable for a particular
purpose

e.g. The regulations can only be modified by a
special committee.
The design has been modified to improve fuel
consumption.

tendency: n. a general movement or development
in a certain direction

e.g. How can we combat this permanent tendency
towards inflation?
There is a growing tendency for people to
work at home instead of in offices.

What the Japanese see..., Americans see as a

tendency to break a promise.
= Americans see what the Japanese see... as a
tendency to break a promise.

insistence: n. an act of demanding or saying
something firmly and refusing to accept any
opposition

e.g. At the director’s insistence, the new product
was kept secret.

Paragraph 5

address: v. to think about a problem or a situation
and decide how you are going to deal with it;
write the name and address on an envelope,
etc.; use a particular title or name for someone
when speaking or writing to them

e.g. We must address ourselves to the problem of
traffic pollution.
The letter was correctly addressed, but
delivered to the wrong house.
There are different ways to address a member
of the royal family.

issue: n. an important topic that people are
discussing or arguing about; one of a regular
series of magazines or newspapers; the action
of supplving or distributing an item for use,
sale or official purposes

e.g. This is a big issue; we need more time to think
about it.
The article appeared in issue 25.
I bought a set of the new stamps on the date of
issue.



