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DIBLOGUE @

A: Ah, vyes, this is the model | was
interested in.

B: | should be very happy to give you
further information you need on it.

A: Yes, what are the specifications?

B: If | may refer you to page eight of the
brochure, you’ll find all the specifica-
fions there. .

A: Ah, yes. Now what about service life?
B: Our tests indicate that this model has a
service life of at least 66, 000 hours.

A: Is that an average figure for this type
of equipment?

B: Oh, no, far from it. That’s about
5, 000 hours longer than any other
make in its price range.

~ A:That’s impressive. Now what hap-
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pens if something goes wrong when
we're using it?

B: If that were fo happen, just contact
our nearest office and he’ll send
someone round immediately.

A: | see. Do you offer discounts for
regular purchases?

B: Yes, we do indeed. Our usual figure
is around 8%, but that depends on
the size of the order.

A: Yes, of course. Well, thank you very
much, Jack.

, DIBLOGUE @

A: Good morning. This is Li Ming’ s office.

Can | help you?

B: Good morning. Could | speak to the
Export Manager, please?

A: Speaking. Who's cdlling, please?

B: This is David Miller from Walters Trad-
ing Company, calling from New York. |

got your phone number from the Com-

mercial Counselor’s Office of the

Chinese Embassy here. | learmn that you
are the leading exporter of Chinese arts

and crafts.
A: That’ s right. What can | do for you?
B: We are interested in stuffed animais
made in China. These toys are sold
very well here. We are a big supplier
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for the Northeast market here. I'm
thinking that we’ il have some busi-
ness opponunities.

A: Yeah, I m sure. How much do you A 28, BES. BNRNNT™R

know about our toys? Do you have
anything you are parficularly interested
in?

B: Oh, actually | have litlle information B.0%, B FRWVRIIO0 = REDE Y

about your toys.

onLeocYE @

A:1’m glad to meet you in person. A BEMIEWR,
B: I’ m glad to have the pleasure of mee- |B: T HI/RZESE MBIWR, BEZBIRHF AN

ting you, too. Now what can | do for
you?

A:Well, as you know we’re very in- | A: [, RAOERNNFEHTZRE

terested in developing new markets, we
believe your expert opinion will help us
a lot. Would you give us some advice
about the marketing of our products?

B: At the moment it would seem fo us B: INAESSH BN MU REELS YR

that it is impossible to give you a
definite answer.

A: My biggest concern now is business | A: BB X INNE T BEITH. 1REE

promotion. Can you give me some
fips?

B: There are a lot of ways fo push sales | g. EEEEESRYSR. B, E

in U.S. A. For example, try to make
yourself known by TV ads.
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A: Advertisement on TV will cost a lot of

money, | suppose.

B: But for a new company, such ex-
penses are absolutely necessary.

A: 1 know. Now, let's discuss on ad-
vertising campaign for our company’s
products.

B:As you know, in order to guide our
campaigns to success in the new mar-
ket, we should work out a careful
plan.

A: Could you put it in detail?

B: [ think the first thing is what media we
should use and when we should place
advertising in the media. Very often in
a campaign, two or more media are
used together. The purpose of our
advertising is to draw foreign cus-

tomers’ interest and keep hold of their
aftention, so that they may do some
thing in return.

A: What media do you recommend then?

B: I think television is much more effective
if it doesn’t matter for us to pay a little
more money.

A: Well, it's wroth doing so long as the
result is satisfactory. But when shall
we fake this advertisement?

8: How about the beginning for this fall?

A: Ali right.

B: Furthermore, don’t neglect ali kinds of
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industrial shows and exhibitions. You
will make lots of business friends there.

A: Only yesterday, | received an invitation
to a machinery show. | think | should
go and have a look.

B: Right. And go to as many social events
as possible, and to make yourself
known in the commercial circle.

A: Do you think | should visit some retail-
ers?

B: If you want to do a wholesale busi-
ness, don’t go o retailers. Retail sales
can only be your supplementary busi-
ness.

A: That is to say | should aim at big im-
porters and chain stores.

B: You get the point. They have good
reputations and may place regular or-
ders of big quantities.

DBLoOGYE @

A: 1" d like to tak a lithe more about ad-
vertising. | think it has an important
part fo play in production promotion.
Would you agree with that?

B: Oh, yes. | certainly would. | see ad-
vertising as an essential part of the
entire process of marketing. And 1 think
it has an independent function.
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A: I”m especially interested in the role of

image, public relations and advertising
in the production promotion. Would
you like 1o tell me the relafionships
between them?

B: Yes, that’s a fascinating area. And

an area that is extremely important in
the entire process of successful mer-
chandising, especially the matter of
public relations and image.

A:lt's really a matter of establishing

frust, isn’t it? There is a close rela-
tionship between building a reputation
and establishing what we call good
will. Am | right?

B: Yes. We all know what it is when a

company has it and we clearly know
when a company doesn’t have it.

A: [ think we all know that.
B: The same thing applies to a product,

too. And that’s why i think that specific
product advertising has only limited ef-
fectiveness. Good advertising is vital to
call aftenfion to a product and intro-
duce new products. But in the long
run it’s image that really counts.

A: ) understand. Public relafions play o

role in building image, both product
image and company image.

B: Yes, advertising can help build pro-
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duct recognition, but product itself
builds image.

DIALOGUE @

A: New Tech Computers Limited, Sandy
Roy speaking.

B: Hello, Miss Roy, this is Chris Chan
from Image Office Equipment Limited.

A: Yes?

B: | understand that your company has
recently opened and | want fo let you
know about the type of services we
offer at image. | redlize how hard it
can be to get a new business settled
in.

A: No kidding! This office is in chaos!

B: Miss Roy, we have several consultants
on staff available to design worksta-
fions for any type of business.

A: | have had a few desks already.

B: We can help you use the fumniture you
have now to its full potential and
suggest equipments you may want to
purchase to maximize space and effi-
ciency.

A: How much is a consultation?

B: The consulation is free. We send
someone in to look at your work space
and they make up a proposal for you.
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You can accept or reject the proposal,
or you can modify it fo make it meet
your budget. Office furniture is very
important because it creates the whole
look and feel of your business. it af-
fects your customers’ first impres-
sion.

A: This sounds like exactly what | need.
When can a consultant come by?
B: Is tomorrow at nine in the morning

okay?
A: That’s fine. 1”1l expect you then.

A: Hello, is Mr Dale Jenner here?

B: Yes, 1’m Dale Jenner, can | help
you?

A: I’m Hazel Fung of Standard Compu-
ters Limited. | come fo discuss how
you can make better use of computers
in your business. Would you mind if |
come in and talk fo you for a few
moments?

B: Of course not, come on in.

A: You own a home-based catering
business, right, Mr Jenner?

B: Yes, that’s right.

A: Do you have a computer now?
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B: Yes, | got it several years ago. It's a
586 processor.

A: What sort of software do you use on
it?

B: Well, I use a spreadsheet programme
as well as a word processing progr-
mme, but | know they’ re both pretty
old and out-dated.

A: Have you considered upgrading your
system?

B: Yes, but I’m not sure what exactly |
would need. 1’ve done okay with
what | have so far though.

A: Have you considered adding a paint-
ing programme to your software? It
would allow you to make up your own
fiyers and banners for advertising.
You can even make your own busi-
ness cards with some programmes.

B: That would be a definite bonus.

A: You might also want fo upgrade your
hardware because it is pretty outdat-
ed now. You’d probable want more
hardware and RAM, a faster mo-
derm, and a faster processor. Do
you have a CD-ROM drive?

B: No.

A: You might want to add a CD-ROM
drive, too, because most new soft
ward programmes are comeing out
on CD.
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B: This sounds great, but how much
would all this cost ?

A: Probably less than you think because
you have all the basic components
already. If you like, | can have a look
at your computer and then check out
some prices for you and make up an
estimate.

B: Ok, that would be nice. Come into
my office and I I} show you my com-
puter.

A: Hello, my name is Shirley Yip, 1'm
with Weston Public Speaking Courses
Institute. | have an appointment to see
Mr Aaron Anthony.

C: Right this way, please.

A: Good afternoon, Mr Anthony, |I'm
Shirley Yip, we spoke on the phone
earlier today.

B: Yes, of course, Miss Yip, pleased to
meet you.

A: I’ ve brought some more information
about the different types of public
speaking programmes we offer to
companies. The most popular one is
our one-day programme. it can be
done in eight hours on a Saturday or

DIALOBUE @
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