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Unit 7

Business Etiquette

¢+ Reading 1 Everyday Etiquette for Office Life
¢+ Reading II Handshakes
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I. Teaching Objectives

Cognitive Information Business Etiquette

> Reading I

e Key Words: courtesy, vary, ritual, acknowledge, beyond,
routine, chitchat, room, casual, socialize, extracurricular,
management, disengage, alienate, initiate

e Idioms &Expfessions: get along with, count for much, boil
down to, call for, take offense, frown on/upon, cut short,
except for, get the message

> Reading II

e Key Words: customary, vendor, formalize, contact, bone-
breaking, recipient, execute, awkwardness, logical, fiddle,
variation, approach, intimidate, recommend, apply, eliminate,
initial

® Idioms & Expressions: take sb./sth. seriously, like it or nbt,
run into, reach an agreement, carry on

Language Focus

Business Vocabulary Expressions of Business Etiquette
Practical Reading Business Cards
Translation Skills Choices, Extension & Feelings of Words

Notes of Thanks, Message, Appointment, Apology, Request &

Writing Strategy Congratulation

Il. Background Information

1. Business Etiquette

Etiquette means conventional rules of polite behavior. It is about presenting yourself with the
kind of polish that shows you can be taken seriously. It is also about being comfortable around
people and making them comfortable around you! Wherever you work there will be other people
inside and outside your organization to deal with and it is crucial to communicate with them well.
A key part of this is to show your respect in the appropriate way, and conform to the largely
unwritten guidelines on behavior.

Business etiquette covers a very wide range of things as follows;

® How you behave as an individual;

® How you make use of the communication tools available;

® How you act in the team and company that you work in;

® How you deal with external business contacts.

Understanding good business etiquette is essential in setting up your own network and keeping
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it going. Using business etiquette to create the right impression will determine not only how you

enjoy each working day, but also your chances of promotion and success in your career. Basic
knowledge and practice of etiquette is a valuable advantage, because in a lot of situations, a

second chance may not be possible or practical.
2. International Business Etiquette Tips

To say that today’s business environment is becoming increasingly more global is to state the
obvious. Meetings, phone calls and conferences are held all over the world and attendees can
come from any point on the globe. On any given business day you can find yourself dealing face-
to-face, over the phone, by e-mail and, on rare occasions, by postal letter with people whose
customs and cultures differ from your own.

While the old adage “When in Rome, do as the Romans do” still holds true, business clients
and colleagues who are visiting this country should be treated with sensitivity -and with an
awareness of their unique culture. Not to do your homework and put your best international foot
forward can cost you relationships and future business. One small misstep such as using first names
inappropriately, not observing the rules of timing or sending the wrong color flower in the
welcome bouquet can be costly.

There is no one set of rules that applies to all international visitors, so do the research for each
country that your clients represent. That may sound like a daunting task, but taken in small steps,
it is manageable and the rewards are worth the effort. The following are some tips that may be of
some help to you.

Building Relationships

Few other people are as eager to get down to business as Americans. So take time to get to
know your international clients and build rapport before you rush to the bottom line. Business
relationships are built on trust that is developed over time, especially with people from Asia and
Latin America.

Dressing Conservatively

Americans like to dress for fashion and comfort, but people from other parts of the world are
generally more conservative. Your choice of business attire is a signal of your respect for the other
person or organization. Leave your trendy clothes in the closet on the days that you meet with your
foreign guests.

Observing the Hierarchy

It is not always easy to know who is the highest-ranking member when you are dealing with a
group. To avoid embarrassment, err on the side of age and masculine gender, only if you are
unable to discover the protocol with research. If you are interacting with the Japanese, it is
important to understand that they make decisions by consensus, starting with the younger members
of the group. By contrast, Latin people have a clear hierarchy that defers to age.

Understanding the Handshake

With a few exceptions, business people around the world use the handshake for meeting and
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greeting. However, the American style handshake with a firm grip, two quick pumps, eye contact
and a smile is not universal. Variations in handshakes are based on cultural differences, not on
personality or values. The Japanese give a light handshake. Germans offer a firm shake with one
pump, and the French grip is light with a quick pump. Middle Eastern people will continue
shaking your hand throughout the greeting. Don’t be surprised if you are occasionally met with a

kiss, a hug, or a bow somewhere along the way.

Using Titles and Correct Forms of Address

Americans are very informal in using titles. They are quick to call people by their first names.
Approach first names with caution when dealing with people from other cultures. Use titles and last
names until you have been invited to use the person’s first name. In some cases, this may never
occur. Use of first names is reserved for family and close friends in some cultures.

Titles are given more significance around the world than in the United States and are another
important aspect of addressing business people. Earned academic degrees are acknowledged. For
example, a German engineer is addressed as “Herr Ingenieur” and a professor as “ Herr
Professor”. Listen carefully when you are introduced to someone and pay attention to business
cards when you receive them.

Exchanging Business Cards

The key to giving out business cards in any culture is to show respect for the other person.
Present your card so that the other person does not have to turn it over to read your information.
Use both hands to present your card to visitors from Japan, China, or Singapore. When you
receive someone else’s business card, always look at it and acknowledge it. When you put it
away, place it carefully in your card case or with your business documents. Sticking it haphazardly
in your pocket is demeaning to the giver. In most cases, wait until you have been introduced to
give someone your card.

Having Business Lunches and Dinners

In some countries business is regularly conducted over lunch or dinner. For example, hospitality is
a way of life in the Arab world and business is frequently conducted over lunch or dinner — more than
likely in a lavish hotel or restaurant. It is also considered polite to return the invitation.

Be careful about your eating habits while conducting business meetings over a meal. In some
countries, such as New Zealand, it is considered bad manners to discuss business during the meal;
this should be conducted before or after the meal.

Valuing Time

Not everyone in the world is as time conscious as Americans. Don’t take it personally if
someone from a more relaxed culture keeps you waiting or-spends more of that commodity than
you normally would in meetings or over meals. Stick to the rules of punctuality, but be
understanding when your contact from another country seems unconcerned.

Honoring Space Issues

Americans have a particular value for their own physical space and are uncomfortable when
other people get in their realm. If the international visitor seems to want to be close, accept it.

.4
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Backing away can send the wrong message: So can touching. You shouldn’t risk violating

someone else’s space by touching them in any way other than with a handshake.

Giving Gifts

Many countries such as China and Japan have many etiquette rules surrounding the exchange
of business gifts. International business etiquette allows you an insight into what to buy, how to
give a gift, how to receive, whether to open in front of the giver and what gifts not to buy. Great
examples of gifts to avoid are anything alcoholic in Muslim countries, anything with four of
anything in Japan and clocks in China.

Having Communication .

Some cultures like to talk loudly (US and Germany) , some softly (India and China) ; some
speak directly ( Holland and Denmark ), others indirectly ( UK and Japan); some tolerate
interrupting others while speaking ( Brazil) , others not (Canada) ; some are very blunt ( Greece)
and some very flowery (Middle East). All will believe the way they are communicating is fine,
but when transferred into an international context this no longer applies. Without the right
international business etiquette it is easy to offend.

Whether the world comes to you or you go out to it, the greatest compliment you can pay
your international clients is to learn about their country and their customs. Understand differences
in behavior and honor them with your actions. Don’t take offense when visitors behave according
to their norms. People from other cultures will appreciate your efforts to accommodate them and
you will find yourself building stronger and longer lasting intefnational clientele.

3. Rules of Office Etiquette

Office etiquette or office manners is about conducting yourself respectfully and courteously in
the office or workplace. First impressions are important; you are the ambassador of the business.
Below are some ways you can practice good office etiquette.

Pay attention to your appearance — If you show up to work every day with a wrinkled
shirt, uncombed hair or dirty fingernails, it will be noticed. Who do you think your supervisor is
going to choose to represent the company on a business trip or in a meeting? The person wearing
sneakers and T-shirt, or a co-worker who always shows up for work with well-groomed features
and freshly ironed clothes?

Unclutter your desk — Your desk or cubicle should be an extension of yourself. If it’s messy
and cluttered, you’ll probably have difficulty locating neccssary items. In addition, business
associates will not regard you in a favorable light due to the untidiness of your workspace. No one
likes to wait while a co-worker attempts to unearth a missing item from under a mound of papers.
It’s best to keep desk clutter to a minimum.

Be on time — If you’re late on a regular basis, people notice. While everyone has the
occasional tardy morning, it’s not fair to your co-workers to feel the rules don’t pertain to you. If
you have trouble leaving the house on time, or seem to always be missing connections, pérhaps
you should wake up earlier to remedy the situation. The same holds true for business meetings. It
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is never a good idea to arrive late for a business meeting. Someone has taken time out of his or her
busy schedule to meet with you; the least you can do is show up on time. If you are late because
your train is delayed or there’s a traffic jam, call ahead to explain your tardiness. Never

intentionally keep a client, or anyone else for that matter, waiting.

The greeting — There’s a saying, “you never get a second chance to make a good first
impression. ” Nowhere is this more true than in the office. When meeting people for the first time,
it’s good practice to use eye contact and a firm handshake and tell the other person how nice it is to
meet him or her. If you already know the person, but others in your environment don’t, it’s
necessary to make the proper introductions. |

Be a good listener — Whether in a meeting, on the phone or sitting in a co-worker’s office,
pay attention. It’s very bad to be caught with your mind wandering or to have no clue as to what
actually took place. Be a good listener and take notes. Don’t interrupt unless you absolutely have to.

Telephone etiquette — Co-workers tend to have issues with those who spend most of their
time on personal phone calls. Not only are they disruptive, but it’s unfair to have pleasant chats
while those around you are working. It’s good business to keep personal phone calls to a minimum
and to keep cell phones turned off during business hours.

In addition, no matter whom you’re talking to, try not to talk so loud that everyone in the office
can hear your conversation. This is distracting and inconsiderate, as is the use of a speakerphone.

Other things to take into consideration may include the following aspects.

® Avoid sharing in office gossip sessions. Gossip hurts and there’s a good chance it may not
even be true. ,

® Respect the privacy of those around you. Don’t read memos or faxes on other people"s
desks and don’t make comments about overheard phone calls.

® Be respectful to all no matter what their titles are.

® Return messages, e-mails, and letters in time,

® Don’t slouch. It’s a poor reflection of yourself if you're slumped over your desk all day.

When working at any job, the key is to be courteous and polite, pay attention to your
appearance and treat others with respect. Follow the above simple rules, and you should go far.

ill. Language Focus

%
Reading I |

Everyday Etiquette for Office Life

1. get along with — to have smooth relations
Examples .

‘{6
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e When you know how to get along with people, your business clients will want to use your
service again and again.

e If you can get along with different groups of people, you won’t just be liked more at work,,
you’ll be more equipped to meet your personal goals.

This means that however important your job skills are, they may not count for much if

you don’t also have some people skills.

This means that no matter how skillful you are at your job, if you don’t know how to get along

with people, your job skills may not be of much importance. X E R EANERK TIES HE

AELEE, MAREA AR, R TESBESKITIM.

count for much — to be of much worth or importance

Examples -

e The new employee’s proposal didn’t count for much as he failed to base it on sufficient
market research.

e A carefully designed résumé won’t count for much if the job applicant doesn’t have the
necessary qualifications.

. Fortunately, getting along with people usually boils down to siniple, everyday courtesy.

Fortunately , the success in getting along well with people usually lies with customary daily

greetings, which are not complicated at all. 755 AMALE H M F SRR BT H E 4L

X ko

boil down to — to be summarized as (sth.); amount to

Examples ;

¢ The problem boils down to one thing — lack of money.

e The issue really boils down to a clash between the left and the right.

courtesy — n. polite behavior

Examples .

® My boss is a person I hold in reverence because of his wide courtesy to all the employees.

o His unassuming courtesy was the hallmark of the true perfect gentleman.

Although corporate cultures vary from business to business and even from region to

region, the exchange of daily greetings is a ritual everywhere.

Although different businesses and regions have different corporate cultures, greeting each other

on a daily basis is a universal custom. REF M XATERITHE IV EERN MR EEEESR,

R L T AR MR A B TE R AR — R AL o

vary — vi. to differ

Examples :

e These samples varied in quality but were generally acceptable. .

e It was found that the cost-effectiveness estimates did vary from place to place, with no clear
pattern emerging.

ritual — n. one or more ceremonies or customary acts which are often repeated in the same

form
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Examples ;

® The Japanese tea ceremony is a beautiful and intricate ritual that goes far beyond the simple
drinking of tea.

® When a newspaper dies, an almost standard ritual occurs.

No further verbal greeting is called for, and no one should take offense when a colleague

doesn’t stop to chat.

There is no need to orally greet each other any more and if a co-worker fails to stop on his way

and strike up a conversation, no one should feel upset about it. ( 57 T.ZJ&]) A4AH LA

%, MREANRFREETRMEW I, RORMESIE L,

call for — to require, demand or need sth. 4

Examples .

e Experts call for moves to stimulate fluctuating stock market.

® Scientists call for immediate action to ease water scarcity.

take offense — to feel hurt, upset or offended

Examples - .

® I didn’t realize she’d take offense when she wasn’t invited to the anniversary party.

¢ The customer took offense at Mary for her thoughtless remarks.

acknowledge — vz. to show that one recognizes (sb.) by smiling, waving, etc.

Examples ;

® The boss usually acknowledges his employees with a simple nod.

® That student walked past the teacher without even acknowledging him.

Beyond routine greetings, how much people chitchat during the day generally depends on

the atmosphere of the work environment.

Not counting customary greetings, how long people spend chatting during the day hinges on the

mood of the workplace. #MFFHIFTEIEARS, R THAN T/ HWRZKHFEERRERFT
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beyond — prep. except (sth.) ; apart from

Examples

® The manager knew nothing beyond a few random facts.

® He appears to have almost no personal staff, beyond a secretary who can’t make coffee.

routine — '

(1) a. regular; according to what is always habitually done

Examples .

® These devices have become routine tools of the workplace.

® This is only a routine check of passports.

(2) n. fixed and regular way of doing things

Examples

® Gardening was his only escape from official routine.

® I'm bored with the same old routine day after day.
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[ Sentence Structure ]
In this sentence, “how much” introduces a subject clause, functioning as the subject of the

sentence. Other expressions can also be used for this purpose, such as “how many” , “how
long” , “how often” , “how soon”, “how far”, etc.
Examples .

e How much a CEO earns every month is chiefly determined by his performance at work.

e How much should be spent on next year’s advertising of their products was discussed at the
board meeting.

e How many production lines the company has developed so far is not clear to us.

e How long our products can survive in the global competition ‘is questioned by the
consumers.

e How often you should change your oil depends on driving patterns.

e How soon our economy will recover is still unknown.

chitchat — ‘

(1) vi. to engage in small talk or gossip

Examples . . )

e You shouldn’t chitchat with co-workers about meaningless things that have nothing to do
with the job. ‘

e | sacrificed my time that I usually used to chitchat with colleagues.

(2) n. casual conversation; small talk

Examples

o A brief chitchat with colleagues during work can not only lift spirits but also soothe negative
emotions.

e He speaks of you nine times out of ten whenever we have a chitchat.

. A formal, rigidly organized workplace may allow little room for casual conversation,

while one that is informal and loosely organized leaves room for this kind of socializing.

There are few opportunities for casual talk in a formal and orderly workplace, but in an

informal and disorderly workplace employees may have more opportunities to chat with each

other. — MM, BEHA MMM FTHRA T AMBERWKILS, TWIEEMLK,
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reom — pn. opportunity; scope

Examples ;

e The intensity of the work left little room for personal grief or anxiety.

e In a small company like this, there is no room for lazy staff.

casual — a. relaxed; informal

Examples :

e The ability to hold a casual conversation is an important life skill that helps in social
situations and in business.

e Establishing a casual dress code is an inexpensive way to improve the morale of 'employees.




